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ABSTRACT

REDEFINING SUSTAINABILITY IN 2030REDEFINING SUSTAINABILITY IN 2030

Looking at current practices of sustainability, this thesis questions them as 
being too slow and not effective enough. This dissatisfaction with current 
actions required taking a step back and rethinking what sustainability means 
in this project. Resulting in using Gaia, a future with the ideal to “focus 
human activity towards restoring the natural dynamic balance of ecosystems 
that nourishes all life on earth” (Brand, 2019), as the inspiration on what 
sustainability should become in the 2030.  
Concretely, this means from a consumer perspective that our mindset 
needs to evolve from exploiting nature to giving back to nature. From a 
business perspective, however, this means to deliver value to the entire 
ecosystem and not only to humans – in contrast to today’s businesses’ 
monetary and human-serving focus. 

CONTEXT WITHIN PHILIPSCONTEXT WITHIN PHILIPS

This thesis is part of a new project track within Philips with the goal of 
developing a roadmap of tangible and practical sustainable solutions, 
integrated in the Philips portfolio and inspired by a long-term vision. The 
case study of this project track and therefore thesis is the MCC business 
(Mother and Child Care).  

PROCESSPROCESS

The complex topic of sustainable parenthood was analysed though system 
analysis, which resulted in the identification of the parent’s dilemma 
of wanting to act eco-responsible but being immersed in triggers for 
overconsumption. To make the complexity of the dilemma comprehensible 
for the stakeholders it got translated into a storytelling map (Talgorn & 
Hendriks, 2021). User research has been conducted to validate and analyse 
the identified dilemma in depth. 



RESULTSRESULTS
This thesis delivered three main results.   

1. INSIGHT CARDS. 

They are based on the user research, giving further details on 
the dilemma and providing insight on how to resolve it. The 
can be used by the MCC stakeholders to develop future BVPs.  

2. DILEMMA MODEL. 

The insight cards can be mapped down within the storytelling 
map. Resulting in a model explaining the dilemma parents 
face when it comes to becoming sustainable and mapping the 
insights needed on resolving this. 

3. VISION. 

The quotes and insights of the qualitative study have been 
applied in the context of a participatory story building 
workshop to create personas and develop  a sustainable 
future vision for MCC.   

IMPACTIMPACT
Two papers are potentially emerging from this thesis, one 
focusing on the insights of sustainable parents and one about 
the system analysis.  

Due to the relevance of the insight cards, they will be uploaded 
onto the Philips internal sharing platform and made accessible 
to all Philips employees. Having impact on future BVPs and 
SVPs. 

The insights have been shared multiple times within Philips 
and specifically the MCC team.  

Multiple workshops and presentations elaborating more 
on the project track and insights have been requested and 
conducted. 

This thesis contributed to the validation of the impact of the 
new project track within Philips. 



PRACTICAL GUIDE  
In order to make this thesis as comprehensible and digestible, this practical 
guide has been created.  

DEFINITIONS OF KEYWORDS 
Climate crisis
This report refers to climate change as climate crisis to address the threat 
and urgency of this topic. 

Paradigm
The word paradigm will be used quite often in this thesis and refers to a 
typical pattern or model within our current society. 

ABBREVIATIONS 
BVP
Business Value Proposition 

DACH
Germany (D), Austria (A), Switzerland (CH) 

ESG
Environmental, Social and Governance  

MCC
Mother and Child Care 

SVP 
Sustainable Value Proposition 

SAP
Sustainability Aware Parents 

SPP
Sustainability Practicing Parents 

COMPLEX AND DETAILED VISUALS 
Certain visuals of this thesis were developed in Miro due to high details, 
complexity and the need for space to zoom in and out within the detailed 
data. A simplified variant of some of these visuals can be found in this thesis. 
However, all these mentioned visuals can be found in the Appendix in high 
resolution and can be zoomed into when reading from a device. Further, 
they can be viewed in an online Miro board. 
While reading, keep an eye on this icon with a QR code. It denotes these 
complex visuals and gives you the direct link to the Miro board. 
 

As mentioned before, this thesis is part of a new track within Philips. 
Therefore, some of the content were created in collaboration with other 
strategists within Philips. For transparency, these collaborative contents 
will be marked with this icon and a description. 

COLLABORATION WITH OTHER STRATEGISTS 



CHAPTER 
INTRODUCTION 

At the beginning of every 
chapter, you can find a little 
paragraph next to the title 
page like this. It provides you 
with a brief introduction to 
the chapter and helps you to 
get a quick overview of what 
the chapter is about.  

KEY POINTS 

After every chapter you 
can find the key points box. 
Key points summarise the 
most important learnings 
of each chapter, making 
the essence clear and 
understandable for you. 

 APPENDIX A, B, C  
This thesis resulted in three appendices: 

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod 
tempor incididunt ut labore et dolore magna aliqua. Ut enim ad minim 
veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex 
ea commodo consequat. Duis aute irure dolor in reprehenderit in 
voluptate velit esse cillum dolore eu fugiat nulla pariatur. Excepteur 
sint occaecat cupidatat non proident, sunt in culpa qui officia deserunt 
mollit anim id est laborum.

X.X Text 

CHAPTER OVERVIEW:

X. 
TITLE 

THE KEY  THE KEY  POINTSPOINTS

Lorem ipsum dolor sit amet, consectetur 
adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. 
Ut enim ad minim veniam, quis nostrud 
exercitation ullamco laboris nisi ut aliquip 
ex ea commodo consequat. 

NR. 1

Lorem ipsum dolor sit amet, consectetur 
adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. 
Ut enim ad minim veniam, quis nostrud 
exercitation ullamco laboris nisi ut aliquip 
ex ea commodo consequat. 

NR. 3

Lorem ipsum dolor sit amet, consectetur 
adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. 
Ut enim ad minim veniam, quis nostrud 
exercitation ullamco laboris nisi.

NR. 2

Lorem ipsum dolor sit amet, consectetur 
adipiscing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. 
Ut enim ad minim veniam, quis nostrud 
exercitation ullamco laboris nisi ut aliquip 
ex ea commodo consequat. Lorem ipsum 
dolor sit amet, consectetur adipiscing elit, 
sed do eiusmod tempor incididunt laboris 
nisi ut aliquip ex ea commodo consequat.

NR. 4

Appendix A: Deepdive
This appendix dives deeper into certain parts of the thesis, providing additional information that 
were omitted from the main report to shorten the report length. The supplementary material 
provides context and details on certain steps, and it can be seen as an extension or a deep dive 
on the thesis. 

Appendix B: Material library
This appendix provides all the materials as well as the intermediated results that were used 
throughout the thesis. This can be seen as the material library of the thesis. 

Appendix C: Insight booklet
This appendix encapsulates the outcome of the thesis – the insight booklet, making it easily 
accessible for you. 
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The first section of this chapter gives background on my personal 
journey as a designer and why sustainability has become my focus. It is 
then followed by the scientific elaboration on the urgency of the topic 
from a young people’s perspective.

1.1 Personal Motivation 

1.2 Relevance

CHAPTER OVERVIEW:

1. 
BACK-
GROUND 
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1. 
BACK-
GROUND 
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1.1 PERSONAL MOTIVATION 
Since my teenage years, I have found no topic more pressing and frightening than 
the climate crisis. I remember the moment I understood the agricultural industry’s 
treatment of the animals and its impact on the planet, how the fashion industry 
pollutes nature and exploits people, and how our economic system prioritizes 
money over everything else. I was in shock, which quickly turned into a mix of 
anger and frustration. It did not make sense to me how society, politicians and 
businesses could continue like this. Even back then (early 2000s), the numbers were 
clear. Science was clear to me (UNEP, 2010; World Bank, 2010), and I understood 
what it meant to continue living the same way. So I dedicated my studies and large 
parts of my private life to the topic of sustainability.  
After finishing my bachelor’s degree and working as an industrial designer in 
Austria for a year, I was frustrated by the unsustainable nature of the industry and 
my incapacity to make a difference. My contributions were far from my aspiration 
as a teenager. My frustrations were rebuffed repeatedly with a conjecture that I 
would eventually lose my intrinsic motivation and settle in a standard design job 
and that design is not the right path for a sustainable impact. This compelled me 
to return to university and explore ways to have a sustainable impact as a designer 
on a strategic level.  
 
Thus started my journey as an Strategic Product Design (SPD) student at TU Delft.  

I came here with the intention to explore sustainable long-term impact a designer 
can have on a strategic level. To do so, I took a step back and tried to answer this 
question from different perspectives, including philosophy, business, consumer, 
and political perspectives - using social, systemic and participatory design.  
After more than two years of my explorative journey in the topic of sustainability 
and design I came to the following conclusion: Our current western lifestyle, in 
which businesses and consumers are serving with their actions, the reckless 
exponential growth of capitalism is the biggest challenge against a sustainable 
future. So how can design lead to change within this system? This is my personal 
quest, which I aim to explore in this thesis. 
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SAVE THE SAVE THE 
PLANET!PLANET!
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1.2 RELEVANCE 
Many young people see the future as bleak and gloomy. Anxiety and depression 
are on the rise. Instead of looking forward to a lifetime of possibilities, they are 
wondering if they will even have a future or if they should have children. In a 
recent study more than 15,000 young individuals aged 16 to 25 were polled in a 
quantitative study on “eco-anxiety.” The results revealed that 59 percent were very 
or extremely concerned, and 84 percent were at least moderately concerned. More 
than half of those polled reported feeling unhappy, nervous, furious, powerless, 
and even guilty. Participants perceived the government response to climate 
change as insufficient and have reported feeling betrayed rather than reassured. 
39 percent of those polled were hesitant to have children (Marks et al., 2021). 

Where is this pessimism rooted in?   
On the issue of the climate crisis, science is obvious. It appears that humanity is 
unable to reach the Paris agreement of limiting global warming to the ambitious 
goal of 1.5 °C. The agreement was adopted in 2015 and went into effect in 2016 
(UN, 2015). However, the latest UNEP shows that all current actions would prevent 
only 7.5% of greenhouse gas emissions by 2030. 55% are needed to reach the 1.5 
°C goal (UNEP, 2021).  

Despite reports showing different ranges within different scenarios based on 
estimations and predictions, the main message is clear: If current climate policies 
stagnate, global warming will be around 3 °C, which is tragic and far from acceptable. 
The CAT Thermometer in visual 1 (CAT, 2021) visualizes the temperature increase 
of 3 °C with the current policies. Also, scenario SSP2-4.5 of the Sixth Assessment 
Report (AR6) of the IPCC in visual 2 (IPCC a, 2021) corresponds to the current 
climate policy, as well as the SSP2 scenario of the Institute for Climate Economics 
in visual 3 (I4CE, 2019). 

What does the increase of around 3 °C mean?  
An increase of around 3 °C would destabilize food security, particularly in 
emerging countries (IPCC b, 2021). Extreme temperatures and heatwaves, as well 
as hydrological change, floods and droughts would be more common (Arnell et 
al., 2019). Furthermore, it can be expected that as a result of the climate crisis an 
increasing number of people would be forced to flee their nation as it becomes 
uninhabitable, necessitating further assistance. Already now, more than 100 
million people require humanitarian aid as a result of climate disasters. This figure 
might have doubled in 20 years (IFRC, 2019). 

This section of relevance could go on for pages. However, the core message 
is: Humanity does not have much time. Actions need to be taken. Individuals, 
companies, and governments all need to work together to reduce the disastrous 
impact of the climate crisis. The urgency is now. The relevance of implementing 
and enabling sustainable behaviour from businesses and consumers cannot 
be overstated. Therefore, this thesis is dedicated to exploring how Philips as a 
business can work together with consumers and move towards a sustainable and 
safe future.
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Visual 1 . CAT Thermometer 

Visual 2. AR6 of IPCC 

Visual 3. Scenarios of the Institute for Climate Economics
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The first section of this chapter provides an overview of the key elements 
of the assignment with a brief elaboration on each. In the second section 
the design process is illustrated and every method used throughout this 
thesis is mapped down. 

2. 
ABOUT THE 
ASSIGNMENT 

2.1 Key elements assignment

2.2  Design process and methods

CHAPTER OVERVIEW:
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2. 
ABOUT THE 
ASSIGNMENT 
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MCC AS BUSINESS CASE 
Sustainability is an important topic for young 
parents, and potentially a differentiator for 
Philips. The goal is to find approaches with 
the customer where sustainability can be 
implemented. 

In MCC (Mother and Child Care) there is a 
willingness to include sustainable solutions in the 
product pipeline, and the first initial steps have 
already been taken. Therefore, this thesis aims 
to build on these to create a sustainable impact 
now and in the future.   

2.1 KEY ELEMENTS ASSIGNMENT

This thesis is part of a new project track within 
Philips with the goal of developing a systemic 
and sustainable innovation process. In visual 4, 
the overview of the track is shown. Contributions 
of this thesis are in the discovery phase the vision 
development and co-creating the system map in 

the system mapping phase. The system map sets 
the foundation of the user research, which will be 
delivering crucial insights for the ￼ Participatory 
Storytelling Building phase, as well as foe the 
SVP development phase (Sustainable Value 
Proposition).

PROJECT SCOPE 
The focus is on the DACH market (Germany, 
Austria, Switzerland) as per MCC stakeholder 
input. The main argument is that this market is 
more open to sustainability and a leader in global 
trends. 

The target group are young first-time parents 
who are starting their journey from ‘wanting 
to have a child’ to￼  ‘grown-up child’ (first 1000 
days). Considering that the sustainable value 
propositions will be further away in the future, the 
interest is on GenZ  and their upcoming needs. 
As GenZ is the generation born between 1995-
2010 (Francis & Hoefel, 2018). 

PROJECT TRACK AND THESIS CONTRIBUTION 

CONTEXT
EXPLORATION

PARTICIPATORY
STORY BUILDING

SUSTAINABLE 
VALUE PROPOSITION

SYSTEM 
MAPPING

THESIS FOCUSTHESIS FOCUS
CONSUMER
RESEARCH

INSIGHTS
BOOKLET

Visual 4.  Project track and thesis contribution  
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TRACK GOAL 
The goal of this track is to create a roadmap 
of tangible and practical sustainable 
solutions integrated in the MCC portfolio 
and inspired by a long-term vision. The 
implementation of the vision is believed to 
be achieved by finding the overlay of new 
sustainable business models and parents’ 
sustainable behaviour (Visual 5). 

GRADUATION DELIVERABLE  
The deliverable of this thesis is an insights booklet. 
Aiming to support MCC with future business 
innovations. 

THESIS
FOCUS

INVOLVED STAKEHOLDERS 
A wide range of internal Philips stakeholders 
are involved, as shown in visual 6. The 
stakeholders represent different areas within 
Philips with diverse expertise, aiming to gain 
different perspectives and input on the project 
track.  
However, the main stakeholders of this project 
track are the MCC representatives, specifically 
the Green Squad. Since the outcome will be 
delivered and used by them. The Green Squad 
is a working group aiming to collaborate with 
all initiatives and projects about sustainability 
and circular economy running across 
MCC. They provide thought leadership and 
coordination to connect internally at MCC and 
Philips but also externally with partnerships.  

STRATEGYSTRATEGY

GROUPGROUP
SUSTAINABILITYSUSTAINABILITY

MCCMCC

OTHER OTHER 
AREAAREA

MAIN 
STAKEHOLDER GROUP

CORE

INVOLVED

GREEN
SQUAD R&D

MARKETING

DEPARTMENT
LEAD

INFORMED BUSINESS
DEVELOPMENT

DIRECTOR
DESIGN&SUSTAINABILITY

ECO-DESIGN
LEAD

FUTURISTS

LIFESTYLE
RESEARCH

SERVICE
DESIGN

BUSINESS
DEVELOPMENT

STRATEGIC
DESIGN

VISIONVISION
IMPLEMENTATIONIMPLEMENTATION

SUSTAINABLE
BUSINESS 
MODELS

PARENTSPARENTS
SUSTAINABLESUSTAINABLE
BEHAVIOURBEHAVIOUR

OPPORTUNITY
ROADMAP

CIRCULAR 
REVENUE 
FLOW AND 
FORECAST

PLANET 
CENTRED 
VISION

DECISION 
MAKING$$

Visual 5. Vision 

Visual 6. Stakeholder overview 
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In visual 7 the design process and the methods are 
mapped down in the previously introduced project 
track (visual 4). Considering the complexity of the 
topic of sustainable parenthood, conventional 
ways of problem solving show limitations. Systemic 
design, especially system mapping, provides an 
approach to analysing complexity and identifying 
hypothetical parts and relationships to change 
(Systemic Design Toolkit, n.d). This led to the novel 
approach of this track to take a systemic view on 

sustainability around MCC and eventually create 
a holistic and long-term vision that is enabled 
through short-term realistic propositions. 

The track follows the Philips framework of 
innovation: Discover, Frame, Ideate and Built￼  
( Philips d, n.d)

CONTEXTCONTEXT
EXPLORATIONEXPLORATION

SYSTEM SYSTEM 
MAPPINGMAPPING

DISCOVER FRAME

We need to take a step back to look at 
the bigger around a topic, including the 

planet needs. 

Understand system leverage points

GATHER INSIGHTS + IDENTIFY STAKEHOLDERS

Stakeholder map

Internal interviews

PESTEL

 1

2

VISION DEVELOPMENT

Three horizon mapping

Time pacing analysis

4

5

SYSTEM MAPPING

Nahman6

ANALYSIS

Meadows
Leverage 
Points
Analysis 

7

QUALITATIVE 
RESEARCH

ZMED 
technique

Laddering

3

9

10

THESIS FOCUSTHESIS FOCUS
CONSUMER RESEARCH

2.2 DESIGN PROCESS AND METHODS

Visual 7. Design process and methods overview 
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PARTICIPATORYPARTICIPATORY
STORY BUILDINGSTORY BUILDING

SUSTAINABLE SUSTAINABLE 
VALUE PROPOSITIONVALUE PROPOSITION

THESIS FOCUSTHESIS FOCUS
CONSUMER RESEARCH INSIGHTS BOOKLET

 1

IDEATE BUILD

We need to take a step back to look at 
the bigger around a topic, including the 

planet needs. 

We need to take a step back to look at 
the bigger around a topic, including the 

planet needs. 

Imagine opportunities for system change Enable opportunities for system change

INTERVIEW
ANALYSIS

Analysis on the wall (Miro)

Bias analysis

Inter-subjectivity
Rule of consistency

11

12

13

Walker, D. H. T., Bourne, L. M., & 
Shelley, A. (2008). Influence, stakeholder 
mapping and visualization. 

Honer, A. (1994). Das explorative 
Interview: zur Rekonstruktion der 
Relevanzen von Expertinnen und 
anderen Leuten.

Yüksel I. (2012) Developing a Multi-
Criteria Decision Making Model for 
PESTEL Analysis

Curry, A., & Hodgson, A. (2008). Seeing 
in multiple horizons: Connecting futures 
to strategy

2

3

4
13

5

6

7

8

9

10

11
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Simonse, L. (2017). Design Road 
Mapping 

Namahn a. (n.d). Systemic Design 
Toolkit 

Meadows Donella. (2012). Leverage 
Points: Places to Intervene in a System 

Talgorn E, & Handriks M. (2021). 
Storytelling for Systems Design: 
Embedding and communicating 
complex and intangible data through 
narratives. 

Coulter R. H., & Zaltman  G. (1994). 
Using the Zaltman Metaphor Elicitation 
Technique to Understand Brand Images

Rugg, G., & McGeorge, P. (1995). 
Laddering. 

Sanders, E. B.-N., & Stappers, P. J. 
(2012). Convivial toolbox generative 
research for the front end of design 

Sah, S. (2021). 7 biases to avoid in 
qualitative research

Sousa, D. (2014). Validation in 
Qualitative Research: General Aspects 
and Specificities of the Descriptive 
Phenomenological Method

8 Storytelling for 
Systemic Design
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In the first section of this chapter, Philips will be introduced as the 
company partner and within the business units context. The introduction 
will include an overview of the business as well as MCC and the case 
study of this thesis. The second section will introduce Gaia as the 
inspiration and vision for the future context, which raises the need for 
a new term for sustainability in the third section. Lastly, in the fourth 
section, all the discussed elements come together and are mapped 
down in three horizons.  

3. 
THE
CONTEXT 

3.1 Context of the Philips Business 

3.2 Context of Gaia

3.3 Planet-centred -  a new term for sustainability 

3.4 Horizons

CHAPTER OVERVIEW:
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CONTEXT 
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The environmental key commitments (Philips c, 
n.d) are the following visual 9:  

•	 We will maintain carbon neutrality 
and use 75% renewable energy in our 
operations by 2025. We will reduce 
CO2 emissions in our entire value chain 
in line with a 1.5 °C global warming 
scenario (based on Science Based 
Targets). 
 
 

•	 We will generate 25% of our revenue 
from circular products, services 
and solutions, offer a trade-in on all 
professional medical equipment, and 
take care of responsible repurposing, by 
2025. 
 
 

•	 We will embed circular practices at our 
sites and put zero waste to landfill by 
2025. 
 
 

•	 All new product introductions will fulfil 
our EcoDesign requirements by 2025, 
with ‘Eco-Heroes’ accounting for 25% of 
revenues. 
 
 

•	 We work with our suppliers to reduce 
the environmental footprint of our 
supply chain in line with a 1.5 °C global 
warming scenario (based on Science 
Based Targets). 
 
 

•	 We engage with our stakeholders and 
other companies to drive sustainability 
efforts addressing the United Nations 
Sustainable Development Goals.

3.1 CONTEXT OF THE 
PHILIPS BUSINESS
Philips is most likely best known as one of the top 
leaders in health technology and as a purpose-
driven company: 

At Philips, our purpose is 
to improve people’s health 
and well-being through 
meaningful innovation. We 
aim to improve 2.5 billion lives 
per year by 2030, including 
400 million in undeserved 
communities. (Philips a, n.d) 

Philips aims to innovate for people resulting in 
the belief that there is always a way to make life 
better. To do so, healthcare is seen as a connected 
whole, supporting people to live a healthy life and 
prevent disease (B2C) and providing clinicians and 
hospitals (B2B) with the tools needed for diagnosis 
and treatment. (Philips a, n.d) 

3.1.1 PHILIPS SUSTAINABILITY 
STRATEGY 

Besides being a health and innovation leader, 
Philips shows great ambition to improve people’s 
lives through sustainable and social actions in 
collaborations with partners. As a purpose driven 
company, Philips strives with an enhanced and 
fully integrated approach of doing business in 
a responsible and sustainable manner (Philips, 
2020). As such, it has made commitments to 
environmental, social and governance (ESG) 
goals (Visual 8) to drive environmental, social and 
governance priorities and create a global impact. 
(Philips b, n.d) 

            

This thesis specifically focuses on the ecological 
goals of Philips. Philips is working to minimize 
the impact on the planet by taking climate action. 
It is driving the transition to a circular economy, 
implementing EcoDesign in its products, 
and partnering with suppliers to reduce the 
environmental footprint. 

Visual 8. ESG goals of Philips  

Visual 9. Table of the key commitments towards 
sustainability of Philips (Philips c, n.d) 
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Breast feeding
range

3.1.2 MCC
  
MCC is one of the businesses within Philips (Visual 
10) and focuses on the topic of Mother and Child 
Care. 

Bottle feeding
range

Comforting
range

Monitoring
range

Healthy feeding
range

BUSINESSBUSINESS

Vision and mission of MCC are as follows: 

Vision 
Philips Mother & Child Care will improve 
the lives of 20 million parents and their 
babies around the world by liberating 
parents to parent their way during the 
first 1000 days. 

Mission 
We are providing confidence with 
personalized care and health control 
during the first 1000 days of the 
parenting-journey through adaptive, 
trustworthy and intuitive solutions. 

The current portfolio of MCC shows the following 
products: 

MARKETSMARKETS

FUNCTIONSFUNCTIONS

Personal Healthcare 
Clusters
•	 Oral healthcare
•	 Mother and 

Childcare
•	 Beauty and 

Grooming

Health Systems 
Clusters
•	 Connected Care
•	 Image Guided 

Therapy
•	 Precision 

Diagnostics

Innovation & Strategy 
•	 Chief technology 

Office
•	 Group Sustainability
•	 Philips Engineering 

Solutions

•	 Experience 
Design

Visual 10. MCC within Philips 
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Sentio-centrism
Valuing Intelligence

 above all

Anthropo-centrism
Valuing human progress 

above all

Resource-centrism
Valuing sustainable prosperity

Eco-centrism Valuing
 biodiverse ecosystems

3.2 CONTEXT OF GAIA 
Reon Brand, the lead of the foresight activities at 
Philips, is leading the topic of emerging futures. 
He aims to provide “inspiration and cause for 
the reflection on innovating and designing 
for the future, calling into question existing 
approaches to Design and Innovation.” Brand’s 
entrepreneurial background in science helped him 
discover the importance of paradigms, resulting 
in his determination to help organizations make 
paradigms tangible. By doing so companies 
would be able to deal with complexity and create 
forward-looking views towards meaning and 
value. Eventually his thinking had a significant 
impact on Philips’ shift from an industrial company 
to a knowledge organization and transformation 
economy (Sophie Poulsen, 2019).  
 
This thesis is utilizing the work of Brand as a 
context to develop a future vision for the MCC and 
create a shift in the consumer decision making 
for the upcoming sustainable offers. Gaia, one 
of Brand’s four future worlds, has been selected 
as the future context since it aligns with the goal 
of this thesis. He envisions Gaia to be the world 
where all human activity focuses towards restoring 
the natural dynamic balance of the planet (Brand, 
2019).  

3.2.1 FUTURE WORLD – GAIA 

The current world 
Brand describes in his work that “social, 
technological and economic development has 
been guided by a utilitarian, anthropocentric 
and material worldview focused on customer 
preferences, human aspirations, human needs, 
and the pursuit of economic growth” as the 
current state of the world.￼  This approach led 
to the weight of all human-made artefacts or 
“anthropogenic mass” surpassing the overall 
living biomass on earth in 2020 (Elhacham et 
al., 2020). This “anthropogenic mass” consists 
of components such as aggregates, bricks, 
asphalt, metals, and ‘other’ materials (e.g wood 
used for paper and industry, glass, plastic 
etc). All this mass is produced by humans for 
humans while causing massive damage to the 
planet. ￼ This is how we shape and use our 
planet according to our needs to stay on top of 
the food chain. (Lewis & Maslin, 2015)

Gaia as the chosen co-emerging future 
Brand’s work (2019) introduces four different 
Co-Emerging Future, which are shaping our 
world:

ETHERAETHERA

IMMORTALIAIMMORTALIA GAIAGAIA

HABITANIAHABITANIA
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THE THE 
WORLDWORLD

THE THE 
MINDSETMINDSET

Focus human activity 
towards restoring 

the natural balance 
of ecosystems that 
nourish all life on 

earth.

We are one with 
nature and are 
serving nature.

The context of this thesis is the world, Gaia. 
Gaia is part of the route of “Transformation” 
where through coordinated human action, 
cooperation and systemic change, humanity 
can prevent the apocalypse of climate change 
and ecosystem collapse. Transformation in 
this route includes the way we live, consume 
and produce and requires a new relationship 
between humanity and the planet. Gaia 
envisions a future with a regenerating and 
healthy ecosystem. In brief, Gaia’s ideal is to 
“focus human activity towards restoring the 
natural dynamic balance of ecosystems that 
nourishes all life on earth” (Brand, 2019). 

The new narrative of Gaia 
In Gaia, humanity sees itself as one with nature 
(eco-entangled). This requires the rethinking of 
all human activities, neutralization of human’s 
impact on the ecosystem and eventually 
the adoption of an active beneficial role by 
humanity towards the global ecosystem. In 
short, achieving Gaia will require far greater 

Morton’s dire conclusion supports the need for a paradigm shift towards Gaia.

"What exactly are we sustaining, if not the one-size-fits-all agricultural temporality 
pipe that has sucked all lifeforms into it like a vacuum cleaner, pretty much 
over its 12,500-year run? And in the end which means already, designing stuff 
according to the template is going to damage humans as well, in a very obvious 
way, because of the unavoidable interconnectedness of everything we know and 
understand, and even everything we can't know or see, too. " 

systemic change than current actions such as 
recycling or reducing carbon emissions. This 
systemic change needs to start with individual 
transformation through a shift in our personal 
relationship with the planet and ourselves. 
This requires fostering a sense of sufficiency 
and a feeling of deep connection with each 
other and nature, a new understanding that 
all desires and all money circulating has an 
impact on somebody or something and shifting 
from a post-anthropocentric mindset to a 
post-utilitarian and post-materialistic one. Or a 
“change of heart” as Brand (2019) puts it. 

Concretely, this means from a consumer 
perspective that our mindset needs to 
evolve from exploiting nature to giving back 
to nature. From a business perspective, 
however, this means to deliver value to the 
entire ecosystem and not only to humans 
– in contrast to today’s businesses’ monetary 
and human-serving focus. To quote Timothy 
Morton (2018): 
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3.2.1 TRANSLATION OF GAIA FOR 
THIS THESIS

To bring the line of Gaia thinking back to tangibility 
for this thesis and to establish a provisional 
equilibrium between the daring vision and the 
business, three considerations need to be taken:  

TIMESPAN TIMESPAN 

LEAVING OUT LEAVING OUT 
OR FOCUSING OR FOCUSING 
ON ENTITIESON ENTITIES

SCOPING SCOPING 
WITHIN THE WITHIN THE 
ENTITY SYSTEMENTITY SYSTEM

3.2.3 DISCUSSION ON GAIA 

Discussions on the state of the planet are 
currently paradoxical. On the one hand, people 
involved in the topic of climate change agree 
that earth behaves as a regulated system that 
is about to collapse due to human activities. On 
the other hand, the hypothesis that the earth is 
indeed a self-regulating system such as Lovelock 
(1979) suggested, remains controversial (Latour & 
Lenton, 2019). 

Gaia was introduced back in 1972 and 1973 by 
Lovelock (Lovelock, 1972; Margulis and Lovelock, 
1974; Lovelock and Margulis, 1973). The initial 
introduction of the concept of Gaia was poetic 
rather than scientific. Looking at Gaia from a 
scientific perspective, Kirchner (2002) proves 
in his work that the three central propositions 
of Gaia are not doing well under scrutiny (i. 
biologically mediated feedbacks contribute to 
environmental homoeostasis; ii. such feedbacks 
create an environment more suitable for life; iii. 
such feedback should arise by Darwinian natural 
selection). 
Further, scientifically validating Gaia through 
complementary experiments and simulations 
show limitations as well. Until now it remains 
challenging to obtain convincing proof that the 
results can be extrapolated to the entire biosphere 
(Free, 2017). 

On another note, many logically distinct theories 
have been labelled as a Gaia hypothesis, making 
it impossible to create a coherent statement 
(Kirchner, 1989). More than that, Gaia is difficult 
to grasp since it is unclear whether it is a 
phenomenon in science or rather a philosophy 
on looking at phenomena on earth (Latour et al., 
2018). Sébastien Dutreuil (2018) even shows in his 
work that Gaia is simultaneously a hypothesis, a 
testable theory, a summary of highly specific facts, 
a worldview, and a philosophy of nature – all mixed 
together. Kircher (1989) explains that Gaia can 
also be seen as a metaphor and metaphors are 
untestable. Nevertheless, they can be scientifically 
useful since they can suggest new lines of thinking:

 “As scientific metaphors go, Gaia is 
unusually colourful, rich, and evocative, 

and I hope that it will spur many 
interesting and fruitful speculations.” 

(Kirchner, 1989). 

However, Kirchner (1989) argues against taking 
this metaphor literally as it would be misleading 
and attempts to test it would ultimately be futile.  

By defining a timespan, a certain perspective 
and focus are taken. The defined timespan 
for this thesis is 2025-2030 for feasible 
solutions for the business supporting the 
Gaia vision. 

Focusing on the entity of sustainable 
behaviour of parents also enables scoping 
of the relations within the system of the 
chosen entity. These relations revolve 
around the eco-system and the first-degree 
relations and the sphere of impact of Philips 
and designers.  

Changing all entities or elements within 
the current societal system to enable the 
Gaia vision is far from realistic. Therefore, 
one strategy to create a more practical 
approach is to leave out entities or parts 
of the system, reducing the complexity and 
creating a reasonable scope from a business 
perspective. This thesis focuses on the entity 
of sustainable behaviour of parents, making 
the scope feasible.  
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This thesis utilized Gaia more as a vision and 
inspiration to envisage a sustainable world and 
create a context to design for - and by designing 
for this world come closer to Gaia. This is inspired 
by Morton’s (2018) statement:

“The future emerges directly from the 
objects we design.” 

 
Ultimately, not looking into Gaia might result in 
big losses. Or as Kircher (1989) would argue: 

 “Some may object that to abandon the 
empirical search for Gaia is to forgo 
the chance of discovering a grand, 

ultimate truth.” 

3.3 PLANET-CENTRED 
- A NEW TERM FOR 
SUSTAINABILITY  
This thesis is trying to operationalise sustainability 
representing the vision of Gaia and in alignment 
with the MCC. The work of Waseem and Kota 
(2017) shows the fluidity of sustainability as a 
term. Depending on the context, sustainability can 
go in multiple diverse directions, have different 
meanings, and imply a variety of approaches. 
Waseem and Kota (2017) identify the need for 
measurable and clear definitions of sustainability. 
Therefore, this thesis approaches the term 
sustainability by moving away from it and exploring 
a term that better matches the aspirations. 

An initial discussion with Brand was scheduled, 
where Gaia and the term sustainability were 
discussed. It was concluded that the term 
sustainability is not representative of the vision 
of Gaia. Sustainability is too simple, not disruptive 
enough and used to describe the current 
understanding of behaviours and actions towards 
a healthier planet. Furthermore, Brand stated that 
the semantics of sustainability are based on the 

word “sustain”. Sustain , ,according to 
the Cambridge English Dictionary (2022), means 
“to cause or allow something to continue for a 
period of time” or “to keep alive”, which is not in 
alignment with the regenerative vision of Gaia, 
which goes beyond sustaining the current state. 
This work aims to question the current way we 
act towards the planet. Therefore, a term for 
sustainability is needed to communicate the 
regeneration of nature and all living beings in 
an ecosystem where humans and nature are 
synergised. Brand used the term eco-entangled 
to do so. Conversations with stakeholders have 
shown that the term is too abstract and complex. 
It is impractical to use during communication with 
businesses, as well as with consumers. 
 
Overall, a term is needed as understandable 
as sustainability and at the same time 
communicating the vision of eco-entangledness. 
The corporate world is currently still in the 
terminology of old paradigms. There is a need 
for urgent improvement if we are serious about 
saving the planet. ￼ Awareness that we are not 
on top of nature but part of it and that everything 
is interconnected and related is necessary to 
this change. This Interdependence is pushing 
us to create a new language. This means we are 
outgrowing the meaning of sustainability as we 
know it. We need now to embrace resilience and 
we need to act differently, and to do so, we need a 
new term. This term has an intermediate function. 
It is a term to interlink the present and the future. 
However, currently, language is in transformation 
and the narrative under discussion, but there is no 
term describing the intermediate state towards 
eco-entangled. 

During the literature review the term planet-
centred was discovered and perceived as an apt 
term for this thesis. The term planet-centred tries 
to link the micro (human) and macro (planet) 
levels to achieve long-term sustainability on the 
planet (Vignoli et al., 2021). To do so, a shift from 
an ego-system towards an eco-system is needed 
(Visual 11).  

Visual 11 From ego-system to eco-system 
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3.2.1 DISCUSSION ON PLANET-
CENTRED

It needs to be emphasized that planet-centred 
does not wholly represent the vision of Gaia, 
according to Brand. Furthermore, he raises the 
concern of planet-centred giving space to be 
abused for greenwashing.  
The term has been discussed with another futurist of 
Philips, Simona Rocchi. She agreed planet-centred 
is not the optimal term. However, she believes it 
represents the thesis’s aim, and it is disruptive 
enough to challenge the current practices from 
human-centred and understandable by Philips 
employees as well as consumers. Finally, planet-
centred represents complementary values to 
Gaia and can be considered as a pre-state of the 
eco-entangled vision of Gaia. Hence, since all 
stakeholders are aligned on this term, this report 
will be using planet-centred as a temporary term 
to describe activities matching the vision of Gaia.  

Despite the term planet-centred being a suitable 
solution and being applicable in the context of 
this thesis, there are still several limitations. 
Generalizations will run into practical limitations, 
such as measuring direct effects, cross-over 
effects, scoping etc. ￼ Furthermore, scientific 
embedding of the term planet-centred is lacking 
in this thesis. There are many perspectives which 
need to be considered when it comes to such as 
an ontological analysis of the concept, further 
historic embedding, operationalisation of the 
term and so on.  
On a last note, it needs to be clarified that planet-

Planet-centred design raises the question for 
whom the solutions are being designed for. Up 
until recently, solutions have been mainly serving 
human needs and, therefore, been human-
centred, without considering the planet’s needs. As 
such, planet-centred design requires developing a 
new fundamental mindset and values to enable 
behaviour change in alignment with the needs of 
the planet (Visual 12).  

centred gives space for misinterpretation. Planet 
can be misinterpreted or seen as a synonym for 
the globe or the planet earth. Latour et al. (2018) 
insists on making a clear differentiation on that: 
“Gaia is not Nature and has nothing to do with 
the Globe”. This thesis agrees with this statement 
since the aim is not to design for the globe (or the 
planet earth) but to design with the entangled 
eco-system in mind. Therefore, planet in planet-
centred is referring to the interconnected system 
of all life and all emerging relations on earth. 
Another way to illustrate the meaning of planet-
centred within this thesis is to look at the following 
quote from Morton (2018): 

“So designers should be careful 
what they design. Maybe they 
need to think at least on a number 
of different temporal scales when 
they design something. A plastic 
bag isn’t just for humans. It’s 
for seagulls to choke on, (...). A 
Styrofoam cup isn’t just for coffee 
it’s for slowly being digested by soil 
bacteria for five hundred years. A 
nuclear device isn’t just for your 
enemy. It’s for beings 24,000 years 
from now. This Diet Coke isn’t just 
for me. It’s for my teeth and my 
stomach bacteria, and the latter 
may get slaughtered by the acids 
in there. “ 

Present
Sustainability

PLANET-CENTREDPLANET-CENTRED

Future
Eco-Entangled

Visual 12 Planet-centred 
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3.3 HORIZONS
Three horizons have been defined to elaborate on a 
tangible transition towards planet-centred design 
within MCC (Visual 13). This transition requires a 
shift from product-focus towards a system-focus 
in the product portfolio, as well as increasingly 
disruptive and planet-focused solutions. To make 
this transition visually more tangible a metaphor 
of a mountain was developed: the peak of planet-
centred design is high and ambitious; therefore, it 
needs to be broken down in tangible basecamps 
all collectively supporting the path to reach the 
peak. 

The first horizon revolves around tangible short-
term goals and existing solutions within the 
MCC roadmap (e.g Eureka rental project for 
breast pumps, sustainable materials in products, 

packaging reduction etc.). The second horizon is 
the solution for development space, for which the 
insights booklet will be used to develop solutions 
in alignment with planet-centred design. The third 
horizon is the uncertain future, which will be partly 
explored through a system map. The insights from 
this map are the base for the solution development 
space in the second horizon.  

Both, the horizons and the mountain metaphor, 
are the result of multiple collaborative iterations 
with diverse stakeholders of MCC (one MCC 
innovation lead, two R&D MCC representatives and 
one MCC marketing lead). The timeframe of the 
horizons is considering the time pacing (Simonse, 
2017) within Philips innovation developments.  

PLANET - PLANET - 
CENTREDCENTREDBase 

is set
by MCC

Planet

Solution 
development

space

System map
space

PeopleProfit

Planet

PeopleProfit

Planet

PeopleProfit

2022-2025 2025-2030 2030+

Visual 13. Horizons 



THE KEY  THE KEY  POINTSPOINTS

The topic of sustainability is of great interest, 
considering Philips is a purpose-driven 
organization aiming to improve people’s 
lives through sustainable and social actions. 
This demonstrates the company’s ambitions 
to keep up with the ESG goals.

NR. 1

Sustainability as a term does not represent 
the vision of Gaia, since the mindset and 
values are different from the current ones. 
Therefore, planet-centred has been selected 
as a matching term in collaboration with 
futurists and stakeholders. 

NR. 3
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THE KEY  THE KEY  POINTSPOINTS

Gaia is the context and vision this thesis is 
designing for. In the future world of Gaia 
human activity focuses towards restoring 
the natural dynamic balance of the planet 
(Brand, 2019).

NR. 2

Three horizons have been defined to 
elaborate on a tangible transition towards 
planet-centred design within MCC. This 
transition requires a shift from product-
focus towards a system-focus in the product 
portfolio, as well as increasingly disruptive 
and planet-centred solutions.

NR. 4
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In the first section of this chapter, system mapping in general is being 
introduced. Furthermore, the process of the thesis’s system mapping 
as well as the insights of the final system map will be elaborated. In 
the second section, the complexity of the system map will be reduced 
to a storytelling map, making the communication of the insights 
comprehensible for the business. 

4. 
SYSTEM
ANALYSIS 

4.1 System mapping process

4.2 Systemic storytelling 

CHAPTER OVERVIEW:
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4. 
SYSTEM
ANALYSIS 
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4.1  SYSTEM MAPPING
PROCESS 
Considering the complexity of the topic of 
sustainable parenthood, conventional ways of 
problem solving show limitations. Or as Jones 
(2014) states, systemic design is suited for wicked 
problems, which sustainability is.  

Systemic design, especially system mapping, 
provides an approach to analysing complexity and 
identifying hypothetical parts and relationships 
to change (Systemic Design Toolkit, n.d).  A 
system map is an ensemble of variables (e.g 
parameter, trends, stakeholder needs etc.) in 
an interconnected network or whole (Madden 
& Ohlson, 2020). It is used to map and try to 
elucidate the complexity through visualization 
of variables interrelating over time within the 
context of sustainable parenthood. Once those 
interdependencies are mapped it can give a more 
grounded hypothesis on how to intervene, this 
is defined as leverage points. Donella Meadows, 
one of the pioneers of applying system dynamic 
tools to global problems (donellameadows.org, 
2016), describes leverage points as “places within 
a complex system where a small shift in one thing 
can produce big changes in everything” (Meadows, 
2012). Which is what this thesis is aiming for to 
identify and develop strategies to intervene. 

Finally, the process of system mapping allows 
us to take a step back and conduct a holistic 
analysis, including those aspects which would 
not have been considered in conventional ways. 
This enlarges the ideation space and results in 
innovative solutions.   

Limitations of the thesis system mapping 
However, it needs to be clarified that there 
are limitations within the system map of this 
thesis. First, the data collection can never be 
complete when dealing with systems as this 
one, where knowledge is heterogeneous, 
dispersed, incomplete, often tacit (Nijs, 2014) 
and “fuzzy” (Dimitrov, 2003). Further, this thesis 
deals with an open system as the first law of 
thermodynamics would define it, this means 
that surroundings of the analysed boundaries 
may influence the system in ways which can’t 
be taken into account (Tolhoek & De Groot, 
1952).  

Communication and business involvement 
System maps are facing one major difficulty when 
it comes to practical implementation. Meadows 
(2012) describes it as counterintuitiveness 
and lack of understanding of leverage points 
by whom, who’s not part of the system map 
creation. To ensure understanding of the 
leverage points within this work and have 
high involvement in an early stage of the 
stakeholders,  co-creative workshops were 
conducted. More information can be found 
in appendix A “communication and business 
involvement in the system map”. 

Miro was used as the working tool throughout 
the entire process to gather insights for analysis. 
The system mapping revealed the fundamental 
dilemma of GenZ parents: How to act responsibly 
while being immersed in triggers for over-
consumption? Systemic storytelling is being 
applied to communicate the complex system 
thinking to stakeholders of this map. (Talgorn & 
Hendriks, 2021) 
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System boundaries need to be framed to gather insights. The 
boundaries are (1) Global Trends relevant for GenZ within the 
DACH market (2) Sustainability and (3) MCC as a sector within 
Philips. The insights have been gathered though Philips internal 
knowledge and external research based on the PESTEL approach 
(Yüksel, 2012). 

Mini-Maps are mapping down all crucial variables of the insights 
gathered by applying the Systemic Design Toolkit (n.d) of the 
Nahman method (Namahn a, n.d). The goal of Mini-Maps is to 
create the elements that will compose the system map in an 
appropriate manner. Furthermore, this step is also an opportunity 
to involve stakeholders and to implement their perspective and 
input.  

The full system is a representation of the defined system 
boundaries and created by connecting the Mini-Maps though 
their shared variables. The activity of system mapping gives a 
deep understanding of the chosen context.  

A process adapted from the theory of Donella Meadows (Meadows, 
2012) was applied to identify the relevant leverage points. Which 
delivers an understanding of the points altering the entire system 
by changing them (Meadows, 2012).  

FRAMING AND INSIGHT GATHERING  FRAMING AND INSIGHT GATHERING  

MINI-MAPPING  CREATION MINI-MAPPING  CREATION 

SYSTEM MAPPING SYSTEM MAPPING 

ANALYSISANALYSIS

The system map followed a four-step process:  

!?



FRAMING AND INSIGHT GATHERING  FRAMING AND INSIGHT GATHERING  !?
As an initial step to frame the system boundaries, 
a system question serving the vision of the 3rd 
horizon (Visual 13) was formulated:

“How can Philips actively alter the 
relationships (Philips-Parents-Objects) 
enabling planet-centred solutions?” 

The question was then rephrased in a more 
applicable language for the business as: 

“How can we create and deliver solutions 
where Gen Z parenting needs and planet 
needs are both satisfied?” 

Global 
Trends MCC

Sustainability

Home  
Connected

Care

Beauty &
Grooming

Domestic
Appliances

Oral
Healthcare

Philips

HS

Connected
Care Precision

Diagnostics

IGT

EUROPE

Millenials

Boomer

Gen X

North America

Millenials

Boomer

Gen X

Asia

Gen Z

MCC
MCCGen Z

Millenials

Boomer

Gen X

Gen Z

PH

 Additionally, three system boundaries 
(Visual 14) in collaboration with the 
stakeholders were defined. The goal 
was to cover the main topics of the 
system question, (1) Global Trends 
relevant for GenZ within the DACH 
market (2) Sustainability and (3) MCC 
as a sector.  

To gather the needed information, 
two research directions were defined 
- internal Philips knowledge and 
external desk research (Visual 15). 
More information regarding this can be 
found in appendix A, 
“Insights gathering”. 

FOCUSFOCUS

PESTEL

Desk research

INSIGHTSINSIGHTS

External

Internal 
documents
(hard data)

Expert insights
(expert opinions)

Internal

Visual 14. System 

Visual 15. Overview of the two directions 
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Creating Insights cards 
Once the information gathering phase was 
finalized, the analysis and translation of 
information was initiated. To organize the 
acquired information, an overview map was 
created, consisting of 4 elements (Visual 16) 
building on each other:  

Theme  
Themes connect topics which are related to 
each other 

Topic 
Topics are the overarching title of the clusters 

Cluster 
Insights clusters are information summaries 
which are grouped together based on 
overlapping and related content 

Findings 
Findings of the information gathered through 
the internal Philips research and external desk 
research 

This resulted in 7 themes, 11 topics, 50 Clusters 
and 119 Findings. Visual 17 gives a simplified 
overview of the information mapping – the 
detailed overview can be found in the appendix B.  
This overview was required to create insight 
cards for the mini-mapping workshop. The 
goal of the insight cards ￼ was to communicate 
relevant information to participants. Eventually 
this resulted in 17 insight cards, which can be 
found mapped down in information mapping in 
appendix B.   

Theme

Topic

Cluster
Findings

Findings

Parenting Health Digital Planet

Business

Covid Joker

Visual 16. Overview of the elements 

Visual 17. Information mapping 
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MINI-MAPPING  CREATION MINI-MAPPING  CREATION 

Namahn b (n.d) introduced their systemic design 
toolkit (Systemic Design Toolkit, n.d) to Philips, 
which was applied for the system analysis. One of 
the initial steps is creating a Mini-Map. A Mini-Map 
is a system map of one insight card according to 
the Systemic Design Toolkit (n.d). The goal of the 
Mini-Mapping workshop was to create 17 Mini-
Maps based on each insight card. All those Mini-
Maps were then used to create one large system 
map (Visual 18). 

A Mini-Map was created by reading an insight 
card and marking variables. A variable is an entity, 
which can vary over a scale and can be high or 
low, measurable, or non-measurable (Systemic 
Design Toolkit, n.d). The relationships between 
the variables are visualized with 505 red or blue 
lines with an arrowhead. The colour indicates 
positive (blue) or negative (red) relations between 
the variables. A positive relation leads to a casual 
effect in the same direction and a negative relation 
leads to a casual effect in the opposite direction. 
The arrowhead indicates the direction of effect, 
resulting in a tail variable (beginning of arrow) 
and a head variable (ending of arrow with head) 
(Systemic Design Toolkit, n.d). All variables within 
this system are interconnected, some variables 
show a higher tendency to be a tail variable, some 
others to be a head variable (Visual 19).  

In a follow up step, the marked variables were then 
mapped down. Depending on the relationship 
between the variables they will be connected by 
either blue or red arrows (Systemic Design Toolkit, 
n.d). 

AA BB++

AA BB--

AA BB

If A increases, then B increases
If A decreases, then B decreases

If A increases, then B decreases
If A decreases, then B increases

Head-variable Tail-variable

The workshop resulted in 17 finished Mini-Maps 
and a positive response from the stakeholders. 
Involving the stakeholders in this step not only 
resulted in an efficient Mini-Map creation but 
also added value through diverse perspectives 
and stronger stakeholder engagement for future 
steps.  

Preparation, setup and conduction as well as the 
result of the Mini-Mapping workshop can be found 
in appendix A “Mini-Mapping workshop”. 

17 Insight Cards 17 Mini-Maps System Map
Visual 18: From Insight cards to Mini-Maps to System Map Mini-Map 

Visual 19: Explanation the variables Mini-Map 
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The 17 Mini-Maps have been transferred to a new Miro board to have a clean 
space for the creation of the system map (Visual 20). More detailed information 
on the process of creating the system map based on the Mini-Maps can be 
found in appendix A “Clean up and Connection”. 

Ultimately, the final qualitative conceptual model has 293 variables and 505 
connection arrows. 

Visual 20. Final system map 
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ANALYSISANALYSIS

Identifying leverage points, points which can 
change the system (Meadows, 2012), is seen as 
one of the biggest challenges within the system 
map community – raising the question of how to 
approach the analysis for this system map. An 
analysis method adopted from Nahman (n.d) and 

MAIN VARIABLES 

As an initial step of leverage points identification, the main variables 
have been highlighted, those are variables which show a number of 
>5 ingoing or outgoing arrows, which ensure comprehension of the 
structure due to their high interconnectivity. This resulted in 22 main 
variables. 

IDENTIFICATION OF LOOPS 

In this work the first leverage points which got identified are reinforcing 
and balancing loops. Reinforcing loops are loops in which the causal 
relationships of the variables create exponential growth or collapse 
(Rushing, 2012) In balancing loops causal influences in the loop keep 
things in equilibrium, or in balance (Rushing, 2012).  

SELECTION OF CRUCIAL VARIABLES 

Followed by an initial selection of variables that the system analyst 
identified as having a strong impact on the system dynamics because 
of trend knowledge based on the preparation, feeling for innovation 
enablers trough innovation industry experience, consideration of 
relevant business opportunities based on knowledge of the portfolio 
and strategic directions of the company and personal knowledge and 
experience. 

Meadows (2012) used in Philips. Leverage points 
within this work can be wither a variable, a loop 
or a group of variables. Extensive elaboration on 
terms and the process can be found in appendix 
A “Leverage points identification”. 
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 In summary, the final system map resulted in 293 variables and 48 leverage 
points. The system map resulted in the dilemma of parents wanting to act eco-
responsible but being immersed in triggers for overconsumption.

LEVERAGE POINTS VERIFICATION THOUGH 
STAKEHOLDER INPUT 

MCC stakeholders have been involved in the first verification of the 
leverage points. Further the MCC stakeholders were asked to rank 
the most relevant leverage points. This it resulted in these two core 
loops with the highest ranking:  

"holistic (mental) health resulting in self-empowerment (+) and 
high expectations (-)" 

"confusion about how to be sustainable and sustainable 
information sources" 

LEVERAGE POINTS VERIFICATION THOUGH 
MEADOWS FRAMEWORK 

The second round of verification was based on reviewing and 
confirming the leverage points though the work of Meadows. 
Meadow's book Thinking in systems: A Primer (2008) so far one of the 
most accessible and comprehensive guides on how to approach the 
identification of leverage points. For this thesis the crucial points of 
this analysis are the following: 

3 - Goal of the system: Changing the goal of the system changes all the leverage points 
and the system itself (Meadows, 2012). The goal of this system map is rooted in the system 
question and can be defined as the creation of planet-centred solutions, which satisfies both 
the planet and people. 

2 – Mindset or the paradigm out of which the system arises: The paradigm of the 
system map is based on two core loops, which are in conflict with each other, resulting in a 
dilemma of wanting to be a holistic and sustainable parent in a consumption driven world. 
Each core loop of the system has its own paradigm which needs to be overcome. Therefore, 
there is, on the one hand, the paradigm of the holistic parent and the socially constructed 
pressure arising from it. On the other hand, there is the paradigm of being a green parent 
in a world dominated by consumerism, implying high cost, time, energy and money to be a 
sustainable parent. This conflict impacts the entire system and all leverage points and is the 
core engine. Meadow suggests that paradigms might be able to change through repeatedly 
and consistently pointing out anomalies and failures in the current paradigm to those with 
open minds. 

1- Paradigm to be transcended: The dilemma of the two core loops is grounded in 
consumerism and capitalism. This is the paradigm which needs to be transcended to enable 
the vision of Gaia. 
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4.2  SYSTEMIC  STORY
TELLING 
The visual representation of the system was a 
useful approach to properly capture the system 
variables and connections, but it was too much to 
be communicated effectively and understandable 
to those not involved in the map’s creation. To make 
the system map accessible to the stakeholders, 
systemic storytelling was applied, resulting in a 
storytelling map. 
Systemic storytelling is translating a logical analysis 
in an intuitive and empathetic comprehension 
of the systems. The basic structure is to only 
incorporate the most significant or central variables 
in a map. While embedding the other variables 
describing context, challenges or opportunities 
in short narratives and illustrations.  Benefits 
include incorporation of the different views of 
the stakeholders as well as enhanced stakeholder 
engagement, effective communication of the 
system insights and ideation on future systems.  
(Talgorn & Hendriks, 2021). 

Storytelling map overview 
As already explained in the system map analysis, 
the paradigm of the system map is based on two 
core loops, which are in conflict with each other, 
resulting in a dilemma of parents wanting to act 
eco-responsible but being immersed in triggers 
for overconsumption. This dilemma, which the 
map unveiled, is the base of the research goal 
of the following user research. 
 
￼ The storytelling map visualizes the tension 
of this dilemma by putting the inner conflict on 
top, and raising the question: How to act eco-
responsible while being immersed in triggers 
for over-consumption?  
At this point, the dilemma divides into the two 
core loops of (i) wanting to be a holistic parent 
￼ and the rising socially constructed pressure 
from this resulting in poor mental health, 
anxiety and stress for GenZ; and (ii) wanting 
to be a green parent in a world dominated by 
consumerism. Both conflicts are elaborated 
on their own, diving deeper into the problems 
parents face, giving insights on helpful 
characteristics of GenZ and mapping down 
opportunities within the system to act on.  
The two loops meet at the bottom of the 
storytelling map and suggest that to resolve 
the dilemma a new balance and prioritization 
is needed. This is indicated by the question: 
Having it all is not realistic. Young families 
(parents+children) need to find a new balance 

focusing on what is good for their wellbeing and 
for the planet. What should they prioritize and 
what should they leave behind? To conclude, 
green behaviour must become an intrinsic 
part of the holistic balance that GenZ values so 
much. This means abandoning old habits and 
priorities (such as consuming certain goods 
and experiences) as well as conceptions that 
‘having it all and doing it all’ will provide peace 
of mind. Instead, they must embrace JOMO 
(Joy of Missing Out), consume less but better. 
In turn, stepping away from materialism and 
reconnecting with nature will decrease GenZ’s 
stress and anxiety. 

The extensive storytelling map with elaborate 
explanation can be found in appendix A 
“Systemic Storytelling”. And visual 21 shows a 
simplified version of the storytelling map. 
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Consumerism and 
over- consumption mentality

Awareness of climate 
crisis, willingness to act

GenZ holistic 
approach to life, desire 

to have and do it all

Stress, Anxiety, 
depression from 
multiple factors

Unclarity on how to be 
sustainable

Desire to be a 
green parent

Consumerism and 
over- consumption mentality

Awareness of climate 
crisis, willingness to act

DILEMMADILEMMA

RESOLUTIONRESOLUTION

Visual 21. Simplified storytelling map 



Visual 22: Illustration of parents  
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This illustration (Visual 22) visualises the moment parents have overcome 
the dilemma: a happy couple at the beginning of their parenthood journey, 
connected to the virtual world (computer) learning more about Green Parenting. 
They have also found the balance between parenthood (baby bottles), their 

mental health (medical box) and sustainability (plants).
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THE KEY  THE KEY  POINTSPOINTS

Considering the complexity of the topic 
of sustainable parenthood, conventional 
ways of problem-solving show limitations. 
Systemic design, especially system mapping, 
provides an approach to analyse complexity 
and identifying hypothetical parts and 
relationships to change (Namahn, 2021).

NR. 1

The system mapping has identified the 
dilemma of parents wanting to be a holistic 
and sustainable parent in a consumption-
driven world. 

NR. 3

Methodology System Analysis & Systemic Storytelling: Elise Talgorn; 
Supervision: Elise Talgorn; 

Framing & Insight Gathering: Elise Talgorn, Elisabeth Tschavgova, Eefje 
van der Kaaden
Systemic Analysis: Elise Talgorn, Elisabeth Tschavgova, Eefje van der 
Kaaden

Writing: Elisabeth Tschavgova
Visualization: Elisabeth Tschavgova
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THE KEY  THE KEY  POINTSPOINTS

Having a strong stakeholder engagement 
through feedback moments and workshops 
enhances the understanding of the 
complexity and creates high engagement. 

NR. 2

A storytelling map breaks down the 
complexity and tells the adventure of 
GenZ to break free from the dilemma. And 
eventually, finding mental wellbeing and 
balance to become the sustainable parents 
they aspire to be. 

NR. 4

41
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In the first section of this chapter, the connection of the system map 
dilemma as a base for the user research is made. The following sections 
explain the process, sample, data collection method and the data 
analysis method. All these sections provide information on the research 
process and which decisions have been made and why.  Eventually the 
last two sections present an overview of the insights and discuss them 
in a critical manner. The chapter ends with the discussion of the insights 
gained. 

5. 
USER 
RESEARCH 

5.1 Research Goal

5.2 Process 

5.3 Sample

5.4 Data collection method

5.5 Data analysis method

CHAPTER OVERVIEW:

5.6 Insight overview

5.7 Discussion 
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5. 
USER 
RESEARCH 
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Session plan, recruiting parents, 
dummy interviews

Conduction of interviews, 
transcripts

Finding themes, patterns and 
selected quotes

Presentation MCC team,
participatory storytelling
 workshop

Finalization and 
iteration

5.1  RESEARCH GOAL 
While Philips has conducted considerable research 
on Parenthood from a clinical and consumer 
perspective and on sustainability communication 
strategies less attention has been given to user-
centred research on sustainable behaviour change 
for parents. 
To find directions for potential solutions, a better 
understanding of the dilemma (the parent’s desire 
to be eco-responsible in a consumeristic society) 
itself is needed. To do so a qualitative exploratory 
research was conducted to identify patterns, 
relations between variables and insights for 
solutions to the dilemma.  

5.2 PROCESS 
The process of this user research followed the 
basic research sequence suggested by Sanders 
& Strappers (2012) with some alterations. Those 
alterations included a division of the analysis 
into two parts with the communication period 
in between. This adaptation of the process was 
needed to have higher stakeholder involvement 
for the validation of the analysis direction and 
alignment. Additionally, this communication 
moment was crucial to iterate the analysis and 
reduce the chances of missing out on crucial 
insights from an MCC perspective.   

This process was chosen as the best fit for 
this thesis since it aligns with the project track 
structure. The preparation phase can be executed 
while the system map is being analysed. The 

gathering and analysis of the user research can be 
conducted while the system mapping workshop 
is being prepared and planned. Additionally, the 
communication step sensitises the stakeholders, 
who will also be participants of the upcoming 
workshop.  Furthermore, the conceptualization 
phase, which results in the insights booklet, 
provides the business crucial insights for 
sustainable value propositions in the last phase 
of the track. Visual 23 shows how user research 
processes and projects align. 
Ultimately, this process was favoured for the high 
stakeholder involvement based on the planned 
communication moment, matching the high 
demand of stakeholder collaboration.  

Two rounds of test interviews were conducted 
to iterate and adjust the structure of the final 
interview setup which can be found in appendix B. 

PREPARATIONPREPARATION

GATHERINGGATHERING

ANALYSIS 1ANALYSIS 1

COMMUNICATIONCOMMUNICATION

ANALYSIS 2ANALYSIS 2

CONCEPTUALISATIONCONCEPTUALISATION

Stories, concepts, design
based on the insights booklet

Visual 23. Research process  
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5.3 SAMPLE 
The goal of this user research is to explain, 
comprehend, and clarify parents’ experiences, 
identify patterns and relations between variables, 
and discover insights for the solutions to the 
dilemma.￼  As such, parents were recruited based 
on their capability to provide rich examples of the 
subject under investigation, because experience 
is the unit of analysis. These conditions limit the 
sample size. However, data collection processes 
and the range of evidence they offer are more 
significant than the quantity of participants. 
Resulting in the choices of the sample are based 
on feasibility and the exploratory nature of this 
stage of the user research. 

A sample of 13 parents (3 couples and 7 individuals) 
were invited to participate in the user research. 
10 mothers and 3 fathers were interviewed. 
The sample was a convenient one (Sousa et al., 
2004) and snowball sampling (Johnson, 2014) 
was adopted to recruit the participants. Each 
respondent was asked to recommend another 
parent who might be able to articulate their views 
on sustainable parenthood. The parents are 
based in the DACH market and represent either 
SAP or SPP (Visual 24). SAP in this work is defined 
as Sustainability Aware Parents, who haven’t 
integrated sustainability in their daily life. And SPP 
are defined as sustainability practising parents, 
who have integrated sustainability into their daily 
life. The groups were classified based on their own 
reporting on the integration of sustainability in 
their daily life. The age range of the participants 
was set between 25-35 years to gain the Gen Z/
Millennial perspective. Given the time restraint, 
10 interviews (n=10) were decided to be sufficient 
to supply varied and detailed accounts for the 

purpose of this user research. This number of 
participants is further validated by Zaltman’s 
(1997) claim that ZMET interviews of 4 to 5 persons 
offer around 90% of the key information from all 
interviews. The ZMET technique was applied in 
this work to uncover conscious and unconscious 
thoughts by exploring people’s non-literal or 
metaphoric expressions (Coulter & Zaltman, 
1994). ￼ However, a higher sample number would 
better represent the parents in the DACH market.  
Regardless, the quality of the sample of 
sustainability aware young millennials is perceived 
as representative. As in the aforementioned 
study of Marks et. al (2021), GenZ worries about 
climate change (59% very or extremely worried). 
This correlates with the sample’s worries on 
sustainability of 50% SPPs interviews, representing 
the extremely worried view of GenZ. Furthermore, 
over 45% said that their views about climate 
change had a negative impact on their everyday 
life and functioning, and many reported having 
a significant amount of negative thoughts about 
climate change, which again resonated with the 
SPP and SAP mindset on climate change. In the 
qualitative study of this thesis, no interviews 
were conducted with the parents who showed no 
concerns about climate change. This is to represent 
the growing climate concern. The high number 
of GenZ (84%) being at least moderately worried 
(Marks et al., 2021) leads to the assumption that 
future parents will be mainly categorised under 
SAP or SPP. 

All participants were asked to sign a consent form 
to participate in the qualitative interviews and did 
so. 

SAPSAP SPPSPP

Sustainability Aware 
Parents

Sustainability Practicing 
Parents

Visual 24. Participant sample
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5.4 DATA COLLECTION 
METHOD 
Approximately 60 minutes of online interviews 
were conducted with all 10 interviews. Four topics 
of interest were identified based on the system 
map and user research questions, including a 
standard set of questions in a semi structured 
interview guide (which can be found in appendix 
B). The interviews were designed to explore 
how parents perceive the topic of sustainability 
and to discuss their decision-making process 
for sustainable products.  However, the parents 
were given the reins to steer the direction of the 
interview and follow their interests as they arose.  

Two exercises were used in the setup of the user 
research. The first one was based on the ZMET 
technique (Coulter & Zaltman, 1994) with a starting 
question: “What does parenthood mean to you?”. 
The parents could utilise 29 different pictures 
as metaphors to communicate their thoughts. 
This was followed by the second question: “What 
does sustainable parenthood mean to you?”. The 
same 29 different pictures were at disposal to the 
parents for their responses.  The second exercise 
was a product discussion, which was broken down 
into tasks and interview questions. The parents 
interviewed were asked to reiterate their last 
product purchase for which they had conducted 
research on its sustainability.  
 
The purpose of both exercises was to identify 
conscious and unconscious thoughts of the 
parents by indirect questions and exercises. In 
addition to ZMET, laddering was applied during 
the user research to discover those insights. 
Laddering is a mental model which argues that 
metal construct systems are hierarchically ordered 
and interrelated through cause and effect, with 
constructs being fundamental to an individual’s 
views. These fundamental individual views can 
be seen as the top point of a pyramid, with the 
system of connected constructs filling the lower 
levels. (Kelly, 1991; Kadir et al., 2018) 
To move to the upwards levels of the system, “why-
questions” (upwards probe), such as “Why is that 

important to you?” were asked. Such questions 
allow researchers to go deeper into underlying 
needs, motivations, values and understand 
what consequences they could entail (Rugg & 
McGeroge, 1995). To move down the hierarchy 
“how-questions” (downwards probe) were asked, 
such as “How is this sustainable?” (Kadir et a., 
2018).  

5.5 DATA ANALYSIS 
METHOD 
The initial stages of data analysis involved 
reviewing each interview transcript, highlighting 
and colour-coding relevant quotes on the 
emerging areas of interest, including connections, 
preliminary interpretations, a sense of the parents 
interviewed, and identifying contradictions 
leading to segmentation of the insights. The next 
stage involved copying the quotes into Miro, 
where they were labelled and grouped in the 
possible emerging topics and connected to ensure 
consistency of meaning and intersubjectivity of 
the research narrative (Sousa, 2014; Smaling, 
1992). A detailed table of topics was created 
(Visual 25), and ordered coherently, with related 
themes linked together and given a suitable title, 
and subordinate topics listed below. 

After the analysis of 6 interviews, an intermediate 
presentation to the MCC marketing team was 
held. Topics, sub-topics and initial key insights 
were confirmed through discussion during this 
presentation, resulting in the validation of the 
user research though triangulation using different 
judges such as the MCC stakeholders and other 
strategists, who are familiar with the methods 
applied and the raw data (Hill et al., 1997; Sousa, 
2014). Eventually, all the insights were brought 
together in a consistent narrative. This final 
narrative (the big picture) connects and verifies 
that the insights are compatible with each other 
and not contradictory.

PRESSUREPRESSURE
•	 Pressure Sustainability
•	 Pressure Parenthood
•	 Pressure Time

Visual 25. Table of topics with subtopics based on the analysis
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BUYING SUSTAINABLE PRODUCTSBUYING SUSTAINABLE PRODUCTS

OTHERS NEEDSOTHERS NEEDS

SUSTAINABLE LIFESUSTAINABLE LIFE

SHORT TIME USAGESHORT TIME USAGE

EVERY CHILD IS DIFFERENTEVERY CHILD IS DIFFERENT

COMPROMISESCOMPROMISES

SOCIAL MEDIASOCIAL MEDIA

INFORMING ABOUT SUSTAINABILITYINFORMING ABOUT SUSTAINABILITY

•	 Platforms parents buy Second Hand
•	 Second hand statements
•	 Product Criteria

•	 Difficulties
•	 Sustainability is a privilege
•	 Social aspect of sustainability
•	 Origin sustainable mindset
•	 Concerns Climate crisis
•	 Influence of  becoming parent

•	 Next generations
•	 Showing the child sustainability
•	 Making a sustainable lifestyle easier
•	 Sustainable actions
•	 Sustainability as  a process

•	 Preparation
•	 Using products only for a short time
•	 Experience to prevent this

•	 Consume less
•	 Making the right decision
•	 Trying out

•	 Sustainable behaviour needs to be feasible/actionable
•	 Combining sustainable and non-sustainable behaviour
•	 Compromises when kids want something non sustainable

•	 Usage of social media
•	 Influence of social media
•	 Social Network (offline)

•	 Finding information is a lot of effort
•	 Not knowing if it was the right product
•	 Identification of a sustainable product

•	 Accessibility of sustainable information
•	 Creating trust
•	 Research

•	 Conflict between generations
•	 Presents

•	 Egoism
•	 Buying products for themselves
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5.6 INSIGHT OVERVIEW 
Clustering the insights into topics resulted in the 
following overview: 
PRESSURE 
Within this user research three different variants 
of pressure for parents were identified. 
 
Pressure sustainability: The pressure of 
sustainability, on the one hand, comes from the 
parents themselves since it is important to them. 
On the other hand, this pressure comes from 
outside influences as well, such as other parents. 

From time to time I have a feeling 
that I could take it (sustainability) a 
little easier. Then I realise again how 
important it is to me and that I actually 
do it of my own accord. But I still don’t 
want to force anything, so it’s still fun. 
This is important. 
7I_L_2402

Pressure time: Parenthood requires a new and 
challenging time management, which is based 
around the child’s needs. The main challenge 
about this new time management is the lack of 
time for the individual parent, specifically the 
mothers. One major change when it comes to 
time for parents is that parents must learn to be 
present in the moment with the child.

Pressure parenthood: Pressure on how to 
practise parenthood comes not only from the 
society but also through the family of the parents. 
This pressure to live up to all the expectations 
also results in higher mental load, especially 
for women, who are challenged by all these 
expectations and tasks without appreciation but 
with constant criticism.
 
COMPROMISES 
When it comes to the difficulty of incorporating 
sustainable behaviour, both parent groups 
try to find compromises to make it actionable 
and feasible in their everyday life. Two parents 
(4I_KM_2302, 2I_M_1602) specifically explained 
that they set sustainable ambitions, read into 
the matter and felt prepared. However, theory 
and reality are two different things. This is when 
compromises were needed to balance ambitions 
and daily life.  

Combining sustainable and unsustainable actions 
was the most frequent strategy of compromise 
identified. One returning example was cloth 
diapers. Parents had aimed to use them instead of 
conventional diapers to reduce waste. However, 
once the child arrived, and their daily life got 
busy, cloth diapers seemed unfeasible since they 
require a lot of work and time. Therefore, parents 
tried to find a compromise. Some decided to get 
a Co2 neutral diaper with sustainable materials, 
others decided for a hybrid solution between cloth 
diapers at home during the day and conventional 
diapers when outside or during the night. These 
strategies still aim to be sustainable when it 
comes to diapers but integrate them in daily life in 
a feasible manner. 
 

And yes, that's actually the biggest 
thing I've come to realize. Ok, that's a 
compromise, that's sustainability for 
me anyway. I would love to live plastic-
free and only use homemade cleaning 
products. But then at some point it's 
simply not feasible... 
2I_M_1602 

Further, some parents explained that they try not 
to find compromises only in their own actions 
but also in their children’s daily life. The most 
common example was toys. Parents listen to what 
their child would like to have and try to find the toy 
secondhand.      

SOCIAL MEDIA 
Social Media has become a relevant tool for parents 
on the journey of parenthood. Representatives 
from both parent groups confirmed the influence 
of other parents they trust and influences in 
their decision making and the discovery of new 
products. However, more than that, social media 
was being used by the interviewees to gather 
information and for inspiration on parenthood. 
A strong example can be found in the interview 
8I_G_2802 where the interviewee explained that 
she created a social media account specifically for 
education. On the other hand, some parents have 
no interest or are critical towards social media. 
To conclude, for this set of interviewees it cannot 
be concluded that social media is universal to all 
parents and that it has influence on their parenting 
style and decision making. 
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To be honest, I did stop using my social 
media. I made a new account where I 
don’t even have anything posted yet, 
and I just follow like these teachers, that 
talk about Montessori or Waldorf or 
positive discipline and tools that I want 
to learn for myself to then apply with 
my child. 8I_G_2802 

Lastly, the relevance of an offline parent 
community was also highlighted by multiple 
interviewees. Having a community helps parents 
go through the journey. They learn from each 
other about parenting styles, products, exchange 
information and even share products.  

INFORMING ABOUT SUSTAINABILITY 
One of the major problems both parent groups 
seem to face when it comes to sustainability is 
related to information. The interviews conducted 
show that finding sustainable information 
requires a lot of effort and results in a high time 
investment. Some parents such as interviewee 
9I_C_0503 specifically shared how difficult it is to 
identify if a product is sustainable, and even after 
its purchase they still doubt its sustainable status.  

I also bought a pacifier and I think I stood 
in front of this shelf for 15 minutes and 
looked to see if you could buy plastic. To 
be honest, I don’t know if my decision 
was a good one, but I took one made of 
rubber. I think this was the only product 
which I don’t think was out of silicone? 
Well, that was a conventional drugstore 
that I bought this from, because I didn’t 
go to a special store. I’m also honestly 
not sure if the product is better than the 
others. Price wise I can’t remember if 
there was a big difference, but I thought 
it didn’t look nicer than the others, but 
I hope it’s a better product. It’s really 
not easy for me to always know what’s 
actually right, because there are just so 
many products on the market and not 
everyone has the time to deal with which 
product is good, which is not good. 
How do you ultimately dispose of the 
product? But it is particularly difficult 
with baby products, so things that are 

not necessarily related to clothing, 
which can be reused relatively easily. 
But things that are really about hygiene, 
the things that end up in the mouth.￼  
It’s actually really difficult without expert 
knowledge because you’re a midwife or 
a doctor and you work in that area, to 
always make all these decisions. 
9I_C_0503 

To better understand the struggles of information 
gathering, the parents were asked how they 
approach their product research. Internet research 
was the most frequently mentioned answer in 
combination with reading reviews. Two couples 
(6I_DM_2402, 4I_KM_2302) explained that one 
partner conducts the general research and shares 
an already filtered product to the other to make 
the final decision together. Internet research was 
also further used to investigate testing websites 
(e.g Stiftungwarentest) or to investigate mum 
forums. Another frequently mentioned approach 
was to rely on science such as reading scientific 
articles and speaking to experts about the articles 
or connecting to experts such as midwives. Lastly, 
some parents also mentioned certificates in their 
research and that they like to experience the 
product physically in the store.  

SHORT TIME CONSUMPTION 
One key insight from the interviews was the short 
time usage of products. SAP group respondents 
buy products in advance, not being certain if they 
will need the products. Safety and preparedness in 
case a certain product is needed were the reasons 
identified by the SAP group for the premature 
purchase. Such an act was most prevalent in 
parents who lacked experience with children. In 
interview 1I_I_1502, the parent gave an example 
where she bought a breast pump in case she 
would not have been able to breastfeed her 
child. Fortunately, there was no problem, but the 
product was already bought and not used. Also, 
some products, such as sterilisers, toys, bottle 
warmers, food processors, diapers and pacifiers,  
were bought with the idea that they would be 
useful but then turned out to not be used as much 
as expected. Another reason for unnecessary 
purchase is that parents are overwhelmed with the 
choice of products. It is very difficult to navigate 
through the mass of products and identify which 
ones are needed.  
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Because I’m breastfeeding, so I didn’t 
need them. Well, at the beginning, 
when she was born, there was a bit of 
this panic, what if I can’t breastfeed or 
something, that I always have it at home 
and... if you have to get something like 
that quickly and especially since it was 
lockdown, I wanted to have it at home 
before i would even need it. And I never 
needed it, so it was really unnecessary. 
And I didn’t really need any of those baby 
food processors either, but that was 
because M. refused to eat this porridge. 
She is only eating what we eat. Yes, of 
course I didn’t know that beforehand 
either, so it was just something I thought 
to myself: you try it, you offer it, but 
you’re never sure that it will be accepted 
by her. It’s the same with the pacifiers, 
so we have the whole range of pacifiers 
at home, so we have easily 20 different 
types, no kidding. Because we tried if 
she wanted a pacifier... just to offer it, 
you know, because it makes things a 
lot easier, but she doesn’t take them, 
she just plays with it. She thought it was 
funny as a toy, but she didn’t want to 
take the pacifier and of course it’s not 
very sustainable either, because we now 
have 20 pairs of unused pacifiers lying 
at home. 
1I_I_1502 

Consuming less or minimalism is one of the most 
common strategies of both parent groups to avoid 
short-time consumption. Most parents try to make 
this actionable by actively questioning if they 
really need the product they are planning to get. 
Consuming less has also shown an overlay with 
the definition of sustainability of some parents. 

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? 
10I_J_0503 

One major takeaway to handle short time 
consumption:  
The parents interviewed have also shared that 
every child is different, which makes the selection 

of the products needed even more difficult. Such 
as buying a toy, a carefully selected toy might not 
bring joy to one’s own child but maybe to another. 
Also, parents handle the usage of products from 
child to child differently. Other examples would be 
children not liking the food of the food processor, 
not wanting to use pacifiers. This all leads up to 
the need for a trial space for young parents with 
different products, helping them explore what 
would work well for them as parents with their 
parenting style and what gives the biggest joy to 
their children.  

BUYING SUSTAINABLE PRODUCTS 
All parents interviewed had experience with 
secondhand products for their children. However, 
there are limitations in products when it comes 
to secondhand purchases, specifically, hygiene 
products, including those which are in close 
contact with body liquids, e.g., pacifier, bottles, 
breast pump and mattresses.  

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... 
10I_J_0503 

In addition to that, in interview 6I_DM_2402, the 
parents raised a concern about buying electrical 
products second hand, since they are not experts 
and worry that the electrical products will break 
quickly. 

When questioned about product criteria, the 
most frequently mentioned requirements were 
the durability of the product, easy maintenance 
(cleanable, spare parts, reparability) as well as 
the brand quality. Parents explained that they 
like to use durable high-quality products for a 
long time to have a sustainable contribution. 
Another crucial criterion for parents is the topic of 
convenience. This includes instant accessibility of 
the desired product, which is not always available 
in  secondhand purchase, since it is faster to order 
products online or the secondhand product needs 
to be picked up further away. Further, for parents 
the criterion of sustainability not only includes 
sustainable materials such as wood, reduction of 
plastic and toxin free materials, but also the origin 
and working conditions under which the product 
was produced. Safety was identified as the last 
crucial criteria for the products, but it has been 
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seen as one of the most important ones. Safety 
is above sustainability and includes ergonomic 
aspects.  
  
OTHERS NEEDS 
Parents look beyond the child’s needs when 
buying products for the child. Parents like to 
buy products they consider interesting and nice 
from their perspective and not only from their 
child’s perspective. For example, they would buy 
products which are considered good looking but 
impractical or toys which would have made the 
parents happy in their childhood.  

However, the grandparent’s perspective also 
plays a role in the products the children get. This 
has been identified as a conflict between the 
generations, where different parenting styles 
and ideologies cause friction. When it comes to 
sustainability, SPP have disagreements regarding 
the presents their children receive from their 
grandparents. In 5I_E_2302, the interviewee 
explained that the mother-in-law perceives 
second hand as being poor. In 4I_KM_2302, the 
mother-in-law saw second hand as low in quality. 
Presents are a difficult topic to discuss, since quite 
some younger parents would prefer quality time 
over presents, and they create a list to control the 
amount of presents their children get from their 
grandparents. 

She wants to give them something new 
and she doesn’t want to go shopping 
second hand somewhere because to 
her it’s a feeling of poverty and she can’t 
afford it. And that certainly resonates 
with the older generation, that they 
simply had a lot less and that they simply 
want to treat the children differently 
now, so to speak, that they didn’t have 
it themselves. Again injured child and 
satisfying own needs. 
5I_E_2302 

SUSTAINABLE LIFE 
Difficulties 
There are several difficulties parents face when 
it comes to being a sustainable parent. The most 
frequently mentioned difficulty is the integration 
into daily life, which includes easier and more 
difficult days and a lot of preparation. Sustainability 
in terms of being zero waste and producing all the 
products on your own and using cloth diapers is 
too much work. 

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. 
9I_C_0503 

Being sustainable is perceived as energy and time 
consuming and, therefore, adds to the mental 
load as well. Parents before had high expectations 
on how to tackle sustainability in daily life. 
However their practical attempts, such as making 
their own pap for the baby didn’t work out since 
the child didn’t want to eat the food, leading to 
disappointment. Mobility was highlighted as 
another area where sustainability is difficult to 
integrate in the daily life of the parents. Lastly, the 
topic of sustainability is seen as too big for parents 
to be an expert on thus, making it impossible to 
achieve a sustainable life. 
 
Keeping the difficulties in mind, sustainability 
is seen as a privilege among parents. In the 
interviews conducted, 2 main specifications of 
privilege could be identified. 

Money: Parents want to buy high quality 
sustainable products and regionally produced 
food from farmers markets, which requires a 
higher income.  

This topic of sustainability I find 
extremely important, but I also find it 
really difficult at times. In terms of how 
we live, just how much waste we create. 
I don’t think it’s that easy, and of course 
it’s also a financial matter. I’d love to 
go to the market, or to the packaging-
free store and do our weekly shopping 
there. But I just can’t afford it, it’s just 
not possible. 
6I_DM_2402 

Time: Having the time to be able to do 
sustainable activities such as making their own 
baby food, but also, in terms of time investment, 
to conduct research on products and 
sustainable lifestyles. This topic shows a large 
overlay with “informing about sustainability” 
since parents have shared that they see access 
to the right information through having an 
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expert in reach and the social environment to 
learn about sustainability.

So it’s not possible for you to inform 
yourself endlessly in all areas (of 
sustainability). Then you can give up 
your job and then you can simply do a 
“I inform myself about things” job.
5I_E_2302 

Concerns about the climate crisis and their 
impact on parenthood 
When it comes to concerns about the climate 
crisis, all interviewees showed concerns and 
concurred the need for more actions from the 
companies and the governments. Especially, 
SPP stated that the climate crisis in general is a 
major concern and has grown since the arrival 
of their first child. Impact on their children and 
the future generation was the most frequently 
raised concern among the parents regarding the 
climate crisis. One parent (8I_G_2802) elaborated 
his concerns that his child’s generation marks the 
first generation which has worse prospects than 
the previous generations.   

And sometimes I worry about this 
belief in the good in the world that 
things are turning for the better. This is 
something that was very much in our 
parents’ generation. They were children 
during the huge economic growth of 
World War Two. So, our grandparents’ 
generation lived through that. Also this 
idea that many Western countries have 
is declining...that the children are going 
to have a better life than the parents. 
If I look at the generation after us I 
think chances are getting harder and 
harder that our children will be having 
a better life than we do. And I hope that 
our children’s generation doesn’t get 
desperate over that. Because even if 
you take your garden, it isn’t as green...
it’s still a garden it can still be nice to 
have. But obviously you get desperate 
over that and then fall into paralysis 
or stagnation. And then you also stop 
changing the world or trying to change 
the world for a better place or impact in 
general. And this is a huge risk because 

there are so many tools to tranquillise 
yourself. 8I_G_2802 

This concern results not only in parents wanting to 
be more sustainable but also in parents teaching 
their children about sustainability. Parents seek 
education and dialogue with their children on the 
topic of sustainability, meat consumption and 
resources. Additionally, parents are raising the 
awareness of their children through experiences 
and nature-related interactions such as growing 
plants together, and moments with animals. 
Furthermore, parents take their children for 
grocery shopping at the supermarkets and 
farmer markets, so, children understand local 
and seasonal food. Parents, in general, want to 
be role models to their children. One SPP dived 
deeper into the topic of education by explaining 
the difficulties she experienced by changing her 
lifestyle towards sustainability. She does not want 
her child to go through this process but instead 
have these sustainable behaviours internalised.

I also try that (educating on sustainability) 
when he waters with me the plants. He 
is loving to kiss the little leaves. We we’ve 
been trying to make him understand 
that even if they don’t scream they’re 
still living. And they help us with making 
our oxygen. This other approach that 
we are one with this world and we only 
have one planet so it’s about how we 
want to use it. 
8I_G_2802 

Sustainability as a process 
Sustainability is seen as a process among both 
the parents’ groups and is described as taking 
mini steps in different directions built on a 
sustainable journey with constant discoveries of 
new opportunities.

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 
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are always new ones being added. 
7I_L_2402  

SPP are critical of their journey and have points 
they want to improve on. They consider this 
development as part of their process. Interview 
2I_M_1602 (SPP) gave an example of using cloth 
diapers, where this sustainable action has become 
a daily practice of the process. 

Sustainable actions both parent groups have 
integrated show a large diversity, such as reducing 
plastic packaging, separating trash, picking up 
trash, making things last, making own clothes, 
swapping shops, biking, growing own food, 
shopping packaging free, secondhand products, 
vegan and vegetarian diet, buying sessional and 
regional products and going to farmers markets. 

Further statements from both parent groups 
were collected to create an overview on the ways 
to make a sustainable lifestyle easier, resulting 
in the following insights: having a new mindset, 
integrating fun and not creating pressure to be 
sustainable, consuming less and questioning what 
is really needed, making compromises, buying 
second hand, education though courses, finding 
ways how sustainability makes everyday life easier 
(e.g., less trash, fewer things to carry), finding your 
own personal approach and starting with the first 
small steps (e.g., bringing your own bag). 

Social aspect of sustainability 
Parents see sustainability as more than just 
materials. Multiple parents consider the social 
aspect as part of a sustainable product and 
investigate the country of origin, working 
conditions and corporate social responsibility in 
general. 

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. 
10I_J_0503 

5.7 DISCUSSION 
5.7.1 THE BIG PICTURE  

In summary, the qualitative user research shows 
that all the interviewed parents are aware of 
the climate crisis. In this small sample, this 
awareness is the differentiating factor from the 
previous generations. This is evident from the 

aforementioned conflicts within families about 
parenthood and a sustainable lifestyle.  
The parents experience pressure to be sustainable 
from within themselves. The research findings 
contrast the assumption that social influencers 
are the main incentive of the sample to adapt 
sustainable behaviour. This proposition is indicated 
by previous research (Goldsmith & Goldsmith, 
2011; Cialdini, 2005; Nolan et al., 2008) and the 
system map. However, this study has confirmed 
that parents experience general pressure, such as 
mum shaming, due to the high expectations of the 
society and the family. The mothers, especially, 
who have multiple roles, such as mother, partner, 
and employee, are exposed to the pressure. 
Societal pressure to be a sustainable parent was 
less frequently mentioned. Rather, the pressure of 
acting sustainably comes from within the parents 
and results in new practices and mindsets, such 
as buying second hand (despite limitations due to 
hygiene concerns), requesting more sustainable 
actions and social corporate responsibility from 
businesses. The future of upcoming generations 
is the major driver among all parents to become 
more sustainable. They expressed that they want 
their children to experience nature as they did, 
and they worry about the upcoming conflicts and 
the living conditions their children will face. 

These concerns result in parents educating 
their children about sustainability and teaching 
them respectful behaviour towards the planet. 
Furthermore, the most adopted strategies among 
parents for a sustainable future were making 
compromises and consuming less. Compromises 
lead to sustainability becoming part of daily life 
without causing more challenges in the already 
difficult parenthood. Consuming less questions 
the parents about what they really need and 
encourages them from buying excess products.  

Without a doubt, a sustainable lifestyle is 
challenging. Parents reported that they are 
struggling to decide on the products to buy due 
to choice overload and limited access to proper 
information. Researching the sustainability 
of a product is overwhelming and lacks valid 
information. Parents have described the decision 
making as trusting at some point that the decision 
was right, but not knowing if it really is. The topic 
of sustainability is perceived as very complex and 
missing expert knowledge. This results in the need 
for more easily accessible expert guidance and 
information. 
Similarly, information gathering regarding 
parenthood is facing difficulties as well. First time 
parents are new to the journey and not sure what 
is needed in their daily life. They are insecure 
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and want to be prepared. In response, they buy 
products in a preventive manner, such as having a 
breast pump in case they can’t breastfeed, and end 
up buying a product which might never be used 
but feeling prepared as a parent. This also applies 
to other purchases, which are bought without 
knowing if the child will like them, e.g homemade 
food from a food processor, toys, pacifiers etc.  
 
Previous research (Moon at al., 2019; Baker & 
Yang, 2018; Duggan et al., 2015) and the system 
map indicated that social media and influencers 
play a major role in the daily life of parents. 
This study shows that social media is indeed an 
important tool for the parents interviewed. It is 
used to gather information and inspiration on 
upbringing and parenthood. Parents also follow 
other parents to learn from each other and 
create a community, which influences the product 
choices later on, helping identify sustainable 
products, since parents trust sustainable 
influencer parents on their choice and reduce their 
own time for research. However, the influence 
on parents’ decision making was in this sample 
more influenced by the real-life community and 
friends. Yet, the sample of this study might not be 
the most representative since the parents aren’t 
Gen Z. Therefore, there might be a different use of 

social media and parenthood in the coming years. 
This user research, nonetheless, could identify an 
increasing role of social media in parenthood. 

Sustainability is perceived as a privilege by 
the parents. Not only in terms of being able to 
afford sustainable products but also in terms of 
time. Parents have very limited time yet learning 
about sustainability and researching sustainable 
products is highly time consuming. This concern 
of time and impracticality of sustainability in daily 
life is a big obstacle to parents. Many sustainable 
practices such as cloth diapers, making your 
own baby food etc. are seen as implausible and 
impractical to be integrated in daily life.  
It was assumed that the sustainable problems 
between the two parent groups (SAP and SPP) 
would be distinctly disparate. However, the 
daily struggle of integrating sustainability into 
daily life was very similar. The sustainable 
strategies also showed overlays (consuming less 
and compromises). Major differences were the 
mindset. SPP have internalised sustainability in 
their daily actions and are further in the process of 
sustainability, leading to different daily sustainable 
actions e.g. vegan diet, repairing products, making 
their own clothes, not owning a car. 

 Sustainability is perceived as a privilege for families who have time and 
money for a sustainable lifestyle.

1.1.

Parents are facing a huge choice and information overload.2.2.

Everyday life for a first time parent is overwhelming and stressful. 
Sustainability is seen as an addition to the workload.

3.3.

Sustainability is described as a process. It takes time and exploration on 
what work best for different families and requests space for trial and error.

4.4.

To parents sustainability means more then materials, they also consider 
the social aspects

5.5.

Parents want to teach their children a sustainable mindset and be a role 
model.

6.6.

Parents are open to the concept of second hand products for their child 
and like to also give their used products to other parents.

7.7.

Parents buy often products without knowing if the products match their 
and their children’s needs.

8.8.
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Eventually, sustainability has been described by 
both parent groups as a process. It takes time 
to educate oneself on the topic, to find solutions 
which work in the individual’s life, and there are 
always new aspects and practices to learn about 
the broad topic of sustainability. 

The big picture can be summarised in the 10 key 
insights (Visual 26). 
. 
5.7.2 RESEARCH LIMITATIONS 

The findings of this study should be viewed with 
some caution due to its limitations.  
The first limitation is the low generalisability of the 
user research results due to the limited context 
and research participants. The current sample 
is not representative of the wider population of 
the DACH market i.e all parents were all higher 
educated. Therefore, it needs to be stated that the 
views expressed are not necessarily generalisable 
or representative of the experiences of parents 
from diverse social and cultural backgrounds. 
As such, the findings are likely to be somewhat 
biassed. However, exploration by the ZMET 
method does involve a limited context but with 
deep exploration (Zaltman, 1997). Therefore, 
further research could explore different social 
background’s perception of the topic, as well as 
other markets i.e Noth America.  
The second limitation is that the focus group are 
GenZ parents. However GenZ representatives 
are currently at the beginning of adulthood and 
mainly teenagers. Therefore, the sample consists 
of young Millennials, who share traits with GenZ 
but do not fully represent them.  
The third ￼ limitation is the sample profile. Due 
to the snowball sampling (Johnson, 2014), parents 
invited befriended parents who share similar 
values and making the sample homogeneous. 
In addition, the self-reported data of this user 
research shows a high participant bias, including 
the friendliness bias, social desirability bias and 
habituation bias. Lastly, this user research faces 
the researcher bias as well, including confirmation 
bias, question-order bias and wording bias. 
Despite the research comprising questions 
designed to reduce the probability of the named 

biases, exclusion is not possible. 
While a larger sample size was beyond the scope 
of the study, it would be recommended in the 
future studies in this area to include a larger and 
more diverse number of participants to create a 
more comprehensive understanding of emotions, 
cognitions and behaviours of parents towards 
sustainability. 

5.7.3 VALIDATION AND VALUE OF 
QUALITATIVE RESEARCH 

Validation 
The MCC stakeholders have shown high interest 
and positive response to the insights, which 
validates the value to the business, resulting 
in the opportunities for the company’s internal 
sharing session and interest in working with the 
insights. Furthermore, the stakeholders from 
the research department saw the potential of 
the user research to be translated into insight 
cards and be made accessible within the 
internal data-sharing platform of Philips. 

Since the user research is in alignment with 
the findings of the systemic analysis, it is not 
only validated but also provides respondent 
validation (Bloor, 1978) of the identified 
dilemma.  
 
Finally, due to the valuable learnings of the 
quotes from the qualitative study, it has been 
decided that they would be used as a base 
for personal creation in the participatory 
storytelling workshop.  .  

Scientific and business value 
The scientific value of this study is the identified 
knowledge gap on the dealing of parents from 
the DACH market with the identified dilemma 
by using the described theoretical approach 
to investigate patterns, relations between 
variables and insights for solution development. 
Furthermore, the business value from a 
Philips perspective is to use the user research 
foundation and setting a base for sustainable 
innovation within MCC by understanding 
parent’s sustainable needs.  

Parents buy products in a preventive manner - to be well prepared for any 
situation.

9.9.

One of the most common strategies of parents to be more sustainable is 
to consume less and ask themselves: What do I really need? 

10.10.

Visual 26. Top 10 insights 



THE KEY  THE KEY  POINTSPOINTS

While Philips has conducted considerable 
research on parenthood and consistent 
and accurate sustainability storytelling 
of the company, less attention was given 
to address the system map’s dilemma of 
parents wanting to become eco-responsible 
but restricted by the overconsumption 
triggers.

NR. 1

The user research results in an overview of 
the 10 main insights, which can be found in 
visual 25 on page 54.

NR. 3
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THE KEY  THE KEY  POINTSPOINTS

The user research validates the identified 
dilemma of the system map and provides 
additional insights on it.

NR. 2
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In the first part of this chapter an overview of all the three deliverables 
(Insight cards, Dilemma model and Vision) of this thesis are given. These 
deliverables are made tangible for MCC through an insight booklet, 
which has been elaborated in the second part of this chapter. 

6. 
THE 
DELIVERABLES 

6.1 The three deliverables 

6.2 Insight booklet

CHAPTER OVERVIEW:
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6. 
THE 
DELIVERABLES 
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6.1 THE THREE 
DELIVERABLES

DELIVERABLE 1: INSIGHT CARDS DELIVERABLE 1: INSIGHT CARDS 

Translating research into practice can be a difficult 
step (Green & Seifert, 2005). Therefore, to make 
the insights of this thesis tangible and actionable 
for the business, insight cards have been created.   
 
Insight cards within Philips 

Insight cards are a growing practice within 
Philips, with the goal of making research easily 
accessible for new innovations. The insight 
cards, or experience insights, are used in 
concept ideation and strategic discussions at 
Philips to anchor innovation in user-centred 
needs. They are uploaded in the internal data-
sharing platform of Philips. They articulate 
the experiential challenges of people across 
the care continuum. The aim is to identify the 
emotional, physical and behavioural needs in 
order to address the challenges people face.     

Insight cards of this thesis 
The user research resulted in the 10 main 
insights of page 54. To make the insights 
tangible for the business they have been 
translated into insights cards. The base is the 
Philips insights card structure with additional 
quotes and illustrations. The final structure 
overview of the thesis insight cards can be 
found in visual 27 and the insight cards can 
be found in the insight booklet in appendix C.

INSIGHT DESCRIPTIONINSIGHT DESCRIPTION

Context
Here the context of the insight will be 
explained.

Trigger
The trigger moment describes the 
moment the challenge becomes more 
urged for the user. 

Challenge
Here the challenge will be defined and 
elaborates more the wanted result.

Consequences
Consequences for the user and 
business if insight is not (properly) 
resolved.

Needs
Needs explain what is needed to 
overcome the challenge.

Research Question
Inspiration for the business for further 
research and discussion.

“A quotes 
give a 
statement.”

“A quotes 
give a 
statement.”

“A quotes 
give a 
statement.”

XX

Visual 27: Structure overview of insight cards 



61



62

The inner conflict

Climate change and protecting the environment is No. 1 concern for Gen Z. They know the 
world is on fire, and that humans are responsible for it. They believe in the possibilities for an 
individual to make a difference, and take action - for example by working at green companies, 
purchasing from ethical brands, limiting waste, and eating vegetarian or vegan.

At the same time, they live in a consumeristic society shaped around the believe that 
happiness and well- being depend fundamentally on material possessions, which is the main 
cause for Earth resources depletion and negative environmental impact.

For GenZ, this is a fundamental dilemma: how to act responsibly while being immersed in 
triggers for over- consumption?

The paradox is that both awareness about climate issues and over- consumption go hand in 
hand with wealth level. The globally growing middle class increases this trend.

New business models drivers

The main motivation for second- hand consumption is fair pricing. Also, people see 
the ethical and environmental benefits in reusing items even if they don't always 
explicitly stated it.

For parents 'it makes sense' to reuse, since kids quickly grow 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, because it has been useful to their own child and 
gave them pleasure. Parent networks bring awareness for second hand 
opportunities. A barrier for buying second hand is hygiene and safety are a 
concern.

Gen Z in particular are increasingly embracing second- hand shopping, driven by a 
desire for uniqueness and thrift, as well as a reaction against consumerism 
and the environmental impact of fast fashion. As creators become influencers, 
Gen Z consumers seek to buy directly from them, cutting out the retailer as 
middleman. This opens new roads for business models and partnerships for 
Philips.

The battle: the difficulty to be a green parent

Gen Z are willing to protect the environment and combat climate change. At the 
same time, there is a preconception that green parenting costs money, time and 
energy. As young parents, they need convenient, safe and affordable products 
and services. 

GenZ are inquisitive and actively looking for information on such solutions. 
However, the topic is overwhelming and companies are increasingly using 
sustainability- targeted marketing without providing proof points of sustainability. 
GenZ is very critical towards brands who do not take responsibility or use 
greenwashing to cover up past harmful actions and as a reason to charge more 
for products. 

Consumers want to see measurable, transparent and consistent actions backing 
up brands’ ethical commitments (such as about sourcing, manufacturing, 
durability, safety, and direct environmental impact data). GenZ value 
craftsmanship and want to see behind the curtain, to be able to know the 
production process behind products and services. To build trust and loyalty with 
the conscious consumer, brands also need to show humanity: the wins, the 
losses, the mistakes and the learnings. Additionally, 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.

The treasure

On one side, we need to help GenZ in finding a balance in their health and well- being, 
particularly by supporting their fight against anxiety and stress. On the other side, we 
must enable them to be green parents with clear information, and convenient and 
affordable sustainable solutions.

How can these two  goals link and synergize?

If green parenting becomes an intrinsic part of this holistic balance in the mind of GenZ, 
they will be more pro- active and empowered towards eco- friendly actions - remember 
that self- management and activism are GenZ's strong points. In turn, if GenZ become 
greener, they will step away from materialism, reconnect with nature, which will decrease 
stress and anxiety.

The main paradigm to transcend is the idea of GenZ that 'having it all and doing it all' will 
give them peace of mind. This is an unachievable goal. Rather, by embracing JOMO (Joy of 
Missing Out), consuming less but better, they can reach a balance made of the essential 
ingredients for healthy people and a healthy planet.

The battle : anxiety, stress and social pressure

72% of GenZ say managing stress and mental health is their most important health 
and wellness concern. They are constantly confronted with a socially 
constructed image of 'has it all and do it all' (social, professional, relationship, 
identity&looks...) and pressure to be perfect fueled by socials. The constant 
comparison to others results in low self- esteem and a constant unsatisfaction or 
feeling of not doing enough. Furthermore, over- consumerism - pulled by socials - 
has also a negative impact on on individuals’ psyche, resulting in developing a 
constantly unsatisfied state of mind. Finally, GenZ grew in a world of increased 
anxiety (i.e. shootings, terrorism, pandemic, climate change) and rapidly changing 
(fluctuating economy) over which they feel they have little control. The Covid 
pandemic has only amplified this anxiety. They fear for their future and that of their 
children, even to the point that many consider not having children.

If we focus on young parents, the arrival of a child adds tiredness, changes in the 
relationship with the partner and sexuality, and insecurities linked to parenthood. 
In particular, mothers who carry a high mental load and feel the pressure to 
successfully combine professional and family lives are subject to feelings of guilt 
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.

Gen Z holistic approach to health and life

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. Personal behaviors like healthy eating, working out, managing stress, 
meditating, sleeping, building self- esteem, and having time to socialize with family 
and friends are seen as key to being healthy and happy.

Contrarily to millennials who seek fulfillment and identity through their professional 
life, more and more GenZ consider work as a mean to get income and focus on other 
aspects to reach a balance. For example, a majority of Gen Z show interest in 
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).

GenZ feel self- empowered to control and improve proactively their own health. They 
have high standards and expectations in health management, which often fall 
short due to lacking alignment with day- to- day behavior.

The holistic approach to life reflects in the parenting style of Gen Z. They let the child 
explore and express their needs - an approach called 'baby- led parenting'. This 
leads to high attention for the child's mental health and topics such as confidence, 
stress coping, emotional resilience and empathy.

Stress, Anxiety, 
depression from 
multiple factors

Unclarity on how to be 
sustainable, confusing 

information, green 
washing and little access 
to sustainable solutions

Desire to be a green 
parent

Consumerism and 
over- consumption 

mentality

Awareness of climate 
crisis, willingness to 
act, believe that an 

individual can make a 
difference

THE BATTLE: How to be a be a green
parent while they feel it costs

time, energy, and money?

 (Gen Z) 
trend

A treasure : 
a goal

A dragon:
a pain

Armor:
a Gen Z value/belief

A wand/Fairy:
an opportunity to act

Social isolation 
and feeling of 

loneliness (caused 
by use of 

digital/social 
platforms)

Self- empowerment, self- 
management, pro- activity 

and focus on health

Feeling supported by other 
people, being part of 

community through online 
streams and groups

The anxiety about uncertain futures, 
the feeling of responsibility but also 
powerlessness adds to the anxiety

Mental health and stress 
active management 

(traditional and alternative 
mental health support, apps, 

meditation, digital detox, 
sleep management, physical 

activity...)

Destigmatization of mental 
health

Resilience

Open- mindedness and self- 
expression (honesty to 

oneself) driven by increasing 
diversity and fluidity in race, 

gender, sexuality and 
personal identity

Positioning, participation 
and activism towards 

environmental and social 
change

Preference for brands that 
align on purpose, value & 

mission (e.g. 
environmentally and socially 

responsible, inclusive, 
gender- neutral brand voices)

Interaction with trusted 
(peer) influencers on choices 

and sales

Customer 
frustration, 

criticism and 
distrust towards 

brands

Need for investigation and 
skepticism

Education on sustainable 
impact (products, recycling & 

waste) hygiene / safety
concern for baby

A joker:
a pain/a strength

willingness to pay 
premium for 
health boost, 

natural & 
sustainable 

products

Attractiveness of rental, 2nd 
hand consumption, sharing

Mindset shift from 
permanent to 

temporary 
ownership and 

favor experience 
over possessions

Conservative 
attitude to 

money (saving 
money)

MCC products 
temporary use

Holistic family well- being 
active management 

solutions

  The digital story World

Eagerness for 
new items

No waste 
mindset / 

willingness to 
reuse

THE BATTLE: how to fight the pressure 
and socially constructed image 

to have and do it all?

THE INNER CONFLICT: how to act eco- responsibly 
while being immersed in triggers for over- consumption?

THE TREASURE: Can we create a new balance made of the essential 
ingredients for well- being and sustainable behavior?

Balance in physical, 
mental, emotional 

wellness and health 
(feeling and looking 

good)

Enablement of being a 
green parent

(time and effort)

Consumerism is a cause of the 
anxiety, stress and depression. 

Ironically society tries to solve those 
problems by more consumption

How can we create and deliver solutions 
where GenZers needs and planet needs 

are both satisfied?

Eureka 
breastpump

A factual variable 

GenZ holistic 
approach to life, 

desire to have and do 
it all (mental, 

physical, spiritual, 
social, professional, 

parenthood, 
romantic) Non resonance of 

traditional HC with 
holistic view of health 

and increasing 
popularity for 

alternative medicines

Promotion of breastfeeding 
(e.g. campain)

The availability and visibility (through 
digital media) of all possible goods and 

experiences creates a FOMO on all 
aspects of life 

GenZ young parents feels 
responsible to build a better 

world for their children

Gen Z are digital natives. For this generation, online platforms and social 
media are a primary source of connection and information on the topics of 
health care, mental health, lifestyle, sustainability, and parenthood. (1)

Technology and the digital world is central to Gen Z' s health and wellness 
practices: apps and wearables seamlessly become part of their daily rituals. 
Gen Z is the generation most interested in health monitoring and self tracking 
- for fitness, food and water intake, sleep, social media use, but also for their 
mental and emotional state. (2)
Advances in connected sensing and data sharing enable health care providers 
to have an holistic view of people's lifestyle and health to provide better care. 
(3)

Overall GenZ look for effectiveness, convenience, efficiency, and transparency 
in health services. Half prefer telemedicine to traditional in- person visits. (4) 
Overall, traditional health care doesn't resonate with their holistic approach 
to health. Instead of traditional sources for health information (health 
websites, doctors and pharmacists), GenZ 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. (5)

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. (6)

Solutions understanding 
the needs of the whole 
identity (as individual & 

parent) and supporting in 
achieving personal goals 

by the brand

Active involvement of 
consumers, making them 

feel part of the change

Transparency and clarity of 
sustainability data

Playbook

DELIVERABLE 2: DELIVERABLE 2: 
DILEMMA MODEL DILEMMA MODEL 

As elaborated in the system mapping chapter, the system map resulted 
in a storytelling map of the parents’ dilemma of wanting to become eco-
responsible but being immersed in triggers overconsumption. To develop 
approaches which support the solution development of resolving the 
dilemma, the insights cards can be mapped down within the storytelling 
map, resulting in a model, which explains the dilemma of the young 
parents and maps down the needed insights to develop approaches to 
resolving this. The dilemma model can be seen as a systemic user journey 
and be used in workshops, just as typical journey maps or experience 
flows are used. Visual 28 shows the whole dilemma model. 

 1

2

3

4

5

6

7

8

9

10

Insight Card: Sustainability is perceived as a privilege for families who 
have time and money for a sustainable lifestyle.

Insight Card: Parents are facing a huge choice and information overload.

Insight Card: Everyday life for a first time parent is overwhelming and 
stressful. Sustainability is seen as an addition to the workload.

Insight Card: Sustainability is described as a process. It takes time 
and exploration on what work best for different families and requests 
space for trial and error.

Insight Card: To parents sustainability means more then materials, 
they also consider the social aspects

Insight Card: Parents want to teach their children a sustainable 
mindset and be a role model.

Insight Card: Parents are open to the concept of second hand 
products for their child and like to also give their used products to 
other parents.

Insight Card: Parents buy often products without knowing if the 
products match their and their children’s needs.

Insight Card: Parents buy products in a preventive manner - to be well 
prepared for any situation.

Insight Card: One of the most common strategies of parents to be 
more sustainable is to consume less and ask themselves: What do I 
really need? 
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The inner conflict

Climate change and protecting the environment is No. 1 concern for Gen Z. They know the 
world is on fire, and that humans are responsible for it. They believe in the possibilities for an 
individual to make a difference, and take action - for example by working at green companies, 
purchasing from ethical brands, limiting waste, and eating vegetarian or vegan.

At the same time, they live in a consumeristic society shaped around the believe that 
happiness and well- being depend fundamentally on material possessions, which is the main 
cause for Earth resources depletion and negative environmental impact.

For GenZ, this is a fundamental dilemma: how to act responsibly while being immersed in 
triggers for over- consumption?

The paradox is that both awareness about climate issues and over- consumption go hand in 
hand with wealth level. The globally growing middle class increases this trend.

New business models drivers

The main motivation for second- hand consumption is fair pricing. Also, people see 
the ethical and environmental benefits in reusing items even if they don't always 
explicitly stated it.

For parents 'it makes sense' to reuse, since kids quickly grow 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, because it has been useful to their own child and 
gave them pleasure. Parent networks bring awareness for second hand 
opportunities. A barrier for buying second hand is hygiene and safety are a 
concern.

Gen Z in particular are increasingly embracing second- hand shopping, driven by a 
desire for uniqueness and thrift, as well as a reaction against consumerism 
and the environmental impact of fast fashion. As creators become influencers, 
Gen Z consumers seek to buy directly from them, cutting out the retailer as 
middleman. This opens new roads for business models and partnerships for 
Philips.

The battle: the difficulty to be a green parent

Gen Z are willing to protect the environment and combat climate change. At the 
same time, there is a preconception that green parenting costs money, time and 
energy. As young parents, they need convenient, safe and affordable products 
and services. 

GenZ are inquisitive and actively looking for information on such solutions. 
However, the topic is overwhelming and companies are increasingly using 
sustainability- targeted marketing without providing proof points of sustainability. 
GenZ is very critical towards brands who do not take responsibility or use 
greenwashing to cover up past harmful actions and as a reason to charge more 
for products. 

Consumers want to see measurable, transparent and consistent actions backing 
up brands’ ethical commitments (such as about sourcing, manufacturing, 
durability, safety, and direct environmental impact data). GenZ value 
craftsmanship and want to see behind the curtain, to be able to know the 
production process behind products and services. To build trust and loyalty with 
the conscious consumer, brands also need to show humanity: the wins, the 
losses, the mistakes and the learnings. Additionally, 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.

The treasure

On one side, we need to help GenZ in finding a balance in their health and well- being, 
particularly by supporting their fight against anxiety and stress. On the other side, we 
must enable them to be green parents with clear information, and convenient and 
affordable sustainable solutions.

How can these two  goals link and synergize?

If green parenting becomes an intrinsic part of this holistic balance in the mind of GenZ, 
they will be more pro- active and empowered towards eco- friendly actions - remember 
that self- management and activism are GenZ's strong points. In turn, if GenZ become 
greener, they will step away from materialism, reconnect with nature, which will decrease 
stress and anxiety.

The main paradigm to transcend is the idea of GenZ that 'having it all and doing it all' will 
give them peace of mind. This is an unachievable goal. Rather, by embracing JOMO (Joy of 
Missing Out), consuming less but better, they can reach a balance made of the essential 
ingredients for healthy people and a healthy planet.

The battle : anxiety, stress and social pressure

72% of GenZ say managing stress and mental health is their most important health 
and wellness concern. They are constantly confronted with a socially 
constructed image of 'has it all and do it all' (social, professional, relationship, 
identity&looks...) and pressure to be perfect fueled by socials. The constant 
comparison to others results in low self- esteem and a constant unsatisfaction or 
feeling of not doing enough. Furthermore, over- consumerism - pulled by socials - 
has also a negative impact on on individuals’ psyche, resulting in developing a 
constantly unsatisfied state of mind. Finally, GenZ grew in a world of increased 
anxiety (i.e. shootings, terrorism, pandemic, climate change) and rapidly changing 
(fluctuating economy) over which they feel they have little control. The Covid 
pandemic has only amplified this anxiety. They fear for their future and that of their 
children, even to the point that many consider not having children.

If we focus on young parents, the arrival of a child adds tiredness, changes in the 
relationship with the partner and sexuality, and insecurities linked to parenthood. 
In particular, mothers who carry a high mental load and feel the pressure to 
successfully combine professional and family lives are subject to feelings of guilt 
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.

Gen Z holistic approach to health and life

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. Personal behaviors like healthy eating, working out, managing stress, 
meditating, sleeping, building self- esteem, and having time to socialize with family 
and friends are seen as key to being healthy and happy.

Contrarily to millennials who seek fulfillment and identity through their professional 
life, more and more GenZ consider work as a mean to get income and focus on other 
aspects to reach a balance. For example, a majority of Gen Z show interest in 
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).

GenZ feel self- empowered to control and improve proactively their own health. They 
have high standards and expectations in health management, which often fall 
short due to lacking alignment with day- to- day behavior.

The holistic approach to life reflects in the parenting style of Gen Z. They let the child 
explore and express their needs - an approach called 'baby- led parenting'. This 
leads to high attention for the child's mental health and topics such as confidence, 
stress coping, emotional resilience and empathy.
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parent while they feel it costs

time, energy, and money?
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THE BATTLE: how to fight the pressure 
and socially constructed image 

to have and do it all?

THE INNER CONFLICT: how to act eco- responsibly 
while being immersed in triggers for over- consumption?

THE TREASURE: Can we create a new balance made of the essential 
ingredients for well- being and sustainable behavior?
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Gen Z are digital natives. For this generation, online platforms and social 
media are a primary source of connection and information on the topics of 
health care, mental health, lifestyle, sustainability, and parenthood. (1)

Technology and the digital world is central to Gen Z' s health and wellness 
practices: apps and wearables seamlessly become part of their daily rituals. 
Gen Z is the generation most interested in health monitoring and self tracking 
- for fitness, food and water intake, sleep, social media use, but also for their 
mental and emotional state. (2)
Advances in connected sensing and data sharing enable health care providers 
to have an holistic view of people's lifestyle and health to provide better care. 
(3)

Overall GenZ look for effectiveness, convenience, efficiency, and transparency 
in health services. Half prefer telemedicine to traditional in- person visits. (4) 
Overall, traditional health care doesn't resonate with their holistic approach 
to health. Instead of traditional sources for health information (health 
websites, doctors and pharmacists), GenZ 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. (5)

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. (6)
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Visual 28: Dilemma model 
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DELIVERABLE 3: VISION DELIVERABLE 3: VISION 

The vision is based on the three personas resulting from the participatory 
storytelling workshop. 

Impressions of the workshop can be found in appendix A “Impressions 

WORKSHOP: PARTICIPATORY STORYTELLINGWORKSHOP: PARTICIPATORY STORYTELLING

GOAL OF THE WORKSHOP:
 To create personas and stories that focus on 
user needs and problems based on real user 
insights. These narratives establish the base 
for future vision creation and inspiration for 
sustainable innovations. The vision is used 
as inspiration by the innovation and business 
teams to shape future concepts and strategies. 

04 May 2022 – 12 participants 

PARTICIPANTS:
 A total of 12 participants joined the 
participatory storytelling workshop, 
who represented a mix of MCC 
stakeholders, young millennial 
parents and GenZ.

APPROACH:
Participatory story building is a method for 
co-creating future user experiences (Talgorn 
et al., 2022). The workshop used the quotes 
and pictures from the user research (Chapter 
5) in combination with additional pictures 
representing parenthood in the future as a 
sensitising exercise (Sanders & Stappers, 2012). 
Through that the participants gained a basic 
understanding of the parent’s life and their 
daily and sustainable challenges, followed by 
creating a persona (Miaskiewicz & Kozar, 2011), 
which represented either a SPP, SAP or a non-
sustainable parent (Persona template can be 
found in appendix B).  Finally, the groups were 
asked to map down a two-day scenarios in the 
life of their persona, which would be used later 
for design idea and vision creation (Madsen & 
Nilsen, 2010).

OUTCOME:
Three personas, Alex, Myrthe and 
Kim, were delivered  including stories 
about the two days in their lives. 
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Workshop planning and Conduction: Elise Talgorn, Elisabeth Tschavgova, 
Eefje van der Kaaden

Materials creation: Elise Talgorn, Elisabeth Tschavgova, Eefje van der 
Kaaden

 Vision creation: Elise talgorn, Elisabeth Tschavgova, Eefje van der Kaaden 
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Myrthe is a single mum and has little time 
for sustainability in her daily life (SAP), but 
she works in the field of sustainability. Baby's 
health is priority and this overshadows 
sustainable behaviour. She has money 
to spend but no time to investigate on 
sustainable solutions. 
She feels that most sustainable approaches 
doesn't match her lifestyle and is struggling to 
find her own way.

MYRTHEMYRTHE

As mentioned, Alex, Myrthe and Kim (Visual 29) were the three personas 
created. Each of them has a contrasting lifestyle and prioritises sustainability 
in different ways. After creating not only the personas but also mapping down 
the two days in their life, a better understanding of their sustainability needs 
was gained.  Here is a brief overview:  

Kim, a social media influencer who 
does not care about sustainability. 
Online identity is as important as real 
life identity. She is materialistic and 
like to over-consume. 
Social status and how she is perceived 
is her main driver. Therefore she is 
becoming more sustainable. 
Kim never showed much interest in 
sustainability but seeing so many 
other mums doing so and wanting to 
match the mood of the time she had 
to become part of this rising lifestyle. 
And she loves it.

KIMKIM

ALEXALEX
Alex is a gender-fluid single parent, who is a SPP and lives in 
a community with many other like-minded people. 
Alex is a performer and struggling with juggling all the roles 
of them and the perfectionism in the daily life. Sustainability 
sometimes feels like an additional factor of stress.

Visual 29: The three personas 
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All three personas have been used to develop a fundamental principle that 
matches their needs and enables them to become a green parent. Visual 30 
gives an overview of these principles. 

Those three principles set the base for the sustainable future vision of MCC 
and is defined as follows: 

MYRTHEMYRTHE

KIMKIM

ALEXALEX
"Sustainability does not have to be time consuming and difficult. 
It makes my life better and gives me peace of mind."

“Sustainability is a group effort and I feel empowered, when I see 
all the parents on social media contributing together towards a 
better planet for our children. Despite that these relationships are 
online, they are still very meaningful for me.”

“There is no one right sustainability. I see now that there are different 
ways of being a sustainable parent and I found my tailored approach, 
matching my personal and child’s needs.”

SIMPLIFY

CUSTOMIZE

INVOLVE

By integrating education, inspiration and solutions promoting sustainability in the 
analogue and online world of digital natives, Philips empowers young parents to take 

care of their baby's health, their own (mental) well-being, and the planet.

IN 2030 GREEN PARENTING IS ACCESSIBLE AND IN 2030 GREEN PARENTING IS ACCESSIBLE AND 
EASY FOR ALL FAMILIES.EASY FOR ALL FAMILIES.

Green parenting is easy:  
it goes hand in hand with 
the health of parents and 

children.

Green parenting is for all:  
it comes in many forms 
through a personalized 

approach

Green parenting is for digital 
natives:

it spreads through online 
engagement and relationships for 

impact in the real world

INVOLVE CUSTOMIZE SIMPLIFY

Visual 30: The personas with their principles 

Creating a full vision is out of the time scope of this 
thesis, since it is still in development by the design 
team at the end of this thesis and will require 
further iterations with the MCC stakeholders. 

Therefore, this initial definition sets a first step 
and stets a spark for inspiration on how a vision 
resolving the dilemma and enabling planet-
centred design could look like. 
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6.2 INSIGHT BOOKLET
To have a strong narrative and deliver the outputs to the business in an 
applicable way, a compact overview of all deliverables in alignment with all the 
stakeholders was created, resulting in the insights booklet of this thesis work. 
This is as follows:  

The whole booklet can be found in appendix C. 

USERUSER

MCC team and MCC Greensquad

AIMAIM

The insight booklet gives access in a compact 
format to the complexity of the system map and 
user research in an actionable and standardised 
format

 All strategic, emerging, adjacent and new areas in 
MCC where sustainability is a crucial element.

RECOMMENDED FORRECOMMENDED FOR

The insight booklet introduces a storytelling map 
and the dilemma, then gives a brief overview on 
the conducted user research and the 10 insight 
cards. Followed by the dilemma model. Eventually 
the vision based on the participatory telling 
workshop is elaborated.

CONTENT OVERVIEWCONTENT OVERVIEW
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THE KEY  THE KEY  POINTSPOINTS

The insight booklet shows the final outcome 
of this thesis, making the dilemma of the 
system map and user insights from the 
qualitative study tangible for the business.

NR. 1
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THE KEY  THE KEY  POINTSPOINTS

The insights booklet contains all three 
deliverables, insight cards, dilemma model 
and vision, in a handy format.

NR. 2

The insights booklet creates a tool for future 
BVPs for MCC, all aligned by a sustainable 
vision.

NR. 3
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The chapter begins with the discussion on the contributions of this 
thesis, including contributions to academia, business and fellow 
designers. It will then be followed by the exploration of the  limitations 
and recommendations of this thesis, again including academia and 
business. Eventually, a personal reflection looks back on the key learning 
from this thesis.   

7. 
THE
CONCLUSION 

7.1 Contributions 

7.2 Limitations 

7.3 Recommendation

7.4 Personal Reflection

CHAPTER OVERVIEW:
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7. 
THE
CONCLUSION 
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7.1 CONTRIBUTIONS
The project track of which this thesis is part of, 
was aiming to develop a roadmap of tangible and 
practical sustainable solutions integrated in the 
MCC portfolio and inspired by a long-term vision.  

To contribute to this aspiration within the thesis, 
the complex topic of sustainable parenthood 
was analysed through system mapping in the 
context of Gaia (Lovelock, 1979), which resulted 
in the identification of the parent’s dilemma 
of wanting to act eco-responsible but being 
immersed in overconsumption triggers. To make 
the complexity of the dilemma comprehensible 
for the stakeholders it got translated into a 
storytelling map (Talgorn & Hendriks, 2021). User 
research was conducted to validate and analyse 
the identified dilemma in depth. This resulted 
in the first crucial contribution of this thesis: 
insight cards, which can be used by the MCC 
stakeholders to develop future BVPs. Further, the 
quotes of the qualitative study have been applied 
in the context of a participatory story building 
workshop to create personas and develop the 
second crucial contribution of this thesis: a 
sustainable future vision for MCC. Eventually 
the insight cards can be mapped down within 
the storytelling map, resulting in the third 
contribution outcome of this thesis: a model 
explaining the dilemma parents face when it 
comes to becoming sustainable and mapping 
the needed insights on resolving this. Visual 31 
gives an overview of the contributions which can 
all be found in the Insight booklet. 

Further contributions of the thesis include co-
creation of the explorative approach of the 
academic methods in a business environment. 
This resulted in the translation of the complexity 
and fuzziness of system mapping into a feasible 
output for the business. This was achieved 
through high stakeholder involvement and the 
combination of user research and storytelling. 
At the end of the thesis, a possible publication 
to make the experiences and the combination of 
approaches accessible to the academic world was 
under discussion.  
￼ Furthermore, the system map’s dilemma was 
identified as a knowledge gap and the exploratory 
user research has a first contribution on gaining a 
better understanding of this, which again opened 
discussions for further academic publications on 
this topic.  

Moreover, the contributions of this thesis also 
have implications for the business of Philips. The 
explorative track of which this thesis is a part 

of, with the goal of developing a systemic and 
sustainable innovation process, got validated. 
This validation is based on the positive responses 
from the MCC stakeholders of the track results 
and upcoming steps from the business based 
on the track. The deliverables of the track will, in 
the following months, be used to develop BVPs 
by the MCC team, resulting in the business value 
of new truly sustainable innovations considering 
the customers and the planet’s needs through a 
combination of systemic analysis, high stakeholder 
involvement and user research.  

Additionally, this thesis aims to contribute to the 
discussion among fellow design colleagues on 
designing within a capitalistic system and utilising 
the design skills to explore new ways to provide 
solutions for a sustainable (planet-centred) future.  

Finally, and even more importantly, this paper 
is bringing hope for the future, the concept of 
sustainability developed over time – conceptional 
and operationalised (Faber et al, 2005). Therefore, 
the angle of this thesis the choice of Gaia for 
inspirations and the choice of the DACH market 
brings a unique perspective for contributing 
to this scientific and political dialogue towards 
further shared interpretations of sustainability.  

Visual 31: Overview of the contributions in the Insight booklet 
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GENERALISABILITY OF THE THESIS GENERALISABILITY OF THE THESIS 
RESULTSRESULTS
The generalisability of the thesis results is beyond the scope of this research 
due to the limited context of Gaia and research participants. Both Gaia 
and research participant limitations have been discussed in detail before. 
However, I hope this study, exploratory by nature, is convincingly enough to 
invite further study and generalisation.

7.2 LIMITATIONS
Limitations of certain approaches of this thesis have been discussed in the 
chapters, such as limitations of Gaia, planet-centred, system mapping and the 
user research. The limitations here aim to discuss the limitations of the thesis 
in general. 

VALIDATION OF VISIONVALIDATION OF VISION
Given the time limitations, it was out of the thesis scope to validate and 
iterate the vision with the parents’ input and business stakeholders in detail. 
Additionally, the operationalisation and financial feasibility of the vision 
were not viable in the time given. The design team has decided to follow up 
on the work contributed by this thesis.

DILEMMA APPLICABILITY FOR DILEMMA APPLICABILITY FOR 
DIFFERENT MARKETSDIFFERENT MARKETS
The dilemma of the system map builds the base and the direction of this 
thesis. However, the dilemma needs further exploration of its applicability 
within different markets and cultures outside of the sustainability-aware, 
educated and a financially stable sample of the DACH market. Nevertheless, 
the thesis has crucial business contributions, considering the DACH market 
has more than a 100million inhabitants and German is the second most 
spoken language in Europe. (O’Neill, 2021).

PERSONAL VALUESPERSONAL VALUES
Sustainability as a topic is so complex, existentially threatening and loaded 
with personal beliefs, that it is difficult to approach it in an unbiased way. It 
is impossible to deny the impact of personal values within this thesis and the 
personal perception of what a sustainable future should look like. However, 
by collaborating and exchanging ideas with other strategists and taking into 
consideration the stakeholders’ input and business needs, the personal bias 
was able to be diluted.
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Reflecting on the recommendations allows us to investigate different 
perspectives. Of course, there is the thesis perspective looking into 
the recommendations for open questions. However, there are some 
recommendations which can be addressed towards the academic world and 
the business of Philips

7.3 RECOMMENDATIONS ON FURTHER EXPLORATION 

THESIS RECOMMENDATIONSTHESIS RECOMMENDATIONS

PROTOTYPING, DEVELOPING AND TESTING
This thesis had a very strong academic and research focus, which was needed to create 
a convincing narrative for the business and a strong foundation for sustainable business 
development. However, prototyping, developing and testing BVPs based on the thesis 
results would have been a required follow-up step, but since the primary restraint of this 
thesis was time, those steps were out of scope. This raises the question to my colleagues 
within Philips: “How to make sure that the research insights are embedded in the business 
and leading to sustainable innovations?”   

Throughout the whole process of this thesis, constant questions, and possibilities to 
deep dive further into various topics and approaches emerged. Since those aspects 
were outside the scope of this thesis, a brief overview of possible extensions of this 
thesis is given. 

DEVELOPMENT OF THE ROADMAP
Projects like this one come with a tremendous amount of tacit knowledge. Therefore, one 
must find a way to convey this tacit knowledge to the business. To convey the knowledge 
within this project, at least one business colleague working closely on the project is 
necessary. In this case, my Philips mentor Elise is the one colleague, who will hopefully 
ensure that a large coverage of the tactic knowledge created during this project is safe 
with her. One crucial step for her, especially considering that the goal of the project track 
is to create a roadmap of tangible and practical sustainable solutions integrated into the 
MCC portfolio, is to develop the roadmap in collaboration with the MCC team. 

QUANTIFYING SUSTAINABLE IMPACT
During meetings with the business and the marketing teams, questions on how to quantify 
and measure sustainable impact were raised. This is a valid query from a business 
perspective in terms of the financial feasibility of sustainable innovation. This raises the 
question: “How do you quantify the sustainable impact and make use of this as a crucial 
argument to convince businesses of the value of sustainable actions?”  
A lot has been written on this matter and diverse methods of quantifying are available. I 
would like to recommend a book by McElroy & van Engelen (2012): Corporate Sustainability 
Management – The Art and Science of Managing Non-Financial Performance. This book 
happens to be a useful tool for businesses committed to improving their sustainability 
performance, including measurement, management, and reporting. This book could be 
utilised to provide satisfying answers to the business on this matter.
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ACADEMIC RECOMMENDATIONSACADEMIC RECOMMENDATIONS

THE DILEMMA IN DIFFERENT CULTURAL 
CONTEXTS

The findings of this thesis bring several implications from an academic point of view, 
particularly about the further research on the system map’s dilemma, such as the 
exploration of the dilemma in other cultural backgrounds like North America, China, 
Eastern Europe etc. This is to overcome the local context and gain an understanding 
of the dilemma and its different manifestations. As a result, it is advisable to design a 
solution that covers the differentiation to a certain degree to achieve a general solution 
to the dilemma.     

The explorative nature of this thesis led to the exploration of multiple academic 
approaches and concepts. However, due to time and scope limitations, the depth is 
lacking. Therefore, academia has the opportunity to explore the premise further in 
depth, which this thesis was not able to do. 

A NEW TERM FOR SUSTAINABILITY?
As already mentioned in the discussion of the term planet-centred, further advancement 
of what is understood by sustainability is needed. Sustainability is a complicated and 
confusing concept. Current confusion surrounding the meaning of sustainability hinders 
its business implementation and makes it difficult to operationalise (Faber et al., 2005). 
Planet-centred is being used as an inspiring narrative to trigger discussions on the 
meaning of sustainability now and in the future. Hoping that by introducing this new 
“wording”, discussion on new desires and mindsets will evolve, sparking ideas for a daring 
sustainable future. However, as discussed before, this term shows limitations and is not 
generalisable. 
The concept of sustainability is developing rapidly over time, same as its operationalisation 
(Faber et al.,2005). Raising the question towards academia instead of introducing a new 
word, more impact might be achieved by developing the current term decade by decade 
and by further exploring the topic not only from a business perspective but from a societal 
one as well. 

BUSINESS FEASIBILITY OF COMPLEX ACADEMIC 
INSIGHTS

This thesis faced the challenges of communicating complex academic approaches, 
such as system mapping, in a business context. This was made feasible by applying the 
Nahman method (n.d) and systemic storytelling (Talgorn & Handriks,2021) as well as due 
to the involvement of the high stakeholders. Academia could further investigate different 
methods to make complex academic insights feasible for businesses.  
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BUSINESS RECOMMENDATIONSBUSINESS RECOMMENDATIONS

SEE THE POTENTIAL TO SCALE THE TRACK TO 
OTHER BUSINESSES

Starting a novel approach required scoping down the focus, as was done in this project. 
This, inevitably, lowers the straightforward generalisability of the outcome. However, the 
process, which delivered the outcome, shows potential to be scalable among different 
businesses of Philips such as Beauty&Grooming. The approach applied in this process 
can be seen as the beginning of a novel way of sustainable innovation, which still needs 
further exploration. Therefore, it needs to be emphasised that one must not overlook the 
potential of this track for other Philips businesses.  

After working with academic methods in a business environment to make the process 
understandable while building on the stakeholder input and dedicating on delivering 
output, which can be implemented by the business, some recommendations can be 
given to the business as well. 

TRUST THE PROCESS
Through the process there were moments where the data seemed incongruous with 
the Philips business context, the system map overwhelming, and the user insights 
untranslatable for the business. However, through close collaboration and open 
communication, the trust and support of the business could be maintained, and the 
process could succeed. Therefore, it needs to be emphasised to trust the fuzzy and 
complex design process, even when sometimes it feels difficult to do so. 

NEVER GIVE UP ON SUSTAINABILITY
Implementing sustainable ambitions into the business can be difficult, complex, 
expensive and financially challenging. Working with the different Philips stakeholders on 
this thesis has shown the high commitment of individuals, the top-down and the bottom-
up interest of the business for more sustainable solutions. Philips has proved to be an 
environment of people with high sustainable aspirations and goals, contributing with all 
they have for a sustainable future.  Therefore, it needs to be emphasised to never give up 
on sustainability despite the difficulties. 
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7.4 FINAL THOUGHTS 
Now that this thesis is coming to an end, I would like to take a moment to reflect on 
this journey and share some final thoughts. I decided to not dedicate this chapter 
to the skills I have gained, although there isn’t a comparable project in my design 
journey so far, which has let me grow and challenged me on a professional level 
as this thesis. However, I would like to dedicate this chapter to some final thoughts 
on the importance of sustainability in my design career.  

I would like to start with my newly gained hope that there is a space and support 
for sustainability in the business and design world. Of course, it is not as 
disruptive and incremental as a person with my views on the topic of capitalism 
and sustainability would like it to be. But the change is there and passionate 
people contributing every day towards a sustainable future are there as well. The 
relevancy of sustainability is growing, business interest is growing, regulations are 
being implemented, and consumers are starting to demand sustainability. Seeing 
this gave me the motivation even during the challenging and draining moments of 
this thesis.  
Furthermore, writing a thesis during exceptional times, such as the global 
pandemic and periods of war, felt wrong, inappropriate and ridiculous. I can say 
with certainty that if this thesis wasn’t dedicated to sustainability and providing 
me with a feeling of contribution to a better world, it would have been impossible 
for me to continue working. Many questions were raised and forced me to re-
evaluate what I considered important in so many aspects of my life and career. I 
believe this helped me to see clearly how important meaning in work is for me and 
made me understand how much I aspire to dedicate my work to a better future. 
However, this also pushed me to understand that I am limited in so many ways, 
and I can’t dedicate myself to every problem in this world for obvious reasons. This 
confirms that I must dedicate my career to the topic of sustainability or as people 
say: Choose your battles wisely. 
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“THE FUTURE “THE FUTURE 
EMERGES EMERGES 

DIRECTLY FROM DIRECTLY FROM 
THE THE 

OBJECTS WE OBJECTS WE 
DESIGN.”DESIGN.”

Morton (2018)
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 I would like to add that more 
than more from the objects, 
the future emerges from the 

mindset and the systems 
which we are surrounded 
with and which we shape 

though design.
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DEEP DIVE
COMMUNICATION AND 
BUSINESS INVOLVEMENT 
IN THE SYSTEM MAP 
Looking back at the origins of system maps, the 
founding father of System Dynamics, Jay Forrester 
from MIT (Forrester a, 1971), argues that people 
understand and know intuitively where leverage 
points exist. However, he and Donella Meadows 
observed in their work that although people can 
identify crucial leverage points intuitively, their 
actions are counterproductive. Meadow describes 
the phenomenon as backward intuition and 
Forrester as counterintuitive (Meadows, 2012). 
One classic example of backwards intuition is the 
world model of Forrester (Forrester b, 1971). This 
system map, requested by the Club of Rome, show 
the relationship between major global problems 
(hunger, poverty, unemployment, environmental 
destruction etc.) and their potential solution. 
Forrester used a computer model to identify 
growth as the one clear leverage point. Growth, 
especially economic growth, is already identified 
and pushed by the world leaders as the answer 
to the problems addressed. However, it is being 

pushed in the wrong direction, because an 
increased economic growth is not the answer. A 
different kind of growth, such as slower growth, 
no growth or negative growth, is. Simply put, by 
wanting to solve the major global problems by 
economic growth, we increase them. Coming 
back to the leverage points not being intuitive or 
they will be used backwards and worsening the 
problem they are trying to solve (Meadows, 2012; 
Forrester a, 1971). Which results in the challenge 
of communicating leverage points when the map is 
not being studied for excessive time. Outstanders 
(in this case the stakeholders within Philips) might 
be having a challenging time understanding the 
leverage points and might experience conflicts 
with their own intuition. 

The stakeholders participated in the following 
ways:   

To communicate the system map to other stakeholders, who were not part of 
the collaborative process, system storytelling (Talgorn & Hendriks, 2021) was 
applied. 

EXPERT INTERVIEWS OF EXPERT INTERVIEWS OF 
STAKEHOLDERSSTAKEHOLDERS

REGULAR MEETINGS FOR UPDATES REGULAR MEETINGS FOR UPDATES 
AND INPUTAND INPUT

MINI-MAPPING MINI-MAPPING 
WORKSHOPWORKSHOP
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DEEP DIVE
INSIGHTS GATHERING 
INTERNAL PHILIPS KNOWLEDGE 
Philips as a large research and innovation 
corporation offers two distinct types of data. These 
are industry insights through internal documents 
(hard data) and expert insights (expert opinions). 

To gather the internal Philips knowledge, an 
overview of all the relevant internal documents 
were created by contacting the stakeholders from 
the MMC business as well as from the marketing 
and the design research teams. One crucial goal 
of this was not only to gather documents, but 
also to get referrals for other experts to acquire 
further needed knowledge and other valuable 
documents. Eventually, reaching out to the experts 
also gave the opportunity to better understand 
their area of expertise and gain an overview of 
potential interview candidates. This process of 
connecting resulted in sixteen internal documents. 
Simultaneously to the document collection, six 
expert interviews were conducted. 

Summary of the project-relevant insights from 
the Philips internal expert interviews: 

Interview 1: Material expert from MCC 

The interviewee was positive about 
consumer involvement because materials 
alone cannot solve sustainability problems. 
Our work can contribute to her work in the 
most effective way by tackling sustainability 
in a joint effort as company and user. 

There is a lot of confusion from the 
consumer perspective when it comes to 
sustainable materials. They do not know 
what is right and see sustainability as a 
difficult and overwhelming topic. Consumers 
mainly see sustainability as being plastic 
free and reducing single use products, and 
fail to consider durables and multiple use 
products. A demystification of knowledge of 
the customer is necessary. 

Big learning is that Philips not only explores 
mechanical way of recycling but also 
chemical recycling, opening a range of 
opportunities for the business. The big 
advantage in chemical recycling lies in the 
fact that it enables plastic to maintain its 

quality for reuse and circulation. Further it 
is safe for food packaging and has the same 
characteristics as new plastic, therefore, 
offering the same convenience.  

Interview 2: R&D expert for understanding the 
business perspective of MCC  

In this interview one perspective for a 
sustainable future saw Philips become more 
than a maker/producer. Philips should be 
embedded in an ecosystem of partners and 
there is a need of rethinking the current 
supply chain. This offers opportunities for 
new business models and strong reverse 
logistics. 

Sustainability is not only up to Philips and 
collaboration with others is necessary.  

A strong sustainable business opportunity 
would be that the user shifts from a 
transactional ownership to a temporary 
ownership. 

Sustainability can be used as a differentiator 
and enabler on the market. 

There is ambiguity on the definition of 
shared sustainable responsibility between a 
company and a consumer. 

Sustainability within Philips has a stronger 
impact if it happens both ways, top-down 
and bottom-up. Top-down ESG goals are in 
place and MCC has top-down KPIs defined 
as well. Partnerships should be enabled top-
down but concrete activation should happen 
bottom-up. This project is currently bottom-
up as it is initiated by us.. 
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Interview Nr 3.: PH expert for sustainability

  
The key narrative is of the sustainable 
narrative playbook is: USE LESS, REUSE 
MORE. This is a solid base for the first and 
second horizons since it has a clear product 
focus for sustainable development in the 
closer future. This narrative offers Philips to 
build a strong sustainable company to later 
leverage its expertise to create ecosystems 
and collaborations. Furthermore, this 
establishes opportunities to build on 
strategies for enhanced sustainable 
consumer empowerment through 
involvement and co-responsibility.

Communication with Gen Z needs clear 
numbers and facts. The data should be 
reliable and tangible to have a strong impact 
on Gen Z. Furthermore, sustainability 
should be the main message. Gen Z also 
expects transparency from brands during 
communication and dislikes greenwashing. 
As such, they are willing to pay more for true 
sustainability. 

Sustainability is defined by three main 
aspects:  
1. refurbishment, 
2. recycled materials, 
3. energy efficiency. 

Philips aims to have a strong sustainable 
narrative and positioning against 
greenwashing. This is not only crucial to have 
a true sustainable impact but also aligns with 
the consumers’ belief and builds a strong 
trusting relationship amid increasing criticism 
against greenwashing. Furthermore, this 
offers a strong differentiation from current 
competitors which have shown to practice 
greenwashing. 

Interview Nr 3.: Group Sustainability leader 

There is currently a good momentum for our 
work, since Gen Z is a promising upcoming 
sustainability generation. Additionally, due 
to the emotions towards the child, MCC is a 
strong target group (work with the connection 
between kid and planet). Furthermore, it 
is THE product group where consumers 
need products for a short amount of time – 
consumers go every 3 months to Prenatal to 
buy the whole package). 

We were encouraged to think outside the 
box in the MCC to make sustainability viable 
even after the baby becomes older than two 
years. Therefore, we had to think about the 
long-term impact of behaviour change. 

Summary of the project-relevant insights 
from the Philips internal documents: 

The reports on consumers show a large 
variety and definitions of potential target 
groups within the DACH market to focus on. 

Philips aims to grow its knowledge and 
expertise in sustainability, resulting in crucial 
initial research of this topic within the IVP 
reports regarding young parents. However, 
there is still room to explore the consumers’ 
sustainable perspective. 
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EXTERNAL DESK RESEARCH 
 
External desk research was conducted alongside 
the internal research with the goal of discovering 
new insights and gaining fresh perspectives. To 
do so, the PESTEL analysis (Pestelanalysis, 2020) 
was applied, within the system boundaries, on 
the three project-relevant general trends – Gen Z, 
Parenthood and Life after Covid. In the External 
Desk Research, 70+ documents, comprising 
scientific articles, trend reports and blogs, were 
reviewed. The table of documents can be found 
in the Appendix. The PESTEL analysis began with 
an alignment session on the topic in each PESTEL 
section. 

This was followed by the regular iteration moments 
to discuss the gathered information and identify 
potential gaps. This, however, resulted in a lack of 
in-depth data on the following 3 topics

•	 Empowerment of the Individual  

•	 Social Media and Gen Z  

•	 Upcoming EU policies regarding 
sustainability 

This resulted in another insight gathering step for 
those missing topics. 

DEEP DIVE
MINI-MAPPING 
WORKSHOP 
PREPARATION 
Creating insight cards, planning a moment for the 
workshop with all relevant stakeholders, setting up 
the Miro board for the workshop and creating four 
Mini-Maps were the main preparation activities. 

The decision to prepare four Mini-Maps was a 
result of the high number of insight cards and the 
limited amount of time the stakeholders had for 
the workshop. To ensure quality work from the 
stakeholders without overloading them with work 
during the workshop, the following four insight 
cards were chosen for the preparation:   

•	 DEMOCRATIZATION ON HEALTHCARE  

•	 EU SUSTAINABLE REGULATIONS  

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

•	 PHILIPS POSITIONING & STRATEGY 
TOWARDS SUSTAINABILITY 

Setup and Conduction 
The workshop had a co-creative format with five 
stakeholders. The stakeholders were split into 
four groups with one facilitator each. To balance 
out the different length of the insight cards, group 
1 and 2 got three longer insight cards and Group 3 
and 4 got four shorter insight cards. All the groups 
had three hours to create their Mini-Maps. The 
results can be seen in visual 1. 
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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.

GEN Z AND 
THEIR 
SUSTAINABLE 
ATTITUDE

SUSTAINABILITY 
COMMUNICATION, 
BRANDING AND 
MARKETING

GEN Z and WELL- BEING

GEN Z and MENTAL 
HEALTH

GEN Z DIGITIZATION AND 
HEALTH

Confidential Confidential

Confidential
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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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lifestyle

(improved) 
data sharing

connection 
between 

physician/pr
oviders with 

patients

capability of 
treating 

underlying 
health issues

racial equity
governance of 
marginalized 
communities

patient 
engagement

adherence to 
lifestyle 

choices and 
preventative 

care 

collaboration 
HC provider 
& insurance 

company

new 
interaction 
technolgies

remote 
accessibility 
to diagnosis 

tools (for less 
trained 

remote 
prenatal care

in- office 
visits for 
pregnant 
woman

Risk of 
infection

ease 
monitoring 

sick children

pediatric 
telehealth

acceptance 
of virtual 

technology

teleteherapy 
& 

telepsychiatr
y

use and 
availability 

of 
telemedicine

Covid-19 
Pandemic

feeling of 
responsibility of 

mothers

amount of 
time in 

domestic 
work

mental load 
(pressure)

mothers 
ability to 

pursue paid 
employment

exhaustion
probability 

frequent 
burnouts

quality of 
health

sleep quality 

healthy 
eating

physical 
exercise

stress 
management

meditation

healthy 
feeling

self- esteem

Thriving of 
Gen Z

Interacting 
with a brand 

use of 
gamification 

elements

organic 
content

perception of 
looking good

shopping 
inspiration

introduction 
of new tech 

(mirror 
world, cloud, 
digital twin)

authenticity 
of brand

resonance of 
traditional HC 
with holistic 

view of health

Blending of 
physical and 

digital 
worlds

relaxation of 
consumer

cheering up 
of consumer

Time spend 
connecting 
with people 

online

fun digital 
community 
experience

self- 
empowerene
nt and pro- 
activity on 

health

Feeling of 
loneliness

tolerance of 
inequalities 

between 
husband/wif

e

use of live 
streaming 
broadcasts 
(of brand)

deviate from 
the gender 

norm (gender 
equality)

priority of 
spending 
time with 

their family

engage in 
family 

activities

arrival of a 
child

financial 
pressure

 work and 
focus on 
health 

management

standards and 
expectations 

in health 
management

alignment of 
daily behavior 

with 
expectations

change 
parental 
policies

traditional 
male 

breadwinner 
model

preference for 
telemedecine 
to traditional 

in- person 
visits

preference for 
social media 
and network 
for info than 
traditional 

pandemic

balance of 
time spend 

online/offline 
with other 

people

use of fitness 
apps and 
tracking 

wearables

feeling of 
control of 

body image 
(girls)

guilt 
associated 
with eating 

(girls)

use of online 
workout 

community

muscle mass 
(boy)

athletic 
performance 

(boy)

Customer's 
engagement 

with to brand

popularity of 
haaling 
crystals, 

mindfulness, 
astrology

connection 
to 

influencers/i
nnovators/ 

online 

time to 
socialize 

use of online 
platform 
(Youtube, 

insta, 
snapshap)

balance in 
physical, 
mental, 

emotional 
wellness and 

Time spend 
connecting 
with people 

offlinespirituality Alignment of GenZ 
and Brand on 

purpose, value & 
mission 

support in 
achieving 
personal 

goals by the 
brand

priority in 
protecting 

environment and 
combating climate 
change (of GenZ)

(use of) 
sustainabilit

y- targeted 
marketing by 

brands

proactivity in 
mental 
health 

management

Greenwashin
g

stress 
management

amount of 
stress and 

anxiety

willingness 
to cover up 

past 
(harmful) 

actions

possibility of 
charging 

higher 
product price

use of 
traditional 

health 
support

mothers 
expectations

feelings of 
guilt and 

failure

socially 
constructed 

image of 
mothers (has 

it all)
self- imposed

pressure

pressure 
from their 
partners

physical 
problems

information
about loss of 

libido

use of 
alternative 

health 
support

psychosocial 
problems

loss of libido

disappointment 
and concern 
after birth

confusion (vs 
information) on 

how to 
purchase 

sustainable 
products

unclarity in 
regulations 

around 
sustainable 
materials

feeling of 
little control 

over the 
world 

problems

pandemic

unclarity of 
proofpoints 

of 
sustainabilit

y (impact, 

difficulty and 
overwhelmingness 

of topic (e.g. what is 
sustainable 

material)

frustration 
of consumer

difficulty in 
being ethical 

parent

use of 
mindfulness 

and 
meditation 

apps

climate 
change

management 
of changes

help to the 
woman with 

sexuality

help to 
couples 

navigate the 
adjustment

fears about 
uncertain 

future 

drive for 
investigation 

(Gen Z)

value of 
craftmanship 

and 
expertise

feeling of 
responsabilit

y over the 
world 

problems
need for brands to 
communicate on 
production and 

development 
processes ("behind 

the scenes")

financial 
insecurity

mental 
resilience

honesty to 
oneself

Trust of the 
consumer

openness to 
talking  bout 
ones mental 

health

Brand loyalty

destigmantiz
ation of 
mental 
health

Consumers 
feeling part 

of the 
change

Consumer 
advocacy for 

brand

sharing 
about one's 

mental 
health on 

socials

looking for 
advice about 

mental 
health on 

socials

active 
involvement of 

consumer 
(ideas, feedback 
etc) vs passive 

treatment

parents' help 
on children 
stress and 

mental 
health

pressure to 
be perfect 
fueled by 

socials

use of apps 
for children 

mental health 
management

weight issues

skepticism of 
Gen Z

Concern 
about 

climate 
change (of 

Gen Z)

Gen Z believe in the 
possibilities for an 

individual to make a 
difference

willingness 
to pay more 

for 
sustainable 

product

(Gen Zs) 
attribution 
of climate 
change to 

human 

authenticity 
in marketing 

and brand 
communicati

ons

Mindset shift 
From 

permanent 
to temporary 

ownership

No waste 
mindset 

/willingness 
to reuse 

social 
isolation

desire to 
become 
a'green 
parent'

number of 
children

Choice for 
specific 
brand

wealth level 
of the 

country

realness of 
environment
al benefits / 
structural 
solutions

self- 
expression

open- 
mindedness

personal 
development

of parents

preference 
for inclusive 
brand voice

taking control 
own and their 
family's well- 

being

diversity in 
race, gender, 

sexuality...

importance 
of teaching 

empathy

resistance to 
restrictive 

labels

adoption of 
existing 

environment- 
proof solutions 

(i.e. cloath 
diapers)

preference 
for gender- 

neutral 
brand voices

preference for 
solutions 

understanding 
the needs of the 

whole 
individual

recommenda
tions from 

social media 
feeds

baby- led 
parenting

pandemic

climate 
anxiety

new
sustainable 
solutions / 

innovations (i.e. 
biodegradable 

diapers))

wealth level 
of the 

parents

Traditional 
retailers 

shift towards 
resell market

peer 
influencers

parenting 
purchase 

decisions for 
a specific 

brand

consideratio
n of not 
having 

children

environment
al footprint/ 

negative 
impact level 

per capita

covid 
duration  

inclusiveness 
of approach 

to identity as 
parent and 
individual 

appetite for 
innovation of 

consumers

Apps and 
wearables 

part of daily 
rituals

Health 
monitoring 

and self- 
tracking

Fitness 
tracking

Social media 
use tracking

Water intake 
tracking

Sleep tracking

Mental and 
emotional 

state tracking

Advances in 
unobtrusive 

sensing 
(camera, 

wearables)

Need for 
digital detox

Amount of 
analog 

interactions

Development 
of apps that 

encourage to 
put the phone 

down

Feeling of 
being in a 

group

Pandemic
Time spent on 
social media

Advances in 
empathic and 
personalized 

digital assistants 
/ avatars

Amount of 
video calling

E- commerce

Natural 
interactions 

away from the 
classical 
screen

Feeling of 
being 

supported by 
other people

Digital life 
interactions 

without 
database to 

scroll through

Live 
broadcasts

Avatars as new 
health 

companion

climate 
crises 

awareness & 
space to 

experiment

positioning on 
issues like 

LGBTQ rights, 
racial bias and 

inequality

education on 
sustainable 

impact 
(products, 
recycling & 

waste)

mental and 
well being 

Gen Z 
preference 

for brick and 
mortar 
stores

value of 
seeing and 

touching the 
product

negativity of 
view on 

supermarket 
and big 

business

GenZ choice 
for 

ecofriendly 
packaging

difficulty to 
find eco- 
friendly 

packaging

(unrealistic) 
expectations for a 
serious and happy 

(romantic) 
relationship

age of 
parents

fluidity in 
gender, 

sexuality, 
personal 
brand...

consumption 
and use of 

animal based 
products

Environmental 
impact of food 

production

duration of 
breast- 
feeding

physical 
closeness 
with baby 

amount of 
co- sleeping 
with baby

emotional 
sensitivity 

and 
availability 

for baby

stress coping 
of baby

emotional 
resilience of 

baby

confidence 
level of baby

cognitive 
development 

of baby

respect and 
transparency 

for child

consulation 
of kids for 

choices

Environmental 
impact of food 

production

sterilization 
of baby 

products

food circular 
ecnonomy 

(localised, bio- 
based, 

regenative food 
production)

healthiness 
of food

convenience 
of food

transparency 
about food 
ingredients, 
sourcing and 

package

level of 
porcessing of 

food and 
beverages

food 
purchase 
decisions

adoption of 
high- protein, 
low- carb diet

adoption of 
plant- based 

diet

adoption of 
sugar- 

reduced diet

health 
concerns/iss

ues

environment
al concerns

nutritional 
deficit

distrust 
towards 

pediatricians

materal BMI 
(obese 

woman)

Pediatrician’s 
knowledge of 
a vegan diet

alternative 
source of 

information 
on vegan diet

prenatal 
risks 

confusion 
about what 

to eat

mothers age

amount of 
fad diets on 

socials

complicated 
pregnancy 

and delivery

knowledge 
on healthy 

plant- based 
diet

Breast 
feeding

protection and 
better health 

for mother and 
babay

Connection 
between 

mother and 
child

hassle of bottle 
preparation 

concern of 
children's 

future

change in 
relationship 
models from 

other 
generations

involvement 
in online 

dating

expanding 
lgbt+ 

community

overconsum
ption

movement 
outside cities

travel

sustainable 
food

covid impact

fairness of 
price of 

products

Motivation 
for 2nd hand 
consumption

gratification 
of finding 
fair price

desire of 
parents for 

originality/u
niqueness

nostalgic 
pleasure of 

finding 
vintage 

products

drive to save 
money

Eagerness to 
help other 
children / 
parents 

negativity of 
the 

perception of 
beeing a 

green parent

hygiene / 
safety

cconcern

eagerness 
for 

new items

engagement 
with parent 

networks

favor 
sustainabilit
y over price

favor 
experience 

over 
possesions

consumerism

preference 
for rental 

and sharing 
vs. 

ownership 

trust in 
influencers 
on choices 
and sales

Disruption 
retail/middle 

man 

Ethical Price 
understandi

ng / focus 

confidence & 
perspectives

effect on 
mental 
health

activism 
level towards 
governement

interest in 
financial 
planning

internet 
access and 
digital as 
source of 

knowledge 

financial 
knowledge of 

parents

feeling of 
financial 

responsibility 
(individual)

conservative 
attitude to 

money 
(saving 
money)

new 
approach/ 

flexibility on 
self- 

education 

GEN Z and Money

financial 
independence 

as priority

owning a 
house at an 

early age

historical socio- 
economic 

observation 
(lookin at 
parents' 

mistakes)

challenge in 
finding a job

covid 
duration

health & 
wellbeing 
priority

focus on 
natural & 
healthy

willingness to 
pay premium 

for health 
boost, natural 
& sustainable 

job 
perception 

as income vs. 
meaning / 
purpose 

adaptability 
to covid in 
work and 

living

financial 
security level

nr of children 

quality of 
working 

from home 
conditions

awareness & 
support of 
new social 

equality
solutions

active 
participation 
and adoptoin 

of social 
change

BalancingAmplifying

Feel free to copy paste

variable

variable

variable

variable

variable variable

variable variable

depression

Customer's 
receptiveness 

to brand

priority in 
protecting 

environment and 
combating climate 
change (of brand)

transparency 
on 

sustainability 
data

Showing humanity 
(the losses, the 
mistakes and 

learnings)

connect with 
dotted line to 
wanting to be 

less digital?

committed 
to no 

commitment 

Time spend 
connecting 
with people 

online

believe in 
more then 

one 
soulmate

goal of financial 
stability and 

financial 
independence 

before marrying 
and having kids

rate of 
divorce and
unmarried 

couples 

 getting 
ghosted or 
ghosting 
someone

social media 
and internet 

usage 

post 
marriage 
equality

time/effort 
involved to 
be  a green 

parent

money spent 
to be  a 

green parent

(domestic 
violence)

climate crisis 
and 

environment
al awareness

Idealization 
of 

relationships

NEW BUSINESS MODELS IN 
THE SHARING ECONOMY

ENVIRONMENTAL 
FOOTPRINT OF FAMILIES

EU SUSTAINABLE 
REGULATIONS

DEMOCRATIZATION ON 
HEALTHCARE

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

PHILIPS POSITIONING & 
STRATEGY TOWARDS 
SUSTAINABILITY

FOOD and DIET FOR 
PARENTS AND BABIES incl. 
BREASTFEEDING

GEN Z AS PARENTS

POSTPARTUM SEXUAL LIFE

GENDER ROLES and 
WORKLIFE IN NEW 
FAMILIES

GEN Z ONLINE BEHAVIOR

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.

GEN Z AND 
THEIR 
SUSTAINABLE 
ATTITUDE

SUSTAINABILITY 
COMMUNICATION, 
BRANDING AND 
MARKETING

GEN Z and WELL- BEING

GEN Z and MENTAL 
HEALTH

GEN Z DIGITIZATION AND 
HEALTH

Confidential Confidential

Confidential
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DEEP DIVE
CLEAN UP AND 
CONNECTION 
CLEAN UP AND CONNECTION  
As an initial activity, the Mini-Maps were rearranged 
according to the similar and overlaying topics 
in the new Miro board. Next to the variables, 
which were double, got merged into one variable, 
resulting in new connections between Mini-Maps. 
This was an expected occurrence since the insight 
cards had some overlaying topics, and, therefore, 
the same variable can appear multiple times. Once 
all the double variables were identified, variables 
were shifted, and initial groups of variables were 
formed. For orientation and readability of the 
map, the variable groups were named to match 
the topic they represented. In total, the system 
map showed 13 variable groups (Visual 4). 

Further, the topic of COVID showed such an 
incremental and overarching effect on multiple 
variables that the decision was made to incorporate 
COVID’s impact as a red circle on the effected 
variables rather than making it a variable itself. 
This enhances readability and understanding 
of the system map. To further increase the map 
arrows’ readability, they were changed to dark 
blue. These arrows are less relevant to the system 
map and the change of colour reduces the contrast 
to the background, making those connections less 
prominent while allowing the relevant arrows to 
stand out more. 

DEEP DIVE
LEVERAGE POINTS 
IDENTIFICATION 
LOOPS IDENTIFIED 
The system map occasionally shows two variables 
which have a reinforcing or balancing relationship 
(visual 2) and are considered part of the loops. 
Lastly, contradicting variables were identified. 
Contradicting loops have one variable, which 
causes two opposite effects (visual 3). 

Visual 2.Visual of the two variables 

LEVERAGE POINTS VERIFICATION 
THOUGH STAKEHOLDER 

Leverage points verification through stakeholders 
is avoiding a subjective outcome and insures to 
reduce the chance of aspects from being missed 
out. Additionally, the main leverage points and 

++

++

++

--

--

--

--

--

++

++

++

--

Reinforcing loops
R means reinforcing (i.e., the causal relationships 
within the loop create exponential growth or 
collapse).

Balancing loops
B means balancing ( i.e., the causal influences 
in the loop keep things in equilibrium, or in 
balance.)

RR RR

BB BB

--

--

++

++

++

--

Visual 3.Visual of contradicting loop 

Contradicting loops
Contradiction or trade-off  (one cause gives 2 
opposite effects)
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Wealth level of the 
country

mental load 
of mothers 
(pressure)

use of 
Health&Well
being+ app

preference 
for inclusive 
brand voice

Use of online platform and 
socials (Youtube, insta, 

snapshap)

sleep quality

Physical exercise

resonance of 
traditional 

HC with 
holistic view 

of health

Self- empowerenent, self- 
management, pro- 

activity and focus on 
health

standards and 
expectations 

in health 
management

preference for 
telemedecine 
to traditional 

in- person 
visits

preference 
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, 
astrology, 

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 

confidence 
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

parents' help 
on children 
stress 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- tracking 

(mental, sleep, 
fitness, food&water, 
social media use...)

Feeling of 
being 

supported by 
other people

Advances in 
empathic and 
personalized 

digital 
assistants

Use of 
avatars as 
new health 
companion

use of 
gamification 

elements

fun digital 
community 
experience

use of live 
streaming 

broadcasts (of 
brand)

Interaction with trusted 
(peer) influencers on choices 

and sales

Alignment of 
GenZ and 
Brand on 
purpose, 
value & 

Confusion (vs 
information) on how to 
purchase sustainable 

products

unclarity in 
regulations 

around 
sustainable 
materials

unclarity of 
proofpoints of 
sustainability 

(impact, 
durability, 
safety...)

difficulty and 
overwhelming
ness of topic 
(e.g. what is 
sustainable 

value of 
craftmanship 
and expertise

need for 
brands to 

communicat
e on 

production 

trust 
relationship 

with 
customers

Consumer 
advocacy for 

brand

active 
involvement 
of consumer 

(ideas, 
feedback etc) 

Skepticism 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 

(products, 
recycling & waste)

Gen Z 
preference for 

brick and 
mortar stores

consumers' 
demand/choice 
for ecofriendly 

packaging

transparency 
on 

sustainabilit
y data

Showing 
humanity (the 

losses, the 
mistakes and 

learnings)

Self- expression (honesty 
to oneself)

Open- mindedness

importance of 
teaching 
empathy

preference 
for gender- 

neutral 
brand voices

preference for 
solutions 

understandin
g the needs of 

the whole 

Baby- led parenting

Parenting purchase 
decisions for a specific 

brand

inclusiveness 
of approach 
to identity as 
parent and 
individualpositioning 

on issues like 
LGBTQ 

rights, racial 
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

confidence 
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 

believe in 
more then 

one 
soulmate

goal of 
financial 

stability and 
financial 

independence 

rate of 
divorce 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 employment

exhaustion

probability 
frequent 
burnouts

tolerance of 
inequalities 

between 
husband/wif

e

deviate from 
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

traditional 
male 

breadwinner 
model

Mindset shift 
From 

permanent to 
temporary 
ownership

No waste 
mindset 

/willingness 
to reuse 

Traditional 
retailers shift 
towards resell 

market

Motivation for 2nd hand 
consumption

gratification of 
finding fair 

price

desire of 
parents for 

originality/uni
queness

drive to save 
money

Eagerness to 
help other 
children / 
parents 

Attractiveness of being 
a green parent

(time and effort)

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 money (saving 

money)

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 covid in 
work and 

living

quality of 
working from 

home 
conditions

awareness & 
support of 
new social 

equality
solutions

participation 
and activism 

towards social 
change

Mothers expectationssocially 
constructed 

image of 
GenZ (has it 

all)

self- imposed
pressure

pressure from 
their partners

physical 
problems

postpatrum

information
about loss of 

libido

Loss of libido

disappointm
ent and 

concern after 
birth

management 
of changes 
linked to 

parenthood

help to the 
woman with 

sexuality

management 
of couple 

relationship 

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 deficit

distrust 
towards 

pediatricians

materal BMI 
(obese 

woman)

Pediatrician’s 
knowledge of 
a vegan diet

alternative 
source of 

information 
on vegan diet

confusion 
about what to 

eat

amount of fad 
diets on 
socials

complication 
in pregnancy 
and delivery

Consumers knowledge on 
healthy plant- based diet

Breast feeding

protection 
and better 
health for 

mother and 
baby

Connection 
between 

mother and 
child

hassle of 
bottle 

preparation

realness of 
environmenta

l benefits / 
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 
definition

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 circular 

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 
control own 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

adherence to 
lifestyle 

choices and 
preventative 

care 

collaboration 
HC provider & 

insurance 
company

new 
interaction 
technolgies

remote 
accessibility 
to diagnosis 

tools (for 
less trained 

remote 
prenatal 

care

in- office 
visits for 
pregnant 
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 
receptivenes

s to brand

organic 
content

willingness 
of brands to 

cover up past 
(harmful) 

actions

Concern / awareness 
about climate change

Prioritization of actions 
to protect environment 

and fight climate change 
(of GenZ)

Greenwashing

recommendat
ions for 

purchasing 
from social 

media feeds 

Health care 
democratizati

on

racial equity

Desire to become a 
green parent

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, 
sexuality, personal 

brand...

feeling of 
control of 

body image 
(girls)

emotional 
resilience of 

baby

duration of 
breast- feeding

Challenge in finding a 
job

Number of children

Adoption of existing 
environment- proof 
solutions (i.e. cloath 

diapers)

appetite for 
innovation of 

consumers

new
sustainable 
solutions / 

innovations 
(i.e. 

meditation

Mental health and stress 
active management

negativity of 
perception of 

easiness of 
being a green 

parents

nostalgic 
pleasure of 

finding 
vintage 

products

Feeling of 
being in a 

group

Consumers 
feeling part 

of the change

authenticity of 
brand

Digital life 
interactions 

without database 
to scroll through

Need for 
digital detox

Amount of 
analog 

interactions

Development 
of apps that 

encourage to 
put the 

phone down

Development 
of natural 

interactions 
tech (away 

from screen) 

Time spend 
connecting 
with people 

online vs 
offline

introduction 
of new tech 

(mirror world, 
cloud, digital 

twin)

Blending of 
physical and 
digital worlds

value of 
seeing and 

touching the 
product

relaxation of 
consumer

E- commerce

consideration 
of not having 

children

possibility of 
charging 
higher 

product price

psychosocial 
problems

postpatrum

drive for 
investigation 

(Gen Z)

frustration of 
consumer

Internet access and digital 
as source of knowledge

FOOD

FITNESS

NEW HEALTHCARE SERVICES

Philips stand 
on science- 

based 
healthcare

MOTHERHOOD

MENTAL HEALTH

PARENTHOOD, RELATIONSHIPS, EMOTIONS

likelihood of 
promotion

INTERACTION WITH BRAND

SUSTAINABILITY MARKETING

SECOND- HAND AND RENTING

DIGITAL ATTITUDE

ANXIETY AND STRESS
Self- esteem

Focus and responsibility 
over personal finances 

Difficulty to find eco- 
friendly packaging

(use of) 
sustainability- 

targeted 
marketing by 

brands

balance in physical, mental, 
emotional wellness and 

health (feeling and looking 
good)

mental 
resilience

feelings of 
guilt and 

failure

teleteherapy 
& 

telepsychiatry

cheering up of 
consumer

Environmental footprint/ 
negative impact level per 

capita

Amount of stress and 
anxiety and depression

Financial security level

WEALTH AND FINANCES

Motivation for rental and 
sharing vs. ownership 

negativity of view 
on supermarket 
and big business

Customer's engagement 
and interaction with  

brand

Brand loyalty

Wealth level of the parents

Diversity in race, gender, 
sexuality...

variable variable

use of online 
platform and 

socials 
(Youtube, insta, 

snapshap)

variable impacted by COVID

variable
Big Variable =

Leverage point

variable variable

rationale why 
we highlighted

analytical 
highlight

Intuitive and value based
highlights

Logic based loops

Balancing

Amplifying

PHILIPS

Confidential

the core engine were worked out in collaboration 
during this process. The stakeholders were 
guided through the general map, main variables, 
and leverage points. Once an overview and 
general understanding were ensured and all the 
questions answered, a power dotting exercise was 
conducted. The stakeholders received a leverage 
points overview and got five stars in an assigned 
individual colour. The stars were placed according 
to their judgement on the following question:    

“What topics (loops or individual 
variables) are worth exploring?”  

To simplify the language and reduce confusion 
due to the terminology, the word “leverage point” 
was replaced by the word “topic”. It was up to the 

Visual 4.Visual of the Leverage 

stakeholders to place the stars as they saw fit. 
They could either put one star per topic or multiple 
stars on a topic that they saw as crucial. The 
exercise lasted 10 minutes, and the stakeholders 
were asked to give a brief reasoning for their star 
placement (Visual 4). In total, 7 stakeholders were 
involved in this verification step and it resulted in 
two core loops with the highest ranking:  

“holistic (mental) health resulting in self-
empowerment (+) and high expectations 
(-)” 

 “confusion about how to be sustainable 
and sustainable information sources” 
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Leverage points verification though Meadows

The final leverage points can be found in the following overview: 

Constants, parameters, numbers (such as 
subsidies, taxes, standards).

The sizes of buffers and other stabilizing 
stocks, relative to their flows.

The structure of material stocks and flows 
(such as transport networks, population 

age structures).

The lengths of delays, relative to the rate 
of system change.

The strength of negative feedback loops, 
relative to the impacts they are trying to 

correct against.

The gain around driving positive feedback 
loops.

The structure of information flows 
(who does and does not have access to 

information).

PLACES TO INTERVENE 
IN A SYSTEM ACCORDING

TO MEADOWS (2012)
Parameters:
Parameters refers to the numbers that determine 
the discrepancy of variables (Meadows, 2012). In 
the system, different parameters were identified 
as variables or as leverage points (e.g., material, 
BMI, wealth of the country), which can be solitary 
or part of a loop. 

Buffers: 
Not found on the map 

Material stocks and flows: 
The main identification was based on tangible 
aspects such as materials within existing 
structures and products (Meadows, 2012). This 
resulted in variables (e.g., medical grade plastic) 
but no prioritised leverage points.

Length of delays, relative to the rate of system 
changes: 
The identification of these leverage points was 
based on the effect of information, which was 
received too fast or too late, which can cause 
over/underreaction or oscillations (Meadows, 
2012). With this under consideration, variables 
(e.g., Philips internal process) and leverage points 
(e.g., Greenwashing and confusion of consumers 
to purchase sustainable products) were found. 

Balancing loops: 
The causal influences in the loop keep things in 
equilibrium, or in balance (Rushing, 2012). 

Reinforcing loops: 
Reinforcing loops are loops in which the causal 
relationships of the variables create exponential 
growth or collapse. (Rushing, 2012) 

Structure of information flow: 
Information flow is considered a loop when it 
delivers new information. This is an especially 
powerful leverage point in terms of creating impact 
since it is easier to change information flows than 
the whole structure of the system (Meadows, 
2012). This matches the two selected core loops 
based on stakeholder input: “holistic (mental) 
health resulting in self-empowerment (+) and high 
expectations (-) “ and “confusion about how to be 
sustainable and sustainable information sources”  
sustainable information sources”  

LEVERAGE 
POINTS IN THE 
SYSTEM MAP

6

7

8

9

10

12

11
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The rules of the system (such as 
incentives, punishments, constraints).

The power to add, change, evolve, or self-
organize system structure.

The goals of the system.

The mindset or paradigm out of which 
the system — its goals, structure, rules, 

delays,parameters — arises.

The power to transcend paradigms

Rules of the system: 
The rules of the system map are to a large extent 
dependent on Philips’ business perspective and 
the action space connected to this. Meaning, what 
is reasonable to consider for the Philips portfolio, 
in terms of strategy, innovation, technology, 
markets, etc, results in a high quantity of leverage 
points. Additionally, the upcoming EU regulations 
on sustainability is one of the rule makers of the 
system. 

The power to add, change, evolve, or self-
organize system structure: 
This describes the ability of the system to change 
itself by creating new structures, adding new loops, 
promoting new information flows, or creating 
new rules (Meadows, 2012). ￼ With this under 
consideration, it was identified as the behaviour 
and decision making of parents based on the 
core loops i.e., use the resilience and proactivity 
of users on mental health towards sustainable 
choices. 

Goal of the system: 
Changing the goal of the system changes all the 
leverage points and the system itself (Meadows, 
2012). The goal of this system map was rooted 
in the system question and can be defined as 
the creation of planet-centred solutions, which 
satisfies both the planet and people. 

Mindset or the paradigm out of which the 
system arises: 
The paradigm of the system map is based on 
two core loops, which are in conflict with each 
other, resulting in a dilemma of wanting to be a 
holistic and sustainable parent in a consumption 
driven world. Each core loop of the system has 
its own paradigm which needs to be overcome. 
Therefore, there is, on the one hand, the paradigm 
of the holistic parent and the socially constructed 
pressure arising from it. On the other hand, there 
is the paradigm of being a green parent in a 
world dominated by consumerism, implying high 
cost, time, energy and money to be a sustainable 
parent. This conflict impacts the entire system and 
all leverage points and is the core engine. Meadow 
suggests that paradigms might be able to change 
through repeatedly and consistently pointing out 
anomalies and failures in the current paradigm to 
those with open minds. 

Paradigm to be transcended: 
The dilemma of the two core loops is grounded in 
consumerism and capitalism. This is the paradigm 
which needs to be transcended to enable the 
vision of Gaia. 

 1

2

3

4

5
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mental load 
of mothers 
(pressure)

do we want to look 
deeper in parenthood 
and covid (new 
constraints and needs)?

use of 
Health&Well
being+ app

preference 
for inclusive 
brand voice

Use of online platform and 
socials (Youtube, insta, 

snapshap)

sleep quality

Physical exercise

resonance of 
traditional 

HC with 
holistic view 

of health

Self- empowerenent, self- 
management, pro- 

activity and focus on 
health

standards and 
expectations 

in health 
management

preference for 
telemedecine to 

traditional in- 
person visits

preference 
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, 
astrology, 

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 

confidence 
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

parents' help 
on children 
stress and 

mental 
health

pressure to be 
perfect fueled 

by socials

weight issues

Health monitoring 
and self- tracking 

(mental, sleep, 
fitness, food&water, 
social media use...)

Feeling of 
being 

supported by 
other people

Advances in 
empathic and 
personalized 

digital assistants

Use of 
avatars as 
new health 
companion

use of 
gamification 

elements

fun digital 
community 
experience

use of live 
streaming 

broadcasts (of 
brand)

Interaction with trusted 
(peer) influencers on choices 

and sales

Alignment of 
GenZ and 
Brand on 
purpose, 
value & 

Confusion (vs 
information) on how to 
purchase sustainable 

products

unclarity in 
regulations 

around 
sustainable 
materials

unclarity of 
proofpoints of 
sustainability 

(impact, 
durability, 
safety...)

difficulty and 
overwhelming
ness of topic 
(e.g. what is 
sustainable 

value of 
craftmanship 
and expertise

need for 
brands to 

communicat
e on 

production 

trust 
relationship 

with 
customers

Consumer 
advocacy for 

brand

active 
involvement 
of consumer 

(ideas, 
feedback etc) 

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 

(products, 
recycling & waste)

Gen Z 
preference for 

brick and 
mortar stores

consumers' 
demand/choice 
for ecofriendly 

packaging

transparency 
on 

sustainabilit
y data

Showing 
humanity (the 

losses, the 
mistakes and 

learnings)

Open- mindedness

importance of 
teaching 
empathy

preference 
for gender- 

neutral 
brand voices

Baby- led parenting

Parenting purchase 
decisions for a specific 

brand

inclusiveness 
of approach 
to identity as 
parent and 
individual

positioning 
on issues like 

LGBTQ 
rights, racial 

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

confidence 
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 lgbtq+ 
community

committed 
to no 

commitment 

believe in 
more then 

one 
soulmate

goal of 
financial 

stability and 
financial 

independence 

rate of 
divorce 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 employment

exhaustion

probability 
frequent 
burnouts

tolerance of 
inequalities 

between 
husband/wif

e

deviate from 
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

traditional 
male 

breadwinner 
model

Mindset shift 
From 

permanent to 
temporary 
ownership

No waste 
mindset 

/willingness 
to reuse 

Traditional 
retailers shift 
towards resell 

market

Motivation for 2nd hand 
consumption

gratification of 
finding fair 

price

desire of 
parents for 

originality/uni
queness

drive to save 
money

Eagerness to 
help other 
children / 
parents 

Attractiveness of being 
a green parent

(time and effort)

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

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 covid in 
work and 

living

quality of 
working from 

home 
conditions

awareness & 
support of 
new social 

equality
solutions

participation 
and activism 

towards social 
change

Mothers expectations self- imposed
pressure

pressure from 
their partners

physical 
problems

postpatrum

information
about loss of 

libido

Loss of libido

management 
of changes 
linked to 

parenthood

help to the 
woman with 

sexuality

management 
of couple 

relationship 

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 deficit

distrust 
towards 

pediatricians

materal BMI 
(obese 

woman)

Pediatrician’s 
knowledge of 
a vegan diet

alternative 
source of 

information 
on vegan diet

confusion 
about what to 

eat

amount of fad 
diets on 
socials

complication 
in pregnancy 
and delivery

Consumers knowledge on 
healthy plant- based diet

Breast feeding

protection 
and better 
health for 

mother and 
baby

Connection 
between 

mother and 
child

hassle of 
bottle 

preparation

realness of 
environmenta

l benefits / 
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

differentiatio
n from 

competitors

I&S 
collaboration 

and role 
definition

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 circular 

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 
control own 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

adherence to 
lifestyle 

choices and 
preventative 

care 

collaboration 
HC provider & 

insurance 
company

new 
interaction 
technolgies

remote 
accessibility 
to diagnosis 

tools (for 
less trained 

remote 
prenatal 

care

in- office 
visits for 
pregnant 
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 
receptivenes

s to brand

organic 
content

willingness 
of brands to 

cover up past 
(harmful) 

actions

Greenwashing

recommendat
ions for 

purchasing 
from social 

media feeds 

Health care 
democratizati

on

racial equity

Desire to become a 
green parent

Philips vision of 
a shared 

responsability 
with consumers

support in 
achieving 

personal goals 
by the brand

resistance to 
restrictive 

labels

Fluidity in gender, 
sexuality, personal 

brand...

feeling of 
control of 

body image 
(girls)

emotional 
resilience of 

baby

duration of 
breast- feeding

Challenge in finding a 
job

Number of children

appetite for 
innovation of 

consumers

new
sustainable 
solutions / 

innovations 
(i.e. 

meditation

Mental health and stress 
active management

negativity of 
perception of 

easiness of 
being a green 

parents

nostalgic 
pleasure of 

finding 
vintage 

products

Feeling of 
being in a 

group

Consumers 
feeling part 

of the change

authenticity of 
brand

Digital life 
interactions 

without database 
to scroll through

Need for 
digital detox

Amount of 
analog 

interactions

Development 
of natural 

interactions 
tech (away 

from screen) 

Time spend 
connecting 
with people 

online vs 
offline

introduction 
of new tech 

(mirror world, 
cloud, digital 

twin)

Blending of 
physical and 
digital worlds

value of 
seeing and 

touching the 
product

relaxation of 
consumer

consideration 
of not having 

children

variable variable

use of online 
platform and 

socials 
(Youtube, insta, 

snapshap)

variable impacted by COVID

variable Big Variable =
Leverage point

variable variable

psychosocial 
problems

postpatrum

drive for 
investigation 

(Gen Z)

frustration of 
consumer

Internet access and digital 
as source of knowledge

FOOD

FITNESS

NEW HEALTHCARE SERVICES

Philips stand 
on science- 

based 
healthcare

MOTHERHOOD

link to breast feeding 
portfolio MCC

upcoming trend
linked to Cardio 
prevention

Home CC

business
opportunity?

upcoming trend
untapped tech 
opportunity?

critical enabler 
for telemedecine

business
opportunity?

business
opportunity?

need to account for 
alternative information 
sources
Lots of brands are present 
on social media and 
provide content there, are 
we doing it?

huge need, taboo 
topic and no good 
solution yet. Think 
ecosystem 
innovation with 
partners

huge need, also 
difficult to tackle 
because comes 
from society 
constructed 
image

connected to 
sustainable

MENTAL HEALTH

PARENTHOOD, RELATIONSHIPS, EMOTIONS

mental health is 
not a Philips 
business, but to 
tap into GenZ for 
which it is so 
important, how 
do we include it?

Gender inequality

likelihood of 
promotion

A lot of new questions 
and needs, unexplored. 
Would need user 
research?

Philips is sill very 
pink/blue woman/male 
branded, do we want to 
reflect on this?

important topic on 
GenZ mind, it is a must, 
are we doing enough?

INTERACTION WITH BRAND

the way parents raise 
children is changing, 
how does that influence 
the Philips portfolio and 
communication 
strategy?

with Philips are we 
interacting with 
influencers?

should we take a stand 
in educating on 
sustainability?

link to A2C in local 
context? Could we 
stimulate second- hand 
sell/purchase as a way 
to help others (social 
sustainability)?

this is the main message 
we need to change!

if you change the 
mindset on over- 
consumption, you 
stimulate 
sharing/leasing/second- 
hand

Philips business is 
based historically on 
this model (selling 
electronics products) - 
can we reconcile 
innovation messaging 
with sustainability?

trend is to go all 
digital, but there 
might be a 
counter trend 
(back to 
physical)

SUSTAINABILITY MARKETING

PHILIPS

SECOND- HAND AND RENTING

DIGITAL ATTITUDE

ANXIETY AND STRESS

this is influencing GenZ 
decision to have kids and 
their behavior, do we 
know enough about it?

rationale why 
we highlighted

analytical 
highlight

Intuitive and value based
highlights

Logic based loops

Self- esteem

Difficulty to find eco- 
friendly packaging

Balance in physical, mental, 
emotional wellness and 

health (feeling and looking 
good)

mental 
resilience

feelings of 
guilt and 

failure

teleteherapy 
& 

telepsychiatry

cheering up of 
consumer

Amount of stress and 
anxiety and depression

Financial security level

WEALTH AND FINANCES

Motivation for rental and 
sharing vs. ownership 

negativity of view 
on supermarket 
and big business

Customer's engagement 
and interaction with  

brand

Brand loyalty

Diversity in race, gender, 
sexuality...

preference for 
solutions 

understanding 
the needs of the 
whole individual

Self- expression (honesty 
to oneself)

Development 
of apps that 

encourage to 
put the 

phone down

social 
isolation and 

feeling of 
loneliness

E- commerce

customer 
criticism on 

greenwashin
g

possibility of 
charging 
higher 

product price

(use of) 
sustainability- 

targeted 
marketing by 

brands

use of apps 
for parents & 

children 
mental health 
management, 

socially 
constructed 

image of 
GenZ (has it 

all)

disappointm
ent and 

concern after 
birth

Balancing

Amplifying

Conservative attitude 
to money (saving 

money)

Focus and responsibility 
over personal finances 

Consumerism and 
over- consumption

Wealth level of the 
country

Concern / awareness 
about climate change

Prioritization of actions 
to protect environment 

and fight climate change 
(of GenZ)

Adoption of existing 
environment- proof 
solutions (i.e. cloath 

diapers)

Environmental footprint/ 
negative impact level per 

capita

Wealth level of the parents

Tension between 
trend and the 
Philips ways

Philips is into 
looking good, 
how to include 
the feeling good 
on a mental and 
emotional level?

What is happening 
with this app? Let's 
connect

Skepticism of Gen Z

is there a shift 
in this trend 
because of 

Covid? (Anna)
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Eventually all leverage points were marked in the 
system map (Visual 5). 
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mental load 
of mothers 
(pressure)

do we want to look 
deeper in parenthood 
and covid (new 
constraints and needs)?

use of 
Health&Well
being+ app

preference 
for inclusive 
brand voice

Use of online platform and 
socials (Youtube, insta, 

snapshap)

sleep quality

Physical exercise

resonance of 
traditional 

HC with 
holistic view 

of health

Self- empowerenent, self- 
management, pro- 

activity and focus on 
health

standards and 
expectations 

in health 
management

preference for 
telemedecine to 

traditional in- 
person visits

preference 
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, 
astrology, 

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 

confidence 
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

parents' help 
on children 
stress and 

mental 
health

pressure to be 
perfect fueled 

by socials

weight issues

Health monitoring 
and self- tracking 

(mental, sleep, 
fitness, food&water, 
social media use...)

Feeling of 
being 

supported by 
other people

Advances in 
empathic and 
personalized 

digital assistants

Use of 
avatars as 
new health 
companion

use of 
gamification 

elements

fun digital 
community 
experience

use of live 
streaming 

broadcasts (of 
brand)

Interaction with trusted 
(peer) influencers on choices 

and sales

Alignment of 
GenZ and 
Brand on 
purpose, 
value & 

Confusion (vs 
information) on how to 
purchase sustainable 

products

unclarity in 
regulations 

around 
sustainable 
materials

unclarity of 
proofpoints of 
sustainability 

(impact, 
durability, 
safety...)

difficulty and 
overwhelming
ness of topic 
(e.g. what is 
sustainable 

value of 
craftmanship 
and expertise

need for 
brands to 

communicat
e on 

production 

trust 
relationship 

with 
customers

Consumer 
advocacy for 

brand

active 
involvement 
of consumer 

(ideas, 
feedback etc) 

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 

(products, 
recycling & waste)

Gen Z 
preference for 

brick and 
mortar stores

consumers' 
demand/choice 
for ecofriendly 

packaging

transparency 
on 

sustainabilit
y data

Showing 
humanity (the 

losses, the 
mistakes and 

learnings)

Open- mindedness

importance of 
teaching 
empathy

preference 
for gender- 

neutral 
brand voices

Baby- led parenting

Parenting purchase 
decisions for a specific 

brand

inclusiveness 
of approach 
to identity as 
parent and 
individual

positioning 
on issues like 

LGBTQ 
rights, racial 

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

confidence 
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 lgbtq+ 
community

committed 
to no 

commitment 

believe in 
more then 

one 
soulmate

goal of 
financial 

stability and 
financial 

independence 

rate of 
divorce 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 employment

exhaustion

probability 
frequent 
burnouts

tolerance of 
inequalities 

between 
husband/wif

e

deviate from 
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

traditional 
male 

breadwinner 
model

Mindset shift 
From 

permanent to 
temporary 
ownership

No waste 
mindset 

/willingness 
to reuse 

Traditional 
retailers shift 
towards resell 

market

Motivation for 2nd hand 
consumption

gratification of 
finding fair 

price

desire of 
parents for 

originality/uni
queness

drive to save 
money

Eagerness to 
help other 
children / 
parents 

Attractiveness of being 
a green parent

(time and effort)

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

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 covid in 
work and 

living

quality of 
working from 

home 
conditions

awareness & 
support of 
new social 

equality
solutions

participation 
and activism 

towards social 
change

Mothers expectations self- imposed
pressure

pressure from 
their partners

physical 
problems

postpatrum

information
about loss of 

libido

Loss of libido

management 
of changes 
linked to 

parenthood

help to the 
woman with 

sexuality

management 
of couple 

relationship 

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 deficit

distrust 
towards 

pediatricians

materal BMI 
(obese 

woman)

Pediatrician’s 
knowledge of 
a vegan diet

alternative 
source of 

information 
on vegan diet

confusion 
about what to 

eat

amount of fad 
diets on 
socials

complication 
in pregnancy 
and delivery

Consumers knowledge on 
healthy plant- based diet

Breast feeding

protection 
and better 
health for 

mother and 
baby

Connection 
between 

mother and 
child

hassle of 
bottle 

preparation

realness of 
environmenta

l benefits / 
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

differentiatio
n from 

competitors

I&S 
collaboration 

and role 
definition

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 circular 

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 
control own 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

adherence to 
lifestyle 

choices and 
preventative 

care 

collaboration 
HC provider & 

insurance 
company

new 
interaction 
technolgies

remote 
accessibility 
to diagnosis 

tools (for 
less trained 

remote 
prenatal 

care

in- office 
visits for 
pregnant 
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 
receptivenes

s to brand

organic 
content

willingness 
of brands to 

cover up past 
(harmful) 

actions

Greenwashing

recommendat
ions for 

purchasing 
from social 

media feeds 

Health care 
democratizati

on

racial equity

Desire to become a 
green parent

Philips vision of 
a shared 

responsability 
with consumers

support in 
achieving 

personal goals 
by the brand

resistance to 
restrictive 

labels

Fluidity in gender, 
sexuality, personal 

brand...

feeling of 
control of 

body image 
(girls)

emotional 
resilience of 

baby

duration of 
breast- feeding

Challenge in finding a 
job

Number of children

appetite for 
innovation of 

consumers

new
sustainable 
solutions / 

innovations 
(i.e. 

meditation

Mental health and stress 
active management

negativity of 
perception of 

easiness of 
being a green 

parents

nostalgic 
pleasure of 

finding 
vintage 

products

Feeling of 
being in a 

group

Consumers 
feeling part 

of the change

authenticity of 
brand

Digital life 
interactions 

without database 
to scroll through

Need for 
digital detox

Amount of 
analog 

interactions

Development 
of natural 

interactions 
tech (away 

from screen) 

Time spend 
connecting 
with people 

online vs 
offline

introduction 
of new tech 

(mirror world, 
cloud, digital 

twin)

Blending of 
physical and 
digital worlds

value of 
seeing and 

touching the 
product

relaxation of 
consumer

consideration 
of not having 

children

variable variable

use of online 
platform and 

socials 
(Youtube, insta, 

snapshap)

variable impacted by COVID

variable Big Variable =
Leverage point

variable variable

psychosocial 
problems

postpatrum

drive for 
investigation 

(Gen Z)

frustration of 
consumer

Internet access and digital 
as source of knowledge

FOOD

FITNESS

NEW HEALTHCARE SERVICES

Philips stand 
on science- 

based 
healthcare

MOTHERHOOD

link to breast feeding 
portfolio MCC

upcoming trend
linked to Cardio 
prevention

Home CC

business
opportunity?

upcoming trend
untapped tech 
opportunity?

critical enabler 
for telemedecine

business
opportunity?

business
opportunity?

need to account for 
alternative information 
sources
Lots of brands are present 
on social media and 
provide content there, are 
we doing it?

huge need, taboo 
topic and no good 
solution yet. Think 
ecosystem 
innovation with 
partners

huge need, also 
difficult to tackle 
because comes 
from society 
constructed 
image

connected to 
sustainable

MENTAL HEALTH

PARENTHOOD, RELATIONSHIPS, EMOTIONS

mental health is 
not a Philips 
business, but to 
tap into GenZ for 
which it is so 
important, how 
do we include it?

Gender inequality

likelihood of 
promotion

A lot of new questions 
and needs, unexplored. 
Would need user 
research?

Philips is sill very 
pink/blue woman/male 
branded, do we want to 
reflect on this?

important topic on 
GenZ mind, it is a must, 
are we doing enough?

INTERACTION WITH BRAND

the way parents raise 
children is changing, 
how does that influence 
the Philips portfolio and 
communication 
strategy?

with Philips are we 
interacting with 
influencers?

should we take a stand 
in educating on 
sustainability?

link to A2C in local 
context? Could we 
stimulate second- hand 
sell/purchase as a way 
to help others (social 
sustainability)?

this is the main message 
we need to change!

if you change the 
mindset on over- 
consumption, you 
stimulate 
sharing/leasing/second- 
hand

Philips business is 
based historically on 
this model (selling 
electronics products) - 
can we reconcile 
innovation messaging 
with sustainability?

trend is to go all 
digital, but there 
might be a 
counter trend 
(back to 
physical)

SUSTAINABILITY MARKETING

PHILIPS

SECOND- HAND AND RENTING

DIGITAL ATTITUDE

ANXIETY AND STRESS

this is influencing GenZ 
decision to have kids and 
their behavior, do we 
know enough about it?

rationale why 
we highlighted

analytical 
highlight

Intuitive and value based
highlights

Logic based loops

Self- esteem

Difficulty to find eco- 
friendly packaging

Balance in physical, mental, 
emotional wellness and 

health (feeling and looking 
good)

mental 
resilience

feelings of 
guilt and 

failure

teleteherapy 
& 

telepsychiatry

cheering up of 
consumer

Amount of stress and 
anxiety and depression

Financial security level

WEALTH AND FINANCES

Motivation for rental and 
sharing vs. ownership 

negativity of view 
on supermarket 
and big business

Customer's engagement 
and interaction with  

brand

Brand loyalty

Diversity in race, gender, 
sexuality...

preference for 
solutions 

understanding 
the needs of the 
whole individual

Self- expression (honesty 
to oneself)

Development 
of apps that 

encourage to 
put the 

phone down

social 
isolation and 

feeling of 
loneliness

E- commerce

customer 
criticism on 

greenwashin
g

possibility of 
charging 
higher 

product price

(use of) 
sustainability- 

targeted 
marketing by 

brands

use of apps 
for parents & 

children 
mental health 
management, 

socially 
constructed 

image of 
GenZ (has it 

all)

disappointm
ent and 

concern after 
birth

Balancing

Amplifying

Conservative attitude 
to money (saving 

money)

Focus and responsibility 
over personal finances 

Consumerism and 
over- consumption

Wealth level of the 
country

Concern / awareness 
about climate change

Prioritization of actions 
to protect environment 

and fight climate change 
(of GenZ)

Adoption of existing 
environment- proof 
solutions (i.e. cloath 

diapers)

Environmental footprint/ 
negative impact level per 

capita

Wealth level of the parents

Tension between 
trend and the 
Philips ways

Philips is into 
looking good, 
how to include 
the feeling good 
on a mental and 
emotional level?

What is happening 
with this app? Let's 
connect

Skepticism of Gen Z

is there a shift 
in this trend 
because of 

Covid? (Anna)
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Visual 5.Visual of the Miro board with white and yellow 
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DEEP DIVE
SYSTEMIC STORYTELLING 
An introduction to the different types of variables 
and the story world are given to enhance the 
understanding of the storytelling map (Visual 6) 
and the interaction between the variables. The 
legend of variables can be found in the top right 
of the map. 

Legend of variables: 
Factual variable - A factual variable is an 
occurrence e.g., a trend 

Treasure variable - A treasure variable is 
linked to strategy and is the goal of the map. 
This is what we want to achieve with Phillips 
and our customers etc.  

Dragon variables - A dragon variable is an 
obstacle that is along the path to our treasure.  

Joker variables - A joker variable can be good 
in some ways but bad in others. We consider 
them double-faced since they have a twofold 
effect on our system.

Armour variable – An armour variable is 
considered a weapon of Gen Z. It is a helpful 
characteristic of Gen Z in their quest and can be 
a value, belief, or a quality they have. 

Fairy variable - A fairy variable is an 
opportunity within the system for Philips to act 
on by amplifying them with a bigger effect on 
the system and twisting the system in a way to 
reach our goal

Story world: 
Gen Z are digital natives. For this generation, online 
platforms and social media are a primary source 
of connection and information on the topics of 
health care, mental health, lifestyle, sustainability, 
and parenthood. 
Technology and the digital world are central to 
Gen Z’ s health and wellness practices: apps and 
wearables seamlessly become part of their daily 
rituals. Gen Z is the generation most interested 
in health monitoring and self-tracking for fitness, 
food and water intake, sleep, social media use, but 
also for their mental and emotional state. 
Advances in connected sensing and data sharing 
enable health care providers to have a holistic 
view of people’s lifestyle and health to provide 
better care. 
Overall, Gen Z look for effectiveness, convenience, 

efficiency, and transparency in health services. Half 
prefer telemedicine to traditional in-person visits.  
Overall, traditional health care does not resonate 
with their holistic approach to health. Instead of 
traditional sources for health information (health 
websites, doctors, and pharmacists), Gen Z 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. 
The pandemic has led people to spend more 
time on social media, video calling, 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

Now let’s start with our story: 
We will start from the top of the map where 
the inner conflict begins. The conflict is about 
consumerism and the overconsumption 
mentality. Gen Z is living in this consumeristic 
world where they can buy everything, including 
goods, experiences, and relationships. 
However, at the same time, this generation 
is extremely aware of the climate crisis and 
the need for immediate action. They feel 
responsible for protecting the environment 
and acting against climate change. This is their 
number one priority. 
But how is it possible for them to live with this 
contrast against consumeristic behaviour and 
willingness to make a difference in the world? 
Well, it is very difficult, and it causes a lot of 
stress and internal conflicts. If we move down 
the map, we will encounter two main Dragons. 
Gen Z needs to win against both to reach their 
treasure at the bottom of the map. 

The first dragon 
The dragon on the right side is confronting Gen 
Z parents with the ambiguity on ways to be 
sustainable. Parents are aware of the climate 
crisis, and they want to build a better world for 
their children. They want to be green parents. 
But reality is different. It is confusing to get 
information; greenwashing is everywhere; and 
there is little access to sustainable solutions. 
This is very tiring and overwhelming for the 
parents, and they become frustrated and 
critical. 
And this is the first battle: “How can they be 
a green parent while they feel it costs time, 
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energy and money?” This battle is between the 
desire to be a green parent and the ambiguity 
on how to be sustainable and navigate through 
the information. 
 
Which wands can Philips use to help Gen Z 
win this battle? Well, we could deliver more 
transparent and clear data and we are already 
working on it, for instance, with the PH 
playbook. Another effective fairy Philips can 
use is to involve the consumers. Gen Z wants 
to see what is happening, help, and be part 
of the change. This can be achieved though 
social media. Another fairy variable is brands 
that align on the purpose and values of Gen 
Z. Influencers and peers (online and offline) 
are also fairy variables. The last two fairy 
variables which Philips can use are education 
on sustainability and new business models 
(rental, 2nd hand consumption, sharing etc). 

The second dragon 
Unfortunately, Gen Z must face a second 
dragon on the left as well - mental health. 
Consumerism is a cause of anxiety, depression, 
and stress. Society tries to make Gen Z believe 
that they would be less depressed and less 
anxious if they bought more products. Gen Z 
is constantly confronted with all those goods 
and those experiences through social media, 
creating a fear of missing out. So, they want 
more, believing that life will be better with this 
one trip or a new car or a house or a breast 
pump. But it is the opposite! This has created a 
vicious circle in which most Gen Z are trapped. 
Gen Z is stressed and anxious, which is their 
number one health concern. Despite this stress 
and anxiety, they still want to have it all - mental 
health, physical fitness, spiritual awakening, 
social fulfilment, professional success, being a 
good parent, being a good romantic partner, 
etc. It is impossible yet Gen Z wants it all. They 
think they need to have it all because that is 
what social media portrays. But all they get is 
more stress and anxiety on top. And that is the 
second battle: “How to fight the pressure and 
socially constructed image to have it all? “ 
So which wands can Philips use to fight 
this second battle? Well, we can of course 
provide solutions that understand the needs 
of personal identity in a holistic manner. Gen 

Z also likes to be supported. So how can we 
create communities to support them on mental 
health? 
Philips can also use the already increasing de-
stigmatisation of mental health as a wand. 
Furthermore, the fairy of feeling supported 
by other people and having a community 
could help Gen Z to fight this battle. And lastly, 
the fairy of mental health and active stress 
management will be a strong ally in this battle. 

The treasure 
But again, nobody can have it all. So how can Gen 
Z really achieve being a green parent and living 
in total balance? Well, maybe, Gen Z does not 
have to. This might be the trick to enable green 
parenting in this consumeristic society. Young 
families need to find a new balance focusing 
on what is actually good for their wellbeing and 
for the planet. So, prioritising some things and 
leaving some other things behind - this is really 
the final treasure Gen Z must get. 



The inner conflict

Climate change and protecting the environment is No. 1 concern for Gen Z. They know the 
world is on fire, and that humans are responsible for it. They believe in the possibilities for an 
individual to make a difference, and take action - for example by working at green companies, 
purchasing from ethical brands, limiting waste, and eating vegetarian or vegan.

At the same time, they live in a consumeristic society shaped around the believe that 
happiness and well- being depend fundamentally on material possessions, which is the main 
cause for Earth resources depletion and negative environmental impact.

For GenZ, this is a fundamental dilemma: how to act responsibly while being immersed in 
triggers for over- consumption?

The paradox is that both awareness about climate issues and over- consumption go hand in 
hand with wealth level. The globally growing middle class increases this trend.

New business models drivers

The main motivation for second- hand consumption is fair pricing. Also, people see 
the ethical and environmental benefits in reusing items even if they don't always 
explicitly stated it.

For parents 'it makes sense' to reuse, since kids quickly grow 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, because it has been useful to their own child and 
gave them pleasure. Parent networks bring awareness for second hand 
opportunities. A barrier for buying second hand is hygiene and safety are a 
concern.

Gen Z in particular are increasingly embracing second- hand shopping, driven by a 
desire for uniqueness and thrift, as well as a reaction against consumerism 
and the environmental impact of fast fashion. As creators become influencers, 
Gen Z consumers seek to buy directly from them, cutting out the retailer as 
middleman. This opens new roads for business models and partnerships for 
Philips.

The battle: the difficulty to be a green parent

Gen Z are willing to protect the environment and combat climate change. At the 
same time, there is a preconception that green parenting costs money, time and 
energy. As young parents, they need convenient, safe and affordable products 
and services. 

GenZ are inquisitive and actively looking for information on such solutions. 
However, the topic is overwhelming and companies are increasingly using 
sustainability- targeted marketing without providing proof points of sustainability. 
GenZ is very critical towards brands who do not take responsibility or use 
greenwashing to cover up past harmful actions and as a reason to charge more 
for products. 

Consumers want to see measurable, transparent and consistent actions backing 
up brands’ ethical commitments (such as about sourcing, manufacturing, 
durability, safety, and direct environmental impact data). GenZ value 
craftsmanship and want to see behind the curtain, to be able to know the 
production process behind products and services. To build trust and loyalty with 
the conscious consumer, brands also need to show humanity: the wins, the 
losses, the mistakes and the learnings. Additionally, 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.

The treasure

On one side, we need to help GenZ in finding a balance in their health and well- being, 
particularly by supporting their fight against anxiety and stress. On the other side, we 
must enable them to be green parents with clear information, and convenient and 
affordable sustainable solutions.

How can these two  goals link and synergize?

If green parenting becomes an intrinsic part of this holistic balance in the mind of GenZ, 
they will be more pro- active and empowered towards eco- friendly actions - remember 
that self- management and activism are GenZ's strong points. In turn, if GenZ become 
greener, they will step away from materialism, reconnect with nature, which will decrease 
stress and anxiety.

The main paradigm to transcend is the idea of GenZ that 'having it all and doing it all' will 
give them peace of mind. This is an unachievable goal. Rather, by embracing JOMO (Joy of 
Missing Out), consuming less but better, they can reach a balance made of the essential 
ingredients for healthy people and a healthy planet.

The battle : anxiety, stress and social pressure

72% of GenZ say managing stress and mental health is their most important health 
and wellness concern. They are constantly confronted with a socially 
constructed image of 'has it all and do it all' (social, professional, relationship, 
identity&looks...) and pressure to be perfect fueled by socials. The constant 
comparison to others results in low self- esteem and a constant unsatisfaction or 
feeling of not doing enough. Furthermore, over- consumerism - pulled by socials - 
has also a negative impact on on individuals’ psyche, resulting in developing a 
constantly unsatisfied state of mind. Finally, GenZ grew in a world of increased 
anxiety (i.e. shootings, terrorism, pandemic, climate change) and rapidly changing 
(fluctuating economy) over which they feel they have little control. The Covid 
pandemic has only amplified this anxiety. They fear for their future and that of their 
children, even to the point that many consider not having children.

If we focus on young parents, the arrival of a child adds tiredness, changes in the 
relationship with the partner and sexuality, and insecurities linked to parenthood. 
In particular, mothers who carry a high mental load and feel the pressure to 
successfully combine professional and family lives are subject to feelings of guilt 
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.

Gen Z holistic approach to health and life

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. Personal behaviors like healthy eating, working out, managing stress, 
meditating, sleeping, building self- esteem, and having time to socialize with family 
and friends are seen as key to being healthy and happy.

Contrarily to millennials who seek fulfillment and identity through their professional 
life, more and more GenZ consider work as a mean to get income and focus on other 
aspects to reach a balance. For example, a majority of Gen Z show interest in 
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).

GenZ feel self- empowered to control and improve proactively their own health. They 
have high standards and expectations in health management, which often fall 
short due to lacking alignment with day- to- day behavior.

The holistic approach to life reflects in the parenting style of Gen Z. They let the child 
explore and express their needs - an approach called 'baby- led parenting'. This 
leads to high attention for the child's mental health and topics such as confidence, 
stress coping, emotional resilience and empathy.
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THE BATTLE: how to fight the pressure 
and socially constructed image 

to have and do it all?

THE INNER CONFLICT: how to act eco- responsibly 
while being immersed in triggers for over- consumption?

THE TREASURE: Can we create a new balance made of the essential 
ingredients for well- being and sustainable behavior?
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aspects of life 
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responsible to build a better 
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Gen Z are digital natives. For this generation, online platforms and social 
media are a primary source of connection and information on the topics of 
health care, mental health, lifestyle, sustainability, and parenthood. (1)

Technology and the digital world is central to Gen Z' s health and wellness 
practices: apps and wearables seamlessly become part of their daily rituals. 
Gen Z is the generation most interested in health monitoring and self tracking 
- for fitness, food and water intake, sleep, social media use, but also for their 
mental and emotional state. (2)
Advances in connected sensing and data sharing enable health care providers 
to have an holistic view of people's lifestyle and health to provide better care. 
(3)

Overall GenZ look for effectiveness, convenience, efficiency, and transparency 
in health services. Half prefer telemedicine to traditional in- person visits. (4) 
Overall, traditional health care doesn't resonate with their holistic approach 
to health. Instead of traditional sources for health information (health 
websites, doctors and pharmacists), GenZ 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. (5)

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. (6)
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The inner conflict

Climate change and protecting the environment is No. 1 concern for Gen Z. They know the 
world is on fire, and that humans are responsible for it. They believe in the possibilities for an 
individual to make a difference, and take action - for example by working at green companies, 
purchasing from ethical brands, limiting waste, and eating vegetarian or vegan.

At the same time, they live in a consumeristic society shaped around the believe that 
happiness and well- being depend fundamentally on material possessions, which is the main 
cause for Earth resources depletion and negative environmental impact.

For GenZ, this is a fundamental dilemma: how to act responsibly while being immersed in 
triggers for over- consumption?

The paradox is that both awareness about climate issues and over- consumption go hand in 
hand with wealth level. The globally growing middle class increases this trend.

New business models drivers

The main motivation for second- hand consumption is fair pricing. Also, people see 
the ethical and environmental benefits in reusing items even if they don't always 
explicitly stated it.

For parents 'it makes sense' to reuse, since kids quickly grow 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, because it has been useful to their own child and 
gave them pleasure. Parent networks bring awareness for second hand 
opportunities. A barrier for buying second hand is hygiene and safety are a 
concern.

Gen Z in particular are increasingly embracing second- hand shopping, driven by a 
desire for uniqueness and thrift, as well as a reaction against consumerism 
and the environmental impact of fast fashion. As creators become influencers, 
Gen Z consumers seek to buy directly from them, cutting out the retailer as 
middleman. This opens new roads for business models and partnerships for 
Philips.

The battle: the difficulty to be a green parent

Gen Z are willing to protect the environment and combat climate change. At the 
same time, there is a preconception that green parenting costs money, time and 
energy. As young parents, they need convenient, safe and affordable products 
and services. 

GenZ are inquisitive and actively looking for information on such solutions. 
However, the topic is overwhelming and companies are increasingly using 
sustainability- targeted marketing without providing proof points of sustainability. 
GenZ is very critical towards brands who do not take responsibility or use 
greenwashing to cover up past harmful actions and as a reason to charge more 
for products. 

Consumers want to see measurable, transparent and consistent actions backing 
up brands’ ethical commitments (such as about sourcing, manufacturing, 
durability, safety, and direct environmental impact data). GenZ value 
craftsmanship and want to see behind the curtain, to be able to know the 
production process behind products and services. To build trust and loyalty with 
the conscious consumer, brands also need to show humanity: the wins, the 
losses, the mistakes and the learnings. Additionally, 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.

The treasure

On one side, we need to help GenZ in finding a balance in their health and well- being, 
particularly by supporting their fight against anxiety and stress. On the other side, we 
must enable them to be green parents with clear information, and convenient and 
affordable sustainable solutions.

How can these two  goals link and synergize?

If green parenting becomes an intrinsic part of this holistic balance in the mind of GenZ, 
they will be more pro- active and empowered towards eco- friendly actions - remember 
that self- management and activism are GenZ's strong points. In turn, if GenZ become 
greener, they will step away from materialism, reconnect with nature, which will decrease 
stress and anxiety.

The main paradigm to transcend is the idea of GenZ that 'having it all and doing it all' will 
give them peace of mind. This is an unachievable goal. Rather, by embracing JOMO (Joy of 
Missing Out), consuming less but better, they can reach a balance made of the essential 
ingredients for healthy people and a healthy planet.

The battle : anxiety, stress and social pressure

72% of GenZ say managing stress and mental health is their most important health 
and wellness concern. They are constantly confronted with a socially 
constructed image of 'has it all and do it all' (social, professional, relationship, 
identity&looks...) and pressure to be perfect fueled by socials. The constant 
comparison to others results in low self- esteem and a constant unsatisfaction or 
feeling of not doing enough. Furthermore, over- consumerism - pulled by socials - 
has also a negative impact on on individuals’ psyche, resulting in developing a 
constantly unsatisfied state of mind. Finally, GenZ grew in a world of increased 
anxiety (i.e. shootings, terrorism, pandemic, climate change) and rapidly changing 
(fluctuating economy) over which they feel they have little control. The Covid 
pandemic has only amplified this anxiety. They fear for their future and that of their 
children, even to the point that many consider not having children.

If we focus on young parents, the arrival of a child adds tiredness, changes in the 
relationship with the partner and sexuality, and insecurities linked to parenthood. 
In particular, mothers who carry a high mental load and feel the pressure to 
successfully combine professional and family lives are subject to feelings of guilt 
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.

Gen Z holistic approach to health and life

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. Personal behaviors like healthy eating, working out, managing stress, 
meditating, sleeping, building self- esteem, and having time to socialize with family 
and friends are seen as key to being healthy and happy.

Contrarily to millennials who seek fulfillment and identity through their professional 
life, more and more GenZ consider work as a mean to get income and focus on other 
aspects to reach a balance. For example, a majority of Gen Z show interest in 
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).

GenZ feel self- empowered to control and improve proactively their own health. They 
have high standards and expectations in health management, which often fall 
short due to lacking alignment with day- to- day behavior.

The holistic approach to life reflects in the parenting style of Gen Z. They let the child 
explore and express their needs - an approach called 'baby- led parenting'. This 
leads to high attention for the child's mental health and topics such as confidence, 
stress coping, emotional resilience and empathy.
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THE TREASURE: Can we create a new balance made of the essential 
ingredients for well- being and sustainable behavior?

Balance in physical, 
mental, emotional 

wellness and health 
(feeling and looking 

good)

Enablement of being a 
green parent

(time and effort)

Consumerism is a cause of the 
anxiety, stress and depression. 

Ironically society tries to solve those 
problems by more consumption

How can we create and deliver solutions 
where GenZers needs and planet needs 

are both satisfied?

Eureka 
breastpump

A factual variable 

GenZ holistic 
approach to life, 

desire to have and do 
it all (mental, 

physical, spiritual, 
social, professional, 

parenthood, 
romantic) Non resonance of 

traditional HC with 
holistic view of health 

and increasing 
popularity for 

alternative medicines

Promotion of breastfeeding 
(e.g. campain)

The availability and visibility (through 
digital media) of all possible goods and 

experiences creates a FOMO on all 
aspects of life 

GenZ young parents feels 
responsible to build a better 

world for their children

Gen Z are digital natives. For this generation, online platforms and social 
media are a primary source of connection and information on the topics of 
health care, mental health, lifestyle, sustainability, and parenthood. (1)

Technology and the digital world is central to Gen Z' s health and wellness 
practices: apps and wearables seamlessly become part of their daily rituals. 
Gen Z is the generation most interested in health monitoring and self tracking 
- for fitness, food and water intake, sleep, social media use, but also for their 
mental and emotional state. (2)
Advances in connected sensing and data sharing enable health care providers 
to have an holistic view of people's lifestyle and health to provide better care. 
(3)

Overall GenZ look for effectiveness, convenience, efficiency, and transparency 
in health services. Half prefer telemedicine to traditional in- person visits. (4) 
Overall, traditional health care doesn't resonate with their holistic approach 
to health. Instead of traditional sources for health information (health 
websites, doctors and pharmacists), GenZ 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. (5)

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. (6)
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Please state the title of your graduation project (above) and the start date and end date (below). Keep the title compact and simple.  
Do not use abbreviations. The remainder of this document allows you to define and clarify your graduation project. 

project title

INTRODUCTION **
Please describe, the context of your project, and address the main stakeholders (interests) within this context in a concise yet 
complete manner. Who are involved, what do they value and how do they currently operate within the given context? What are the 
main opportunities and limitations you are currently aware of (cultural- and social norms, resources (time, money,...), technology, ...). 

space available for images / figures on next page

start date - - end date- -

Parents decision making for circular business models

11 11 2021 11 05 2022

The current linear economy has damaged and drained the planet to an irreversible state. Nevertheless, I believe that 
there is hope to change the system, reduce future damages, and revise some of the harm done. I have this hope 
because I see companies beginning to acknowledge their responsibility and the importance of implementing 
sustainability through systematic rethinking and circular strategies. However, despite the growing relevance of 
sustainability to businesses, companies are struggling to implement sustainability into their strategies. Furthermore, 
the growing consciousness of the urgency of the climate crisis is also noticeable in consumer perspectives. 
Mainstream consumers are beginning to realize the relevance and impact of their actions. [1] Although the consumers 
are interested in sustainable alternatives, they often don't act on this. Decisions against sustainability in the western 
world make it challenging for companies to adopt sustainable business models, despite the theory offering promising 
circular business frameworks. 
In order to adopt a circular system, solutions must include the perspectives of both the companies and consumers. 
Businesses are the providers, and therefore, facilitators of consumer behaviors via the products and systems companies 
offer in the market. However, it is the consumers that choose to respond to the businesses' offer.  
 
The current conventional business system generates abundant waste, and the medical sector is no exception. This is 
also a rising topic of awareness among the mainstream mass and was even the subject of a recent artwork by Dutch 
artist Maria Koijck, who portrayed the single-use products used for her surgery in her art. [2] To provide the much 
needed sustainable alternatives, Philips is aspiring to become a leader in circular practices within the medical sector. 
The transition of Philips towards a circular company is already in motion, with the company developing circular 
products, collaborating with circular partners, looking into sustainable strategies and defining goals for 2025. Goals 
such as generating 25% of the revenue from circular products, services and solutions include closing the loop by 
offering a trade-in on all professional medical equipment, taking care of responsible re-purposing, embedding circular 
practices in factories and offices and sending zero waste to landfills. [3] One of the sustainable strategies of Philips is 
the current development of diverse business models based on subscription for product lines. So far those are either 
not largely accepted by the consumer or still visionary concepts in need of implementation.  
 
As the medical sector and Philips portfolio is broad, this work only focuses on MCC (Mother and Child Care) as a case 
study for the B2B market of aspiring parents within the western world (Central-Europe).  Aspiring parents are aware 
that having a baby is not a sustainable choice, however there is a growing number of parents who desire to make it as 
sustainable as the circumstances allow. MCC is a challenging area for sustainability due to the sensitive topic of having 
a child. Many obstacles exist for aspiring parents who want to be more sustainable. Hygiene and safety for the baby, 
change of the everyday life structure, change of  priorities and unexpected challenges are just few of these challenges. 
As they prioritize easy solutions, convenience and the availability of the best products for their baby, they lower their 
priority for sustainability. With a subscription model for the parents we have an intriguing approach to support the 
parents on their challenging journey with the baby and sustainability. Despite this, parents do not always act in a 
sustainable way even if they want to, leading to the aim of this graduation thesis: Explore with Philips how a 
sustainable subscription service for MCC can be largely accepted by aspiring parents.  
 
[1] Trudel, R. (2019). Sustainable consumer behavior. Consumer Psychology Review, 2, 85-96. 
[2] https://www.mariakoijck.com/ 
[3] https://www.philips.com/a-w/about/environmental-social-governance.html
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introduction (continued): space for images

image / figure 2:

image / figure 1: Artwork of Maria Koijck showing the waste generated in the medical sector [2]

Focus Area 
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PROBLEM DEFINITION  **
Limit and define the scope and solution space of your project to one that is manageable within one Master Graduation Project of 30 
EC (= 20 full time weeks or 100 working days) and clearly indicate what issue(s) should be addressed in this project.

ASSIGNMENT **
State in 2 or 3 sentences what you are going to research, design, create and / or generate, that will solve (part of) the issue(s) pointed 
out in “problem definition”. Then illustrate this assignment by indicating what kind of solution you expect and / or aim to deliver, for 
instance: a product, a product-service combination, a strategy illustrated through product or product-service combination ideas, ... . In 
case of a Specialisation and/or Annotation, make sure the assignment reflects this/these.

The overarching societal problem (SQ) this work focuses on is Philips' search for an approach to become more 
sustainable by offering circular subscription models to their costumers. Sustainable business innovations show a large 
variety of new business models which are feasible and financially reasonable. There is a vast amount of tools on how to 
develop sustainable business models as well as innovative circular models. Yet, barely any of these models are 
implemented on the market. One of the causes of this problem is the consumers' non-decision for sustainable 
alternatives. Therefore, this work solution aims to connect sustainable business models with the decision of the 
consumers to enable the consumers to choose sustainable alternatives.   
 
Philips' MCC sector offers an interesting space for this work, since the topic of sustainability is new to this sector with 
lots of room for exploration. Hence, circular subscription models  and their consumer acceptance are a novelty for 
MCC. This leads to the research question (RQ) of how to combine parents decision making and a circular subscription 
for Philips baby products. Since Philips also has interest on consumer decision making for potential circular 
subscription models form other product sectors, this is seen as a Sub Research Question (sRQ) to investigate the 
generalisability and replication of  this work's outcome to other PSS.  
The choice of the decision making model will be based on an initial investigation and creation of an overview of 
psychological and sociological approaches and in consideration of the consumer perspective, resulting in the most 
suitable choice of the given ambition of this work. 
 
  
 

This work expects to deliver a framework and road map on implementing a circular service systems for the MCC sector, 
resulting in aspiring parents deciding a circular subscription for baby products . Ideally, the developed framework might 
offer the opportunity to be replicated and applied within other circular subscription services of Philips from other sectors.

The thesis aims to connect the circular business model of subscription with the consumer's decision to purchase it.  
To do so the existing knowledge of Philips on developed subscription systems will be translated to a draft of a circular 
subscription model for MCC. The decision of the aspiring parents for this subscription model will be explored through 
the most suitable decision model based on literature research - aiming to translate the sustainable thoughts of 
aspiring parents into a sustainable decision for the subscription service. The results are expected to deliver a 
framework with road map for MCC to launch a circular subscription service for aspiring parents to choose.   
 
This includes the following actions: 
Research on historical developments that lead to our current non-sustainable decision making  
      - Creating an overview of decision making models (psychological and sociological perspective) 
Investigate needs and roadblocks in adopting a circular subscription service (PSS) for MCC     
     - Map down drivers which make the users behave in a sustainable/unsustainable way         
     - Define sustainable and unsustainable behavior in this field 
Map out the opportunities for influence and change at the product, service and social level     
     - Explore possible approaches which lead to sustainable decision making based on the chosen model 
     - Map the customer journey of becoming parents and key opportunities for sustainable decision making 
Investigate experience design guidelines based on literature, interviews/co-creation sessions with consumers
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PLANNING AND APPROACH **
Include a Gantt Chart (replace the example below - more examples can be found in Manual 2) that shows the different phases of your 
project, deliverables you have in mind, meetings, and how you plan to spend your time. Please note that all activities should fit within 
the given net time of 30 EC = 20 full time weeks or 100 working days, and your planning should include a kick-off meeting, mid-term 
meeting, green light meeting and graduation ceremony. Illustrate your Gantt Chart by, for instance, explaining your approach, and 
please indicate periods of part-time activities and/or periods of not spending time on your graduation project, if any, for instance 
because of holidays or parallel activities. 

start date - - end date- -11 11 2021 11 5 2022

Calender Week 43 44 45 46 47 48 49 50 51 52 1 2 3 4 5 6 7 8 8 10 11 11 12 13 14 16 17 18 19
Project week -2 -1 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27
0.PREPAERATION
Finalizing Briefing
1. DISCOVER
Kick-Off
Primery Reseach 
Philips Expert Interviews
Target Group Interviews + Evaluation
Literature Review 
Secondary Reseach
Philips Expert Interviews
Target Group Interviews + Evaluation
Wraping up Reseach 
2. DEFINE
Review Insights
Mapping and Clustering Insights
Design System Map
Opportunity & Vision Mapping 
Prepering Midterm
3. DEVELOP
Weekly concept brainstoming
Deciding and Developing Concept
Strategy Building
Customer Journey
Generative Session
Evaluation, Iteration, Development
Generative Session
Evaluation, Iteration, Development
Improvement
Confirmation and finalizing outcome
Concept building
Roadmap building
Preparing Greenlight
4. DELIVER
Weekly notetaking for the report
Bi-weekly reportwriting
Feedback
Iteraltion
Visuals and Layout
Final Report
Presentation Preperation
Graduation

Semester 1 Break Semester 2
Part time (4 days a week) Part time (4 days a week)

The planning is structured in 4 main phases, but due to the visualization of the Gantt-Chart, the process has a linear 
way of working. However, to break this linearity a weekly concept brainstorming session is being added to the 
planning. This makes the design process more dynamic, enables deeper scrutiny of ideas, and make learnings more 
in-depth.  Furthermore, the schedule includes weekly note-taking and bi-weekly report writing sessions. These sessions 
are in place to avoid extensive report writing in the last few weeks before graduation. 
 
The black squares in the Gantt-Chart denote the weeks of the four main milestones - kickoff meeting, midterm 
meeting, green-light meeting and graduation ceremony. Furthermore, breaks are also marked in the planner as grey; 
this includes two weeks of Christmas holiday and one recharge week during the developing phase.  
 
Overall, the internship will be a four-day workweek graduation since, I will be occupied with wrapping up the my 
ongoing honors project as well as one TA job, followed by Dutch classes one day a week from February.
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MOTIVATION AND PERSONAL AMBITIONS
Explain why you set up this project, what competences you want to prove and learn. For example: acquired competences from your 
MSc programme, the elective semester, extra-curricular activities (etc.) and point out the competences you have yet developed. 
Optionally, describe which personal learning ambitions you explicitly want to address in this project, on top of the learning objectives 
of the Graduation Project, such as: in depth knowledge a on specific subject, broadening your competences or experimenting with a 
specific tool and/or methodology, ... . Stick to no more than five ambitions.

FINAL COMMENTS
In case your project brief needs final comments, please add any information you think is relevant. 

After my bachelors, which was followed by a year of working as an industrial designer in Austria, I was very frustrated to 
see how unsustainable the industry is and my inability to have an impact. This resulted in my decision to return to 
studies and find ways to have a sustainable impact as a designer on a strategic level. Through my electives, honours, 
internships and TA jobs, I have focused on answering this question from different perspectives, including business, 
consumer, and political perspectives - using social, systemic and participatory design.  
 
After almost two years of my explorative journey in the topic of sustainability and design at the TU Delft, I concluded 
that our current western lifestyle based on a linear economy serving businesses and customers is the biggest 
challenge against a sustainable future. After better understanding the power dynamics of politics, society and 
businesses, and looking into who should be held accountable for polluting the planet, it became clear that this is my 
topic of interest.  
Looking back at my studies, two electives triggered my interest in the topic of sustainable business models and 
sustainable consumer behaviour. On the one hand, they gave me relevant initial insights and knowledge , but on the 
other, they also raised the question of why it is so common to think in silos and not combine consumer behaviour 
more directly into innovative sustainable business models. This drove me to focus on the solutions for the needed 
transition of businesses and consumers within the western world towards a circular economy. Therefore, I aim to utilize 
my thesis as an opportunity to dedicate 100 days of my time to go in-depth into this topic.  
 
After graduating from SPD, I aim to enter the job market again as a strategist and utilize the acquired competencies 
from my master towards my goal of having a sustainable impact on a systemic level. Through this thesis, I aspire to 
gain expertise to help businesses move from a linear economy to a circular economy. Eventually, I aim to use this 
experience as a stepping stone to grow as a sustainable strategist. Working with a company like Philips and 
experiencing strategic and sustainable design in practice are great opportunities for me to develop into the designer I 
aspire to be. In a nutshell, my top learning objectives of this graduation thesis are:  
 
1. Developing in-depth knowledge and expertise in sustainable consumer behaviour in the western world 
 
2. Developing in-depth knowledge and expertise in sustainable business models in the western world 
 
3. Learning to connect consumer behaviour with sustainable business models, to trigger sustainable consumer 
behaviour and combine this with sustainable business models.  
 
4. Exploring how businesses like Philips can transition from a linear economy to a circular economy by using strategic 
design. 
______________________________________________________________________________________________ 
I also aim to develop my following softskills: 
 
1. Confident appearance and generally growing in confidence in my work  
 
2. Structured and good project and stakeholder management  
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INFORMATION MAPPING  

Millennial/Gen Z Parenting

legal Inisghts

Business

GenZ Health
and wellbeing

new business models around rental & second hand
'the sharing economy'

Delocalised care (home care, secondary care facilities, telehealth)
health for mother and child

Pandemic impact & post covid

Philips business 

Food (baby food, breastfeeing, family food preferences)

Parenting

Gen Z/Mill
people and
society

Millennial / Gen Z and ecology

Gender roles and sexuality 
in the new family life

Healthcare

(covid - joker)

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. Intrestingly, woman are more represented among vegan/vegetarians.

Global food system makes a significant contribution to climate changing greenhouse gas emissions, biodiversity loss, water extraction and pollution with all stages 
in the supply chain, from agricultural production through processing, distribution, retailing, home food  preparation and waste, all playing a part.  The most 

damaging food wehn it comes to greenhouse gas emissions arcross the supply chain (LandUseChange,Farm, AnimalFeed,Processing,Transport,Retail,Packaging) is 
by far beef, followed by dairy co- products, lamb&mutton, chocolate and coffee.On the other hand nut trees are having a negative footprint since threes have been 

planted to replace cropland and they store CO2.

With the rise of vegans pediatrician’s knowledge of a vegan diet becomes a matter of urgency to avoid nutritional deficit for mother and babies. Several studies have 
demonstrated the insufficient supply of essential nutrients such as vitamin B12, vitamin D, calcium, zinc, iron, proteins, essential fatty acids, and iodine in vegetarian 
and vegan diets and the damage caused by this. However, there is a distrust from parents towards pediatricians expertise of vegan diet. Therefore families decide to 

seek alternative expertise on this matter without pediatric consultation.

Vegan

Vegetarian pregnant 
women had lower BMI if 

compared to women 
following a conventional 

dietary pattern, and lower 
prevalence of overweight 

and obesity 4–5 years after 
delivery.

Obesity

Planet

MCC / PH

Philips

Sexual problems 
in the postpartum 

phase

Sex during 
pregnancy

Sex in pregnancy is normal. There are very few proven 
contraindications and risks to intercourse in low- risk 
pregnancies, and therefore these patients should be 

reassured. Potential complication of sex during 
pregnancy could be preterm labor, pelvic 

inflammatory disease, antepartum hemorrhage, 
venous air embolism.

Quotes

Tiredness

"These days I’m just so 
tired I feel like I could 

go without sex 
forever."

Changing 
lifestyles 

and gender 
roles

I just go to bed and go “I’ve got five 
hours up my sleeve... What do I 

want to do? Spend an hour having 
sex and then sleep for four? No, I 

want  five hours to sleep.”

I feel like there’s not so many 
elements of our relationship that 

are sexy anymore....What we don’t 
have at the moment is ‘us time’, and 

I don’t  feel like that time is 
prioritised.

I feel as though there’s not 
enough of me to go 

around. Let alone my own 
sense of giving to myself.

There becomes these assumed 
roles, and that pisses me off.... I feel 
like I carry around this chip on my 

shoulder.... And then it affects your 
view  of yourself, in terms of 

thinking

Emotional 
connections 

with 
children

I think another part of it is that, sometimes I feel as 
though I’m more in love with my children... Isn’t that 
madness? But that kind of love  that....being madly in 

love the way I was with Michael, it’s become more  of a 
stable kind of love, and my children have almost 

replaced that  breath- taking, head- over- heels kind of 
in love.

I think I’ve changed from being a lusty woman 
with my husband... wanting that intimate 
contact with my husband has changed, 

because now I think  I’m getting – it’s not 
intimate contact from my kids – but that,  
physical contact is so consumed with my 

children, that that need is  fulfilled that way.

Every ounce of my energy, my 
affection, my love, it was all 

focused on him [the baby]. And I 
think that there wasn’t room for 

anything or  anybody else.

Body 
image 
issues

There’s the whole weight loss thing, and you’ve got a 
flabby tummy and your boobs are a different shape 
and you don’t see yourself in the  mirror the way you 

did before you had kids and go “Oh, not too bad”, now 
 its like “Oh. Can you turn the light out if we’re going to 
have sex?”....  I am actually horrified by the thought of 

having sex in broad daylight.

feel like if anything, I had more respect 
for myself and for the female form. I 

mean, it’s quite a miraculous thing, and I 
found that  empowering, rather than 
sort of negative...You know, it can be 

very  pleasurable, but it can also create 
life.

Loss of 
libido

I guess I went from having a very healthy sex- drive and 
a very healthy libido and interest in sex, to being 

completely disinterested,  completely....And doing it 
out of obligation, because I felt that Michael  really 

enjoys it - as most men do (chuckles). So I felt as 
though I was  kind of letting him down, so I pressured 

myself into it.

Once I fell pregnant, I had no interest in 
sex. None whatsoever.... And it never 

came back.... It was more the effect on 
my marriage that I was  worried about. 
And I still feel guilt. HUGE guilt. It’s the 

only thing  in my relationship that I’m not 
perfectly happy with.

I almost felt like it was - for want of a better word - my duty. That I 
could live without it, but I felt that, it had been such a big part, a  
significant part of our relationship, (laughs)... It sort of surprised 
me,  which is why I think I really remember it, because I’m not a  
subservient kind of woman who thinks “This is my role, and my 

duty” but I  really felt like I had failed. And maybe it was because I 
put a lot of  expectations on myself and I didn’t live up to that, so, 

you know, that  was a failure.

Changing 
intimacy

Changing 
view of 

sexuality

Because we don’t have sex very often 
now at all, a lot of the intimacy has gone 
as well. And I think that if we had more 

intimacy, we’d have  more sex, and 
Marcus thinks that if we had more sex 

we’d have more  intimacy.

I don’t feel that we’ve grown apart because 
we’re not having sex. We still have a date 
where we go out, like every two or three 

weeks, just  the two of us. We still kiss and 
cuddle and sit on the couch together.  And as I 
said, we may not have intercourse, but we do 

other things.

I suppose I’ve lost confidence just 
knowing that I’m a mum... I don’t 

see myself as sexy anymore 
because I know that I’m a 

mum....Those things don’t  go 
together.

I think it’s because it’s harder to see 
myself as a sexual being, to tell you the 

truth.... This is me. This is what I do every 
day, I look  after children, I clean up, I 

just feel really mundane, and like, how  
could you find this attractive? It doesn’t 

feel sexy

It’s kind of like a bit of a conflicting role to be a mother 
and a nurturer on one side, and a whore in the 

bedroom on the other side  [laughs]. And I don’t 
actually think my husband sees me  

differently...Whereas I’m a completely different 
person, I no longer  have my own financial 

independence, I don’t work and interact with other  
adults on a daily basis. I’m a completely different 

person now to what I  was.

Teamwork

The impact on my life has been about 
the same as the impact on Dean’s life... 

It’s been a real joint venture...And I think 
the fact that it’s been  halved, has really 

helped, and the fact that it’s been mutual 
has really helped.

We had this really nice romantic dinner for 
two, just to reconnect as a couple, that was 

really nice, and we felt that was 
important....Having  Rainer looked after and 

having some of our time has been really 
important...Reconnecting as a couple rather 

than it always being about Rainer.

Time 
together as 

a couple

Agreeing 
on 

priorities

Look, it’s not where our sex life was, 
but, I kind of think that suits us at 

the moment. We’ve got a lot of stuff 
going on...It works for us...It’s  
definitely not a priority at the 

moment.

Sexual 
problems

Although 80% of woman suffer from sexual problems 2-3 months postpartum, woman's voices remain 
relatively absent in the literature around sex and sexuality.

Women appeared to have high expectations of themselves in regards to sexual activity, and experienced a 
sense of failure when their sexual drive was not at the same level as before pregnancy. Most women saw 

these expectations as self- imposed, but some also experienced pressure  from their partners. This results in 
woman having feelings of guilt and failure, connected with 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.

There is on the one hand physical explanations (tiredness, breastfeeding, hormonal changes) and on the 
other hand psychosocial explanations (adjusting to becoming a parent, resentment over role changes, 

emotional connection to the baby).

Loss of the female libido is a major issue for couples in the postnatal period. Despite this, studies have shown 
that only 18% of postpartum women at a London teaching hospital had received information about changes 

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

Quotes

Gender roles in 
family and 

worklife

Solutions

People who normally 
do not experiencing 

any signs of 
hypochondria, can feel 

quite anxious about 
their health now

Anxiety

a source of fear : being 
judged about being 

cautious or wearing a
mask for example. 
Mass moralism is 
creating tensions 
between people.

The effect of the 
pandemic on jobs, 
health benefits and 
personal finances is 

making people 
worry about their
financial future.

Young people, 
already framed as 

the “lockdown 
generation’ are 

disproportionately
affected by the 
COVID-19 crisis

the younger 
generation 

experience a 
disruption to 

their education

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.

43% of young people say 
their anxiety levels

have increased due to the 
pandemic and a third say 
they are overwhelmed by 

feelings of panic and 
anxiety on a daily basis

If trust in authorities, science and 
health information decline, 
managing public health will 

become extremely difficult and 
more tensions will occur more 
often in society. Especially the 

refusal of a vaccine can 
cause polarization.

Covid impact on 
young people 

(Gen Z)
(health) (social fear)

(financial 
anxiety)

losing trust in 
authorities

Gen Z parents 
fear the impact of 
social isolation for 
their child and for 

themselves

she hasn't been exposed to other 
children for a year now. I can see how 
that's had an effect on her. She seems 

confident running around here, but 
when we're in playgrounds, she's shy, 

very to herself.

I think his generation 
will have a lot of 
social anxiety.

I hope he'll be 
confident to make 
friends as he's not 
seen a lot of kids

We were missing out on baby 
groups and she was missing out on 

development and socialising - I 
mean, I was too. Meeting other 

parents is a key part of parenting.

It's been heartbreaking. She's 
picked up on it, she asks for 

friends. She goes up to other 
kids but they move away.

It's hard because you don't 
know if those kids have been 

told to keep themselves to 
themselves because of 

everything going on.

Gen Z comments 
on parenting;

I really try to educate her in 
the things I wasn't educated 
in until recently like the Black 

Lives Matter movement

Gen Z parents 
want to educate 
their children on 

injustice in 
society

Gen Z parents 
let the baby 

lead (baby- led 
parenting)

You get those parents that want 
you to do certain things, “be this 
kinda person” or “take this kinda 
career”, but I just want to let him 

fly, to be honest.

Gen Z parents 
want an equal 
relationship 

with their 
children

I want her to know our relationship is very 
open and she's equal to me and anyone else – 

that we can grow up and be really close... I 
hope the world our generation is trying to 
build now will be the one she'll be living in. 

Everyone equal, everyone happy and no racial 
discrimination.

I'm still growing as a person 
and learning about what I 

want to do, so I'm going to let 
go of any boundaries for him

Gen Z are realising you don't need to 
have a traditional family life, you don't 
need to have a house and get married. 
Maybe our generation are challenging 

social norms, which is a really good 
thing. A family is what you make it

He's not been 
challenging to parent 
so we've let him lead.

We talk to him like he's our 
equal and I think that's really 

worked out well for us 
because he'll play on his own 
and be really independent.

[How would you describe yourself 
as a parent?]

 Very relaxed, very baby- led. She's 
quite independent ... She gets to do 

what she wants, basically

Hopefully our generation will 
educate the next – we are 
more woke, we are more 

aware of things like mental 
health

Gen Z parents 
benefit from use 

of technology 
and social 

media

We weren't super influenced by technology. Whereas 
nowadays, Nyla knows exactly what a phone is. She 
doesn't know her way around it but she definitely 

knows she can get entertainment from it. ... We also 
have the luxury of being able to put on the TV so we 

can switch off or do a chore, which isn't something our 
parents had as easily

As a parent, I feel like it's easier 
for me to meet other mums 

than perhaps it was. I've made 
most of my mummy friends 

through Instagram

Gen Z parents do 
not want to put 
boundaries on 

what their 
children can or 

should do

rise of self 
sustaining 
existence

people want to 
be less 

dependent on 
external 

cicumstances

there is a rise of 
local farming, 

farming, 
homesteading 

and living off the 
grid

the rise of self 
sustaining 
cities bring 

ideas for bio- 
economies:

 policymakers are 
now even more 

keen to make city 
communities self

sustaining.

 Ideas for these cities 
include proposals for 

circular bio- economies 
and smart cities that 
put people and the 
environment first.

People are turning to 
professional wild plant 

foragers to learn how to 
live off the land

as the coronavirus health 
crisis continues. 

Workshops and foraging 
classes are

increasingly popular.

Foraging 
for food is 
growing in 
popularity

 Fear that global 
supply chains could 
break down causes 

people to
look for alternative 
ways to find food.

Food

Self sustaining 
cities

woman with obesity 
in pregnancy need 
lifestyle changes 

and need it quickly 
after becoming 

pregnant

of 1,35million 
women with BMI>25 

and trying to 
conceive, 950.000 

will need for 
counseling and 

support

Use of telemedicine 
(remote prenatal 

care) can decrease 
the number of in- 

office visits for 
pregnant woman

' the more visits you 
have the more 

inconvenient for the 
patient and risky in 

terms of covid, 
infection risk etc'

less in- office visits 
for pregnant 

woman reduces 
the risk of 

infection or covid

Telehealth

counseling 
need

Obesity is a 
major problem 

on health 
issues in 

obstetrics

Advancing maternal 
BMI, increasing 

mothers age and 
derived prenatal risks 

considerably 
complicate pregnancy 

and delivery

a 20y analysis in 
Germany shows a 

significant advance of 
maternal BMI, with an 

increase in obese 
women (growth avg 

9,4%- 19.2%)

the consequences of 
obesity in pregnancy 

do not end with 
delivery but represent 
a livelong burden to 

the mother and 
offspring

GenZ have to deal with an uncertain future and this 
impact negatively their mental health because they 

have a lot of fears about the future and they feel many 
things are ruined due to factors out of our control but 

they feel they have to solve them.

The financial insecurity and trying to navigate the 
process of obtaining long- term assets in a changing 

econom (inflation...) also creates stress.

GenZ feel that their generation is more 
entrepreneurial and creative than previous 

generations. They Are Forging Their Own Paths but 
also feel an immense pressure to succeed. This is due 
to the constant comparison of yourself to others on 

social media that results in low self- esteem and a 
constant  unsatisfaction or feeling of not doing 

enough.

pressure to 
succeed 

and social 
media

Telehealth 
consultation is now 
considered a cost- 

effective first line of 
treatment for non- 
urgent and follow- 
up appointments

We can expect to see 
healthcare providers and 

insurance companies 
working together moving 
forward to broaden the 

availability and accessibility 
of telehealth.

Telehealth 
reduces 

costs of a 
care plan

Telehealth has the 
potential to improve 
patient engagement 

and adherence to 
lifestyle choices and 

preventative care 
methods

the covid-19 
pandemic 

disrupted metal 
health services in 
93% of countries 

worldwide

to continue treatment in covid 
crisis therapists, counselors and 

doctors turned to video 
conferencing. development of 

Teletherapy and telepsychiatry  
is moving forward and will 

become more widely accepted as 
treatment

patient demand in 
convenient access 
to care services is 
driving the growth 

in telehealth

data sharing between apps 
and individual's devices is 
getting easier, providing a 
more rounded view of a 
person's lifestyle for the 

healthcare professional icw 
electronic healthcare 

records

providers need to move 
from just providing and 

recording facts to passing 
on these critical insights 

back to maximize the 
benefits to the patients.

telehealth makes it 
easier to monitor sick 

children, that are often 
good at masking 
symptoms or are 

shy/scared in frotn of 
medical staff

pediatric telehealth will 
grow more widespread 

as the upcoming 
generation of parents 
is more accustomed to 

using virtual 
technology

Telehealth will 
reduce pressure 
on the workforce 
and potentially 
allow them to 

deliver better care

pediatric 
telehealth

remote 
prenatal care

mental 
telehealth

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.

As creators become influencers, Gen Z 
consumers seek to buy directly from 

them,  cutting out the retailer as 
middleman.

second hand 
shopping and 

influencers

As parents, Gen Zers are likely to emphasize the 
importance of mental health. They’re expected to 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.

kids mental 
health 

support

motivations for 
second- hand 
consumption

Philips approaches care 
through the health 

continuum. 

This fits a new holistic 
perception of wellness that 

includes sickness  
developing in GenZ

Philips and 
the care 

continuum

business modeling 
capabilities amd 
reverse logistics 

capabilities  should 
be owned by 
supporting 
functions

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.

Several traditional retailers 
are finding ways to move 

into the reselling space. for 
example: through resale as 

a service platform 
ThredUp, Ikea offers a buy 

back & resell program, 
Zalando Preowned

Brand 
expectations

The conscious consumer 
wants the facts, the nitty- 
gritty data proofing the 

sustainability of a product. 
They want no fluff or 
blurbs without details

The conscious 
consumer values 

transparency. When 
something goes wrong, 
brands should not hide 
it but tell what they are 

doing to improve

To build trust with the 
conscious consumer, 
brands need to show 

humanity: the wins, the 
losses , the mistakes 

and the learnings

Trust through 
transparency

Consumer demand for, and expectations 
of, brands’ ethical commitments are 
evolving,”  “They have moved beyond 

simply wanting brands to ‘be ethical’ and 
are demanding to see measurable, 

transparent and consistent actions from 
those they choose to support."

when the conscious 
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

The conscious consumer 
wants to be educated to 

make the most out of their 
purchase, how to reduce 
their consumption habits 
and how to build a long- 
term relationship of trust 

with your brand

make the 
consumer feel part 

of the change

Rise secondhand 
retail

right storytelling 
will enable asking 
higher prices of 
the conscious 

consumer

one in five parents has acquired a greater number of 
second- hand items (baby clothes, toys and equipment) 
for their children since the onset of the 2009 financial 
crisis, in order to save money. Financial benefits are 

widely found to be the main motivation for using 
second- hand retail channels. Being a green parent 

tended to be considered an extra burden: it was more 
expensive, or more time consuming, or more work. 
With the practice of buying, or otherwise acquiring, 

second- hand and the awareness of second- hand and 
alternative retail channels saved parent’s money and 

enables green parenting.

Parents are more likely to buy 
second hand for their second 

child; because of financial 
motivation, having less concern 
about hygiene and safety, less 

desire for new thing and through 
the parent network they have 
build they know about more 
second hand opportunities.

Second 
hand

biggest impact of 
our products is 

sterilisation by very 
far, and energy use 

in general for PH 
products

We need to push the bondaries with new 
business models (e.g. business model for 

recollection), rethink our supply chain 
and understand how to involve external 

parties, create partnerships. 
Partnerships  should be driven above the 

business level, at least at a PH level or 
higher, but bottom- up initiatives for 

specific businesses and markets could 
inspire it.

People seek moments of 
calm into everyday life, from 

silent cafés to meditative 
bathroom rituals

In most working situations analized the woman tends 
to take up most of the household work and the 

organization of the family. Even when the woman is 
the breadwinner. Despite this inequality, this 

arrangement was 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.

Mental load 
is on woman

Quote

More parents acquired second- hand items for their children since the onset of the 
2009 financial crisis, The motivations for second- hand consumption are

1 Search for fair price;
2 Gratificative role of price;
3 Distance from the system;

4 Ethics and ecology;
5 Originality;

6 Nostalgic pleasure;
7 Treasure hunting;

8 Social contact

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

reusing items (baby clothes, toys and equipment) 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, because kids grow quickly out of things before those items have reached the 

end of their useful life. There is also a sense that another child should have the 
chance to use an item, if it had been useful to the participant’s own child and/or 

gave them pleasure.

Formal or informal 
mummy network 

provide opportunities 
for second hand items 
and awareness of the 

channels (e.g. the 
'nearly new sale')

Second- hand consumption 
is still considered as a niche 

form of consumption, a 
deviation from the norm, 
while waste is an obsolete 
term in the natural world 

where process by- products 
are simply a useful input 

for another process

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 
for plastic from oil (material itself and 

certification also has extra costs). There is 
research ongoing in  Philips and outside 
on materials to find solutions. There is 

also a need for better partnerships with 
recycled/eco- plastic suppliers  to get 

long- term supply and certify the 
manufacturing process.

There is lack of 
consistency when it 
comes to the user 
group, the terms 

keep changing and 
the definition of the 

target group.

There is lack of 
sustainability 

perspective and 
understanding of 

what sustainability 
means for the 

consumer.
new interaction 

technologies (augmented 
reality, virtual reality, digital 

assistants) make the 
remote use of diagnosis 

tool more accessible to less 
trained users.

Digital assistants 
and bots are new 
ways to approach 

mental health 
support with quickly 

developing 
capabilities (AI)

In 2019, 59 percent of Gen Z respondents stated that they 
participated in outdoor activities, making them the generation 

with the highest participation.  65% of millennials and Gen Z- ers 
think it is essential to do physical activities in open and outdoor 

spaces to maintain mental and physical health. 

There is a move toward leaving cities toward suburbia  since 
2017, and the pandemic has accelerated this trend.

The IVP Young parents report is focusing on the two target groups of hyper- quantifier and the buy- ologist who are first time parents.
 The audience here are Gen Z Young parents. Overall the reseach has shown that this generation is looking for holistic family solutions that are inclusive and 

personal.

There have been 5 tension identifies: Allowing time for myself, keeping my energy balance, Dealing with Anxiety, Discover our new normal- routines and 
Understanding and planning parenthood. As well as 9 need domains Social, Work Finance,Sleep&Energy, Appearance, Nutrition, Activity, Baby development, Physical 

health and Mental balance.

Health&Wellbeing+ (Care for a healthy family today and tomorrow) resulted in the most attractive IVP direction, empowering parent to care of their own and 
families health.This IVP positions itself on the health& wellbeing domain with a promise to be the daily companion. Further this IVP is able to address both the HCP 

as Consumer needs and fits with the company ambition.
The solution is about a family- health partner which goes beyond the baby's wellbeing and supporting the parent's wellbeing as well.The vision is to empower the 

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 offers opportunities for alternative business models such as Rent, 

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

Mental 
health

(holistic) 
Wellbeing

Medical 
conditions (OUT 

OF SCOPE)

the great 
resignation

Raised with the perception that health and wellness is about holistic balance, this idea is second nature to GenZns, Gen Z takes a holistic view of health, emphasizing 
physical fitness, healthy eating, and mental well- being and influencing factors like their social lives, emotional health, sleep. Good health is indicated by both looking 

good and feeling good, and they have a sense that these two should come together. Everything they do is connected to health and they are dedicated to being 
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- esteem, and having time to 
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/flu, and ahead of weight 
issues. Exercise is a key stress management technique, and is in fact central to how teens 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 teens take an active role in carving out time to 
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 differently, in line with wider gender 
differences in exercise perceptions. Girls often see it as a way to build feelings of control over their body image and the guilt associated with eating, while boys are 

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

Simply put, physical fitness, healthy eating and mental health are more important to a much larger percent of Gen Z than it is for their baby boomer parents. 
Reaching a state of complete physical, mental and social wellness is central to the identity of many - an especially stark contrast when compared with previous 

generations.

The new plant based trend has also gained significant traction as of late. Gen Z kids think a lot about being ‘balanced’, and are sensitive to fresh and less processed 
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

GenZ holistic 
approach to 

wellbeing and 
health (pro- active, 
 holistic, creating 

good habits)

When it comes to food, Gen Z wants healthy, convenient options. Gen Z members 
are seeking out portable and easy- to- prepare foods, but they’re also choosing 

healthy items when they do. As a result, there’s a growing opportunity for 
manufacturers and eateries to launch healthy snack or grab- and- go products that 

appeal to this demographic.
In terms of dietary choices, Gen Z is in favor of high- protein, low- carb foods, with 

51% saying sugar is an obstacle to a healthy life. And this group is far more likely to 
consume plant- based products and is open to becoming vegetarian. Nearly 80% of 

american Gen Z plan to go meatless 1–2x per week, citing health and 
environmental concerns.

The new plant based trend has also gained significant traction as of late. Gen Z are 
sensitive to fresh and less processed distinctions and transparency with 
ingredients, package facts and product sourcing in foods and beverages.

 Gen Z accounted for 38% of gym sign- ups globally in 
2018. As the most active membership category, 87% of 

Gen Z reported exercising three or more times per 
week.  43% of respondents working out at home, 65% 
using fitness apps, and 28% depending on wearable 
technology to track workouts. They want apps with a 

simple brand message that resonates with people out 
recreating who may not be mega- athletes, and online 

workout community that focuses on at- home 
workouts. They want to be and feel healthy no matter 

who they are or where they are.

fitness

GenZ look for more 
“effectiveness, 

convenience, efficiency, 
and transparency”, with 
53% of the respondents 

preferring telemedicine to 
traditional in- person visits.

telemedicinefood

Gen Zers are dedicated to their mental health just as much as their physical 
health and are actively taking measures to not only protect their positive 

emotions, but to cope with negative ones, too. Having come up in a world of 
increased anxiety and rapidly changing (rapidly changing (i.e. active shooter drills 
at school, a pandemic, climate change)) 72% of Gen Zers say managing stress and 

mental health is their most important health and wellness concern. This 
generation embodies resilience. They are constantly iterating, yet they stay true 

and honest to themselves when it comes to their mental wellness. Nearly all (75%) 
of Gen Zers are open to talking about the state of their mental health and they 

are 27% more likely to report that their mental health is fair or poor compared to 
other generations.

Anxiety has overtaken depression as the most common reason Gen Well seeks 
mental health help. Over half (52%) admit that they are constantly stressed. But 

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

mental 
health

consumers are 
often unaware 

of our 
sustainable 

products

Philips 
sustainability 
PH marketing 
focuses on the 
buydeologist

PH has developed a playbook on 
sustainability  marketing  

communication. The core idea is 
'Use less. reuse more.' The 

message to the audience has to 
be tangible, relatable. There is a 

focus in the messaging on 
material, engineering and energy 
as these are well understood by 

the consumer. Sustainability 
should not be the main message.

By 2024 all PH 
products 

should have 
an 

ecopassport.

By 2025 Philips 
want to be known 
as the sustainable 

health and 
wellbeing brand

We need more 
green products in 
the MCC portfolio 
and a longer term 

vision and 
roadmap.

Philips aims to have a strong sustainable 
narrative and position against green 

washing. This is not only crucial to have 
true sustainable impact but also is in 
alignment and building a strong trust 
relationship with the consumer since 

there is a rising criticism regrading green 
washing. Further this offers a strong 

differentiation from current competitors 
which have shown to practice green 

washing.

Consumers want companies to take responsability for 
sustainability. But they also want to be informed and 
involved. Philips foresees a shared responsibility on 

sustainabilty between the consumer and the 
company. There is unclarity on how to define and 

create a narrative around this shared responsability 
and cooperation that brings the consumer along.

Philips has ambitious ESG 
goals, and has delivered on 

sustainability in the past, 
which makes it a 

recognized leader in 
sustainability in the 
healthcare domain.

PH 
sustainability 

marketing and 
target groups PH 

sustainability 
targets

There is a narrative present at 
Philips and in consumers that 
sustainability and convenience 

are opposite, and that 
convenience is prioritized by 

young parents. However, 
sustainability can join 

convenience for example 
through durability and services 

that imply less ownership for the 
user

Intuitive 
Independents/ 

Committee 
Confidents

Sustainability 
is a premium 
when buying 

baby products
The top down commitment and the bottom- up 

motivation is there to work on sustainability at Philips.

Good collaboration dynamics and role definitaion in 
I&S between GSO, XD, ES. Research has an important 

role but could be more pro- active to anticipate on 
technologies that enable sustainability. The 

collaboration with the business is improving, a good 
team is 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 more resources (time and money) 
to activate sustainability.

We need to shift the mindset 
from transactional ownership to 

temporary ownership.

We need alignment between 
company and consumer, and a 

crisp definition of what 
consumers expect from products 

in term of sustainability.

we have parenting + app 
that is limited to to 2 years 

old, while ORC and 
grooming goes on for 80 

years. Health&Wellbeing+ 
App could extend on a 

longer timespan.

MCC is the most 
inetersting business 

for planet tinking, 
due to the 

commitment of the 
parents

Personalised care is a major 
topic for Philips. THis connects to 
GenZ for which personalisation 

is key and who demands 
products and experiences that 

are unique. This is partly so that 
they can share them online and 
develop a persona that has the 
flexibility change to over time.

Gen Z choose rental 
over ownership, 

because they favor 
sustainability over 

price and 
experiences over 

possessions

The Sharing 
Economy will 

continue to grow 
as more Gen Zs 

enter the 
consumer market

Rental

While less than 20% of Gen Z participate in organized 
religion, more than 80% have a sense of spirituality 

and believe in cosmic power. Combined, this emphasis 
on stress management and belief in spirituality could 

explain the growing popularity of healing crystals, 
mindfulness, and astrology apps that, despite 

conclusive evidence of their effectiveness, fall under 
the expansive umbrella of wellness

spirituality Millennial / Gen Z digital and technological attitude

Digital

GenZ digital and health 
(what type of services 
are they looking for?)

71% of Gen Z discover new fitness opportunities and 
healthy restaurants on social media, compared to only 

25% who find them from television commercials. 
Additionally, with 70% of Gen Z watching two hours of 

YouTube each day and the same percentage 
consulting the platform before making a purchase, a 
mobile video presence has become mandatory for 

attracting a younger demographic.

online 
health 

information

GenZ is destigmatizing mental health by talking about it openly on social media, 
where they are also getting advice.

An increase in the number of young people seeking professional mental health and 
mental health alternatives. The number of young people who have spoken to a 

mental health professional went from 41% in 2017 to 56% in 2020. But self- guided 
mental health tools have also been in- demand: 74% want to learn more about 

mindfulness and meditation. So while apps that provide meditation and 
mindfulness guidance, like Headspace and Calm, have been growing for some 

time, they have taken off even more in the COVID era. One in three young people 
have tried a mindfulness/mediation smartphone app (31%) in the last year to 

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

Nearly half (45%) of Gen Z use wearable devices to monitor their health. GenZ is 
the generation most interested in self- tracking, especially for fitness, social media 

use, water intake, and sleep (but less in calorie counting than millenials and Gen X). 
They close their rings, track their sleep, and compete with close friends on workout 

goals. They’re also using apps like Daylio to track everything from how they’re 
feeling mentally and emotionally, to what’s physically aching and how much water 

they’re consuming. The app uses the data and discovers hidden patterns to help its 
users create useful habits like waking up earlier or cutting back on alcohol 

consumption. Their affinity for such apps  signals a need for a high level of user 
experience and data visualization. But it’s not enough to make beautiful apps and 

websites — it needs to be about them.

They have a very low trust in tech companies (Gogle, Apple, etc) to protect their 
personal data.

The quantified self becomes enabled by the rise of unobtrusive sensing 
technologies (wearable, camera- based...) both for physical and mental health 

tracking .

mental 
health 
apps

GenZ and 
health 

monitoring

The segmentation study/Bond gave insights on the American, Chinese and German market. The study has 
shown, that for many parents making sustainable choices is important, there is a general desire to continue 

fulfilling personal goals and that giving birth has impacted their life and identity.
Specifically in Germany 71% pf the participants aspire to give their child(ren) the best live possible.

The research presents 7 different segments on the market: pressured performers, confirmation carvers, 
planning pragmatists, ambitions achievers, solution seekers, committed confidents, intuitive independents.  
The German consumers being more intuitive and internally motivated (less advice seekers and less aspiring) 

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 confidents. Those two groups mark one 
of the largest potential markets Intuitive Independents (16%) and committed confidents (16%). The Intuitive 
Independents are likely to be the ultimate fit with the brand positioning of MCC, which is resonating with the 

Commited Confidents.

Segmentation 
study/Bond

IVP Young 
Parents

The target group is aiming to keep their children safe from harmful chemical and wants to save the environment. However, convenience seems to always be more 
important.

First thing parents act on in terms of sustainability are single use consumable products. This means a call for action for Philips to offer sustainable alternatives to 
multiple use products and durables by creating more awareness and convenient solutions.

The identified opportunities for innovation are guilt- free consumables (recyled plastic, natural materials), increasing lifetime of durable product though business 
models, energy efficiency and materials and solution foe the waste created in the first phase of parenting. The identified opportunities for communication are 
strong claims about plastic- free packaging, recyclable products, eco- freindly materials to convince the consumers for a sustainable choice without giving up on 

convenience.

MCC 
Sustainability 

Inights

For MCC Feeding Journey the following 6 macro trends (social, technological, economical and environmental) driving future lifestyle have been found: the nurture 
economy, holistic wellbeing, planet conscious, personalized everything, beyond health and product&prevent.

Planet conscious is focusing on the narrative of good for me, good for the planet. The Keywords are Pure&Natural, Conscious Consumption and Inclusive Care. In 
times of conscious consumerism people are seeking for a fairer, more sustainable and equitable world.

Conscious consumption is a movement against the excess mentality, plant based diets, transparency, minimalism, shared economy and ethical concerns are topics 
of interest.

Pure&Natural one major concern of parents is harm done by substances, toxins or pollution. Creating a priority of homegrown products, reassurance of food safety, 
concern about micro plastics a higher demand for natural products.

Inclusive Care is focusing on the rising awareness of the need for good care for everyone, leading to communities, brands and employers to become more caring 
and seeking for ways to protect everyone wellbeing. Resulting in decision for social reponsible rands, worry about poor healthcare, demand on affordable 

medication and care for the vulnerable.

One Feeding 
Journey

by 2024 Philips wants to be 
knows as a sustainable 
consumer healthtech 

brand, leading the way to 
enable a circular economy, 

whilst reducing CO2 
emissions and improving 

lives.

The approach to the environmental and social dimensions reflected in the commitment to the United Nations 
Sustainable Development Goals:

 3 GOOD HEALTH AND WELL BEING: Ensure healthy lives and promote well- being for all at all ages (improving 
people health and well- being and expanding access to care for undeserved communities)

12 RESPONSIBLE CONSUMPTION AND PRODUCTION: Ensure sustainable consumption and production 
patterns (Ensuring sustainable use of materials and driving the transition to a circular economy)

13 CLIMATE ACTION: take urgent action to combat climate change and its impacts (Ensuring sustainable use 
of energy, reducing emissions and operating carbon- neutral)

17 PARTNERSHIPS FOR THE GOALS: Teaming up with our suppliers to increase social and environmental 
impact throughout our supply chain and building strong coalitions to drive global change

Philips and 
the 

sustainability 
goals

MCCs perspective on what is needed to become a sustainable 
brand is that there is a vision and a roadmap needed to be 

created though multiple work sessions with a cross- functional 
team. The sustainability critera needs 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 
approach 
towards 

sustainability

Forbes did an research on the best pregnancy apps on the market, Philips app was not represented here. The 
criteria of the evaluation was the following: Availability for iOS and Android, Price, Average user rating, Fetal 
development photos, videos and 3D renderings, Availability of community group or social network, Inclusion 
of customized pregnancy timeline feature, Inclusion of contraction timer, Inclusion of kick counter, Inclusion 

of weight tracker.  The overall winner was babyCenter with a lot of personalization options. Other highly 
ranked apps are: Ovia Pregnancy Tracker, Pregnancy & Baby Tracker WTE (Best for Social Support), The 

Bump— Pregnancy Tracker (Best for New Moms), WebMD Pregnancy(Best for Medical Advice), My 
Pregnancy(Best for Simple Tracking) and Pregnancy App Preglife (Best for Dads, Partners and Caregivers).

Apps for support in family life on the other hand are mainly focusing on planning and organization.Those 
apps can be used by kids as well as productivity tools. Features considered important in this kind of app are 

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.

Apps for 
planning, support 

and helping

Gen Zers consistently expressed that they felt empowered to control and improve all aspects of their own health. From their perspective, personal behaviors like 
eating well, working  out, meditating, sleeping or managing stress are the key to being  healthy. In their eyes, being healthy is a matter of having the desire,  putting 

in the work, and staying focused. These young adults have set high standards for themselves in terms of what it means to live a healthy lifestyle. As a result, they 
often fall short of their own expectations. About the state of their health, many discussed intentions to improve their health— but those intentions didn’t  always 
align with their day- to- day behavior. Members of Gen Z demonstrate an interest in health apps— but ethnography found that engagement is often short- lived. So 

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

Additionally, one in four young adults between age 18 and 24 report zero health care visits in the past 12 months.  This suggests Gen Z may not yet see a clear 
connection between seeking  health care in traditional ways and living a healthy lifestyle. Gen Z cares about health, but they aren’t using traditional sources for 

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 specifically, 34% rely 
less on health websites, 21% rely less on doctors and 18% rely less on  pharmacists for healthcare information. According to the study, 41% of Hispanic consumers 

use TikTok for health information,  which is 37% higher than average. Meanwhile, 25% of Black consumers say  social media discussion on prescription drugs is 
more important today  than it was pre- pandemic, and 40% of Asian American and Pacific Islander  consumers report relying more on social media to stay informed 

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 offers might not stick with this  bunch.

GenZ 
healthcare and 
empowerment

PHILIPS (ph) VIEW ON 
SUSTAINABILITY?

GEN Z & money

FOOD (? IF APPLIABLE)
SEE IF APPLICABLE

There is an 
over- 

abundance of 
choice in 
wellness.

democratisation of 
care

Include care 
continuum in IVP 

insights

Sustainability is one of the 9 PH big bets. Most cirular 
initiatives are driven by MG and beauty until now, due 
to less ressources in MCC. We have sustainability KPIs 

but we need ways to implement solutions. We also 
need to understand how we earn back on investment 

(linked to how to make consumers pay more for 
sustainability)

3) Philips is not a leader in sustainability in PH, 
competition on OHC and MG is ahead with e.g. 
reparability solutions, competition in MCC has 

breastpump rental services for long. Not all solutions 
are copy- paste in PH. 

MCC is a market where you need products only for a 
certain amount of time, ideally it could be completely 

based on leasing models.

PH 
sustainability

They value craftsmanship and want to be able to know the production process behind 
products and services.

mental health

Woman accept 
the inequality

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.

Loss of the female libido is a major issue for couples in the postnatal period. 
Despite this, studies have shown that only 18% of postpartum women at a 

London teaching hospital had received information about changes in postpartum 
sexual function. Resulting in disappointment and concern after birth.

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.

Even when both parents spent an equal amount of time in paid work, the woman 
tends to be responsible for most of the organization of  everyday family life and 

more of the domestic work. This results in high mental load of the organizational 
balance management(i.e., familial coordinating and synchronizing— the first level 

of doing family). Woman with this high pressure tend to have burnout more 
frequent.

Although the interviewees often referred to their exhaustion due to the demands 
on them in the private and public domains, they also emphasized their priority of 

spending time with their family. Especially in the  evenings, at weekends and 
during holidays, they carved out time to  engage in family activities, perhaps also 

to reassure themselves and  others that they belonged together and that their 
family did not differ  from others.

Once a week we go to the library, that’s another one of those 
rituals ( . . . ), let’s just say that it is also important to me ( . . . ) 

going  to Sunday school ( . . . ) or to mass, that is what we do on a 
Sunday  morning at the weekend, the ritual. ( . . . ) In the summer 
we’ll want  to go to the lake again ( . . . ) and then out to supper. 

Then we read  to them ( . . . ). We have been reading for years, we 
are already on  Volume 7 of Harry Potter because they love him 

so much. ( . . . ) so my  husband always reads Harry Potter to 
them for about 20 minutes and then I  take them to bed.

Gen Z trust recommendations from social media feeds 
when it comes to brands and products, this may also 
bleed into their shopping choices for children. They 
currently respond well to the recommendations of 

peer influencers, which may later translate into 
parenting purchase decisions and kid- friendly brand 

advice.

parenting and 
social media

parenting 
values

As parents, Gen Zers are likely to value 
empathy and teach their children. They 
resist restrictive labels and are instead 
embracing fluidity when it comes to all 

aspects  of their identity — gender, 
sexuality and personal  brand.

genZ consider more than 
millenials not having children, 
due to various factors such as 
climate anxiety. The pandemic 

has accentuated this trend.

desire of 
having a child

genZ embrace a holistic, all- inclusive 
approach that shapes who they are as 
parents and individual 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. 

Technology (sensing) can be used in a 
mindful way by helping consumers to 

better understand their own bodies and 
psyche.

holistic identity 
(parent + 

individual)

new family 
dynamics

the age of having the first 
child is increasing. In 

Germany, it is 30.2y old i 
n2020 vs 28.8y in 2009. The 

second and third child 
come between 30 and 35 

ye old in average

There is a rising 
levels of divorce 

and births to 
unmarried 

parents.

The arrival of a child can 
put financial pressure due 

to the mothers cutting 
down their working hours 
or not returning at work. 
However GenZ say that 
they are not planning to 
buy less for themselves 

after the arrival of a baby.

 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.

GenZ are Defined By Self- Expression and Open- 
Mindedness.

They are the most diverse cohort in history. This has 
already built a generation of outspoken individuals, 

taking a stand on issues like LGBTQ rights, racial bias 
and inequality, etc.

They like gender- neutral and inclusive brand voice that 
resonates with an entire lifestyle and welcomes a wider 

range of consumers. The narrative around inclusivity 
evolves to better understand the needs of the 

individual. This will enable consumers to do precisely 
what is needed to improve their own wellbeing rather 

than focusing needlessly on hyped up fads.

genZ & 
diversity

Gen Z and 
believe of impact 

of diet

believe in the 
possibilities for 
an individual to 

make a 
difference

 more positive 
attitude towards 
climate- friendly 

behavior, 
unquestionably due 
 to their educational 

background

‘ People are more confused 
about what to eat than 

ever before. This has been 
exacerbated by social 

media, with a new fad diet 
hitting our Facebook feed 

every day. ’

Confusion 
about diet

impact of ready- 
made baby food

In ready- made baby food the greatest contribution is from meat- based 
ingredients, which cause almost 30% of the impacts.

This is followed by >20% contribution from the dairy products, 15% each from the 
vegetables and beans and 10% each from the oils and sugar, cereals and the 

fruits.

The baby food sector is one component of the broader food sector and shares 
many common ingredients with adult food products, with key differences lying 
primarily in processing methods, product size and packaging. The key hotspots 
for environmental impact across the meals were raw materials and packaging. 

Manufacturing also played a significant role

breast is 
best

Breast feeding is the best source of nutrition for the baby’s growth, but 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. Clear environmental benefits 
include saving the energy and resources of producing formula milk. There’s no hassle of preparing bottles at 

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

Feeding breastmilk substitutes has a larger carbon footprint than breastfeeding.  Dairy farming contributes 
most to the carbon footprint of breastmilk substitutes. Sterilisation of bottles contributes most to 

consumption phase emissions.

Brands should adress the genZ consumers’ mental 
and emotional wellbeing and provide a platform for 

consumers to  connect and support one another. They 
should help combat the pressure to be perfect that 

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

brand 
approach 
to mental 
well being

the slow- 
down 

movement

 anxiety 
(ecological 

and 
financial)

genZ see no distinction between their On And Offline Lives and 
use digital as an extension tool. 55% of GenZ are more 

comfortable connecting with people online than in person. On 
the other side, 50% of millenials in the UK want to digitally detox. 
GenZ consumers like to be brought closer to a brand through e.g. 

live- streaming broadcasts that directly engage with them as 
consumers, and connected to influencers, executives, innovators 

and online communities through fun digital community 
experiences.

online 
identity

GenZ Seek Brands Whose Purpose Aligns With Theirs. 71% of Gen Z believe that brands and corporations 
should help them achieve their personal goals and aspirations.  When asked to choose the most important 

trait for a brand  to have, 58% of Gen Z choose a brand’s purpose, values &  mission, making it their #1 most 
important trait, whereas  Millennials rank it as their third most important trait. 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. They value craftsmanship and want to be able to know the production 

process behind products and services.

GenZ  are insatiably inquisitive and constantly investigating. They expect fast information and services, and 
are less prone to attention- getting marketing gimmicks. They are recpetive to througtful and sincere 

messages.  Most of GenZ want to see behind the curtain, they will research safety or brand of a product e.g. 
on social media.

digital 
branding

Adding gamification elements to your content (the use of game elements in a 
non- game context) is a great way to keep Gen Z interacting with  your brand. It’s 

also a very flexible element in your marketing arsenal,  as it can help you hit 
multiple engagement, awareness and conversion  objectives. Gamification can 

range from advergames (games custom- built  specifically to showcase your brand 
in an interactive game environment)  on web landing pages, branded minigames 

on platforms like Snapchat or  bitesize in- app rewards. You could encourage users 
to continue using  your platform by offering progress reports in a fun way — for 
example,  logging 100 hours on your mindfulness app unlocks something new.  
Gamification elements could also include engaging trivia quizzes, polls  or Q&A 

sessions on your social feeds. The options are almost  limitless and can be scaled 
according to your budget.

Gen Z and 
Gamification

Wellbeing apps are generally gamified, 
subscription- based model. New 

approaches are emerging: for example 
equipping users to practice mediation 
away from the screen, creating more 
focus on empowerement; 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 supported by other people.

shift in digital 
engagement 
and digital 

detox

The pandemic has led to people 
spending more time on social media, 

video calling (people reach out to 
cellphones for comfort in uncomfortable 
times), more e- commerce, but also more 

digital detoxes.

Approximately 25% of the population have taken a 
digital detox in 2020. Additionally, Gen Z is 5x more 
likely to have taken at least one detox compared to 

older generations. The main motivations for 
undergoing a digital detox include spending too much 

time in “virtual” life than real life, focusing on too 
much technology, missing human connection, and 

increasing wellbeing.

Gen Z is the loneliest generation. Their average loneliness score is 
nearly 10 points higher than the least lonely generation — the 

Greatest Generation, those 72 and older.

GenZ spend a lot of time connecting online with their friends 
(often more than in reality). While it’s tempting to blame Gen Z’s 
reliance on smartphones and social media, the data don’t bear 
that out: there is no significant difference in loneliness levels 
between those who used social media often or infrequently.

loneliness

Gen Zers say YouTube is the No. 1 platform they turn to when they want to relax 
or cheer up. Instagram and Snapchat are also very popular among Gen Z. And 

TikTok will soon surpass Instagram in this generation.

The majority (97%) of Gen Z consumers say they now use social media as their top 
source of shopping inspiration; 65% say they use social media to find entertaining 

content; and 61% of them  are specifically interested in watching more video 
content. Brands that  want to capture this audience’s attention need to prioritize 
authentic,  organic content rather than the more polished output they became  

accustomed to producing for millennials.

Gen Z and 
Social 
Media

Digital avatar looks remarkably lifelike and will continue to evolve. They are becoming a new type of care 
providers. They can be customized and display empathy; they are able to analyze facial expressions and 

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

Using sensors (camera- based facial expression detection, skin- response, brain activity), the system can also 
deep- read the user by tracking their emotional and cognitive state. The system can detect stress and 

engagement better than humans.

New technologies enable natural interactions away from the classical screen (haptics, voice control., virtual 
and augmented reality..). 

The physicals and digital worlds are blending ((mirror world, cloud, digital twin). GenZ thrive in blended 
experiences where they can live on both sides of the screen.

interaction 
tech 

trends

Systems based on AI and 
NLP can be a collaborator 
or assistant for the user 
and help them in many 

daily tasks like scheduling, 
data logging and 

journaling, giving the right 
information at the right 

time in the right context.

1 in 7 couples 
[in Germany] 
is affected by 

fertility 
problems

of 1.8 millions 
woman trying to 

conceive, 1.1 
millions will need for 

counseling and 
support

[in Germany]

Fertility treatments 
are stressful for 
both health care 
professional and 

patients, drop out 
rates are high

Fertility 
problems

This health care democratization is characterized by two major factors: the distribution of data and the ability to generate and apply insights at scale. It promises a 
world in which patients— armed with data, technology, and access to expertise— can take charge of their own well- being and manage their own health. 

Democratization will mean that providers focus less attention on routine tasks and more on the areas where they provide the most value and find the most 
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 inflection point in the consumerization of healthcare, driven by evolving patient expectations, new and advancing health tech and the Covid-19 
pandemic, accelerating the shift toward  more personalized and convenient care. That’s why we’re seeing consumers increasingly adopt solutions that deliver a 

better user experience. Patients crave a dose of compassion and humanity in the products they use every day. And they’re beginning  to receive that treatment with 
solutions like telemedicine, prescription  delivery services, asynchronous mental health services, contactless  health tracking integration and other tools.

Accessible services are flipping the healthcare dynamic. Consumers are no longer at the mercy of the industry; they are becoming empowered  to receive care 
according to their convenience and expecting service to  come with empathy and innovation. It’s incumbent on health tech companies to meet consumers’ demand 

for convenient, seamless and individualized care.Enter solutions like wearables and smart home appliances. In addition to supporting overall daily health, these 
services can also help providers glean a holistic view of their patients' wellness by  providing a detailed and data- oriented view rather than relying heavily  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, and with histories of trauma and data extraction. 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.

Democratization 
of healthcare

Digital front door. In many 
health care systems and 
organizations the “digital 
front door” has become 
“the only front door” for 

patients to access clinical 
services

scalable care 
(telehealth)

More and more 
governments are 

showing an 
interest in the 
universal basic 

income

Germany is the 
latest country to trial 

a universal basic 
income. 120 people 
will receive €1,200, 

every month for 
three years.

Basic 
income

After the lockdown 
experiences workers 

are calling for 
flexible working 

hours and locations

Working in 
flux

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.

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

INFLUENCE IN 
PARENTING????

the rural 
exodus

 Having witnessed the student debt crisis 
and the Great Recession, Gen Z is 

starting to save earlier than previous 
generations: 71% are already saving for 

the future. But despite being 
conservative with their money, Gen Z is 
willing to pay a premium for wellness 

products and healthy foods, such as all 
natural, GMO- free, sustainable, or 

vitamin- fortified foods.

GenZ 
and 

money

63% of German Gen Zs think wealth and income is unequally distributed among their countries population 
and they believe that government intervention will be needed to drive change. German Gen Zs believe the 
most effective method of tackling inequality would be to increase tax on wealthy. Further more then half of 

respondents believe that that basic income would help.

Globally speaking Gen Z observed the previous generations and tried to learn from them to not make the 
same financial mistakes. Gen Z shows to have less interest in student loans and are accepting lower 

education. 64% of Gen Z started research and talking to other about financial planning. However one of the 
biggest challenges is the source of information (84% refer to mainly to family) and the internet as digital 

natives. Further Gen Z differentiates from Millennials wen it comes to housing. Millennials is considered the 
generation of perpetual renter and Gen Z aim to own a house.  86,2% of Gen Zs ages 18-24 have their sights 

set on home- ownership, while 45% of this group plant to own a home in 5 years' time. If these emerging 
home buyers could achieve this, they would be between the ages of 23 years old and 29 years old when they 

buy a home.

Gen Z perceive financial challanges as their biggest obstacle and show high willingness to become better with 
money. They show high financial responsibility and focus on savings.

Education on 
sustainability/ 

misinformation 
and 

greenwashing

Sustainability- targeted marketing has become increasingly prevalent as companies try to appeal to the Gen Z 
audience. “Greenwashing”, the deceptive practice of branding a company as environmentally- friendly without 
adopting legitimate sustainable operations, is a rapidly growing marketing tend, in response to Gen Z making 
it clear that protecting the environment and combating climate change are a priority for them. “he 
combination of pressure and expectations from Gen Z as trendsetters along with a desire to “be more green” 
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. This makes  being an ethical consumer difficult, frustrating and requiring 
a lot of thought and education and care. 

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.

Regulation are 
unclear e.g.

'plastic- free' means 
compostable plastic, 
but not plastic free.

There is a lot of confusion from the 
consumer perspective when it comes to 
sustainable materials, they don’t know 

what is right and it is a difficult and 
overwhelming topic for them.  

Sustainability for the consumer means 
mainly plastic free and reduction in single 
use products – there is a demystification 
of knowledge of the customer needed.

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.

When considering issues about climate change, 54 percent of 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.  

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

Climate change/protecting the environment was the No. 1 concern for Gen Z, followed closely by unemployment and health care/disease prevention, according to a 
recent Deloitte survey. 73% of Gen Z consumers surveyed were willing to pay more for sustainable products, more than every other generation. They want to work 
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.

Gen Z  expresss negative views of supermarkets and big business, saying they are not doing enough to reduce plastic and help consumers be more environmental. 
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 difference in price. Similar to other groups, consumers in this group also 
tend to notice logos once they are at home, and thus after they have purchased the product. Consumers in this group recognize the need for more education about 
recycling and waste collection.

Generation Z consumers says that they do not shop online, except for those whose parents buy groceries for them. Most of these consumers stated that they do 
not shop online and the main reason mentioned is the tangible feeling of seeing and touching the product. 67% of Gen Z prefer to shop in brick- and- mortar stores.

Attitude 
towards  

ecological 
actions e.g. 

recycling

Overconsumption and materialistic practices are not 
only damaging for the environment, but may also 

reduce psychological well- being. In order to reduce 
trade- offs between social and environmental goals, 
policies should target changes in higher- order need 

satisfiers, such as social structures and practices, and 
reimagine forms of need satisfaction within 

environmental constraints. Redesigning consumption 
practices, public spaces and social structures through 
voluntary simplicity and sharing may reconcile lower 
carbon emissions and higher well- being. Collective 
solutions and investment in social infrastructure 

(universal basic services and universal income) hold 
potential to deliver the social services necessary for 

human well- being in coherence with the principles of 
equity, efficiency, solidarity and sustainability.

minimalism, 
nomads and 
tiny houses

GenZ main values are individuality, 
skepticism, connectedness, and an
ability to embrace change. They are 

financially focused, having
observed the mistakes of generations 

past. Work is primarily seen as a way to 
make a living rather than as the

main source of meaning and purpose in  
live’. They are the most informed 
generation, and because of this 

information abundance  tendency to 
become involved and passionate about 

social and political issues of 
consequence.

GenZ 
values

houselholds 
environmental 

impact

Northen European households have generally the 
highest carbon footprint (German families have the 6th 
highest)  in Europe. The main contributor is land travel, 

closely followed by food and housing. The need 
satisfaction and social inclusion are dependent on car 
use and ownership, especially in suburban and peri- 

urban .Emission reductions in the travel category 
require decreases in the number of vehicles and travel 
distance and the shift to low- carbon transport modes. 
This is hindered by infrastructural, institutional, social  
and behavioural lockins and powerful forces of highly 
profitable (fossil fuel) industries. Political (regulation 

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

emissions per 
person are trending 
downward in most 
rich countries. With 

the right policies this 
trend can be 
accelarated.

There can be a 100- fold variation 
in environmental impact 

between a baby from different 
geographies in the world. For 

example, 96 percent of American 
babies wear disposable diapers 

(A typical baby goes through 
3,800 disposable diapers in her 
first 2.5 years) while in China, 

only 6 percent do and in India, 2 
percent.

Disposable nappies... 
Biodegradable nappies are not 
fully biodegradable but are a 

better option, and cloth nappies 
are making a comeback and are 
now more absorbent, less bulky, 

and cheaper. There are nappy 
services that take care of the 

cleaning.

Eu commission really pushing, 
will see more regulations on 

making claims and on 
addressing the design 
(dismantling, recycling, 

upgrading)
will empower consumer with 

digital solutions and info
Massive change in 5-10y

european 
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 December 2019, the Commission launched 

the European Green Deal,  which should help to focus EU policies on making Europe the first  climate- neutral continent in the world. The new programme endorses 
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,

- 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).

On 30 January 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.

EU and 
sustainable 
regulations

playbook 
inisghts

Product 
Innovations

Philips as a 
sustainable 

brand

strategy 
(roadblocks 

and enablers 
for 

sustainability)

Confidential



117

Millennial/Gen Z Parenting

legal Inisghts

Business

GenZ Health
and wellbeing

new business models around rental & second hand
'the sharing economy'

Delocalised care (home care, secondary care facilities, telehealth)
health for mother and child

Pandemic impact & post covid

Philips business 

Food (baby food, breastfeeing, family food preferences)

Parenting

Gen Z/Mill
people and
society

Millennial / Gen Z and ecology

Gender roles and sexuality 
in the new family life

Healthcare

(covid - joker)

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. Intrestingly, woman are more represented among vegan/vegetarians.

Global food system makes a significant contribution to climate changing greenhouse gas emissions, biodiversity loss, water extraction and pollution with all stages 
in the supply chain, from agricultural production through processing, distribution, retailing, home food  preparation and waste, all playing a part.  The most 

damaging food wehn it comes to greenhouse gas emissions arcross the supply chain (LandUseChange,Farm, AnimalFeed,Processing,Transport,Retail,Packaging) is 
by far beef, followed by dairy co- products, lamb&mutton, chocolate and coffee.On the other hand nut trees are having a negative footprint since threes have been 

planted to replace cropland and they store CO2.

With the rise of vegans pediatrician’s knowledge of a vegan diet becomes a matter of urgency to avoid nutritional deficit for mother and babies. Several studies have 
demonstrated the insufficient supply of essential nutrients such as vitamin B12, vitamin D, calcium, zinc, iron, proteins, essential fatty acids, and iodine in vegetarian 
and vegan diets and the damage caused by this. However, there is a distrust from parents towards pediatricians expertise of vegan diet. Therefore families decide to 

seek alternative expertise on this matter without pediatric consultation.

Vegan

Vegetarian pregnant 
women had lower BMI if 

compared to women 
following a conventional 

dietary pattern, and lower 
prevalence of overweight 

and obesity 4–5 years after 
delivery.

Obesity

Planet

MCC / PH

Philips

Sexual problems 
in the postpartum 

phase

Sex during 
pregnancy

Sex in pregnancy is normal. There are very few proven 
contraindications and risks to intercourse in low- risk 
pregnancies, and therefore these patients should be 

reassured. Potential complication of sex during 
pregnancy could be preterm labor, pelvic 

inflammatory disease, antepartum hemorrhage, 
venous air embolism.

Quotes

Tiredness

"These days I’m just so 
tired I feel like I could 

go without sex 
forever."

Changing 
lifestyles 

and gender 
roles

I just go to bed and go “I’ve got five 
hours up my sleeve... What do I 

want to do? Spend an hour having 
sex and then sleep for four? No, I 

want  five hours to sleep.”

I feel like there’s not so many 
elements of our relationship that 

are sexy anymore....What we don’t 
have at the moment is ‘us time’, and 

I don’t  feel like that time is 
prioritised.

I feel as though there’s not 
enough of me to go 

around. Let alone my own 
sense of giving to myself.

There becomes these assumed 
roles, and that pisses me off.... I feel 
like I carry around this chip on my 

shoulder.... And then it affects your 
view  of yourself, in terms of 

thinking

Emotional 
connections 

with 
children

I think another part of it is that, sometimes I feel as 
though I’m more in love with my children... Isn’t that 
madness? But that kind of love  that....being madly in 

love the way I was with Michael, it’s become more  of a 
stable kind of love, and my children have almost 

replaced that  breath- taking, head- over- heels kind of 
in love.

I think I’ve changed from being a lusty woman 
with my husband... wanting that intimate 
contact with my husband has changed, 

because now I think  I’m getting – it’s not 
intimate contact from my kids – but that,  
physical contact is so consumed with my 

children, that that need is  fulfilled that way.

Every ounce of my energy, my 
affection, my love, it was all 

focused on him [the baby]. And I 
think that there wasn’t room for 

anything or  anybody else.

Body 
image 
issues

There’s the whole weight loss thing, and you’ve got a 
flabby tummy and your boobs are a different shape 
and you don’t see yourself in the  mirror the way you 

did before you had kids and go “Oh, not too bad”, now 
 its like “Oh. Can you turn the light out if we’re going to 
have sex?”....  I am actually horrified by the thought of 

having sex in broad daylight.

feel like if anything, I had more respect 
for myself and for the female form. I 

mean, it’s quite a miraculous thing, and I 
found that  empowering, rather than 
sort of negative...You know, it can be 

very  pleasurable, but it can also create 
life.

Loss of 
libido

I guess I went from having a very healthy sex- drive and 
a very healthy libido and interest in sex, to being 

completely disinterested,  completely....And doing it 
out of obligation, because I felt that Michael  really 

enjoys it - as most men do (chuckles). So I felt as 
though I was  kind of letting him down, so I pressured 

myself into it.

Once I fell pregnant, I had no interest in 
sex. None whatsoever.... And it never 

came back.... It was more the effect on 
my marriage that I was  worried about. 
And I still feel guilt. HUGE guilt. It’s the 

only thing  in my relationship that I’m not 
perfectly happy with.

I almost felt like it was - for want of a better word - my duty. That I 
could live without it, but I felt that, it had been such a big part, a  
significant part of our relationship, (laughs)... It sort of surprised 
me,  which is why I think I really remember it, because I’m not a  
subservient kind of woman who thinks “This is my role, and my 

duty” but I  really felt like I had failed. And maybe it was because I 
put a lot of  expectations on myself and I didn’t live up to that, so, 

you know, that  was a failure.

Changing 
intimacy

Changing 
view of 

sexuality

Because we don’t have sex very often 
now at all, a lot of the intimacy has gone 
as well. And I think that if we had more 

intimacy, we’d have  more sex, and 
Marcus thinks that if we had more sex 

we’d have more  intimacy.

I don’t feel that we’ve grown apart because 
we’re not having sex. We still have a date 
where we go out, like every two or three 

weeks, just  the two of us. We still kiss and 
cuddle and sit on the couch together.  And as I 
said, we may not have intercourse, but we do 

other things.

I suppose I’ve lost confidence just 
knowing that I’m a mum... I don’t 

see myself as sexy anymore 
because I know that I’m a 

mum....Those things don’t  go 
together.

I think it’s because it’s harder to see 
myself as a sexual being, to tell you the 

truth.... This is me. This is what I do every 
day, I look  after children, I clean up, I 

just feel really mundane, and like, how  
could you find this attractive? It doesn’t 

feel sexy

It’s kind of like a bit of a conflicting role to be a mother 
and a nurturer on one side, and a whore in the 

bedroom on the other side  [laughs]. And I don’t 
actually think my husband sees me  

differently...Whereas I’m a completely different 
person, I no longer  have my own financial 

independence, I don’t work and interact with other  
adults on a daily basis. I’m a completely different 

person now to what I  was.

Teamwork

The impact on my life has been about 
the same as the impact on Dean’s life... 

It’s been a real joint venture...And I think 
the fact that it’s been  halved, has really 

helped, and the fact that it’s been mutual 
has really helped.

We had this really nice romantic dinner for 
two, just to reconnect as a couple, that was 

really nice, and we felt that was 
important....Having  Rainer looked after and 

having some of our time has been really 
important...Reconnecting as a couple rather 

than it always being about Rainer.

Time 
together as 

a couple

Agreeing 
on 

priorities

Look, it’s not where our sex life was, 
but, I kind of think that suits us at 

the moment. We’ve got a lot of stuff 
going on...It works for us...It’s  
definitely not a priority at the 

moment.

Sexual 
problems

Although 80% of woman suffer from sexual problems 2-3 months postpartum, woman's voices remain 
relatively absent in the literature around sex and sexuality.

Women appeared to have high expectations of themselves in regards to sexual activity, and experienced a 
sense of failure when their sexual drive was not at the same level as before pregnancy. Most women saw 

these expectations as self- imposed, but some also experienced pressure  from their partners. This results in 
woman having feelings of guilt and failure, connected with 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.

There is on the one hand physical explanations (tiredness, breastfeeding, hormonal changes) and on the 
other hand psychosocial explanations (adjusting to becoming a parent, resentment over role changes, 

emotional connection to the baby).

Loss of the female libido is a major issue for couples in the postnatal period. Despite this, studies have shown 
that only 18% of postpartum women at a London teaching hospital had received information about changes 

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

Quotes

Gender roles in 
family and 

worklife

Solutions

People who normally 
do not experiencing 

any signs of 
hypochondria, can feel 

quite anxious about 
their health now

Anxiety

a source of fear : being 
judged about being 

cautious or wearing a
mask for example. 
Mass moralism is 
creating tensions 
between people.

The effect of the 
pandemic on jobs, 
health benefits and 
personal finances is 

making people 
worry about their
financial future.

Young people, 
already framed as 

the “lockdown 
generation’ are 

disproportionately
affected by the 
COVID-19 crisis

the younger 
generation 

experience a 
disruption to 

their education

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.

43% of young people say 
their anxiety levels

have increased due to the 
pandemic and a third say 
they are overwhelmed by 

feelings of panic and 
anxiety on a daily basis

If trust in authorities, science and 
health information decline, 
managing public health will 

become extremely difficult and 
more tensions will occur more 
often in society. Especially the 

refusal of a vaccine can 
cause polarization.

Covid impact on 
young people 

(Gen Z)
(health) (social fear)

(financial 
anxiety)

losing trust in 
authorities

Gen Z parents 
fear the impact of 
social isolation for 
their child and for 

themselves

she hasn't been exposed to other 
children for a year now. I can see how 
that's had an effect on her. She seems 

confident running around here, but 
when we're in playgrounds, she's shy, 

very to herself.

I think his generation 
will have a lot of 
social anxiety.

I hope he'll be 
confident to make 
friends as he's not 
seen a lot of kids

We were missing out on baby 
groups and she was missing out on 

development and socialising - I 
mean, I was too. Meeting other 

parents is a key part of parenting.

It's been heartbreaking. She's 
picked up on it, she asks for 

friends. She goes up to other 
kids but they move away.

It's hard because you don't 
know if those kids have been 

told to keep themselves to 
themselves because of 

everything going on.

Gen Z comments 
on parenting;

I really try to educate her in 
the things I wasn't educated 
in until recently like the Black 

Lives Matter movement

Gen Z parents 
want to educate 
their children on 

injustice in 
society

Gen Z parents 
let the baby 

lead (baby- led 
parenting)

You get those parents that want 
you to do certain things, “be this 
kinda person” or “take this kinda 
career”, but I just want to let him 

fly, to be honest.

Gen Z parents 
want an equal 
relationship 

with their 
children

I want her to know our relationship is very 
open and she's equal to me and anyone else – 

that we can grow up and be really close... I 
hope the world our generation is trying to 
build now will be the one she'll be living in. 

Everyone equal, everyone happy and no racial 
discrimination.

I'm still growing as a person 
and learning about what I 

want to do, so I'm going to let 
go of any boundaries for him

Gen Z are realising you don't need to 
have a traditional family life, you don't 
need to have a house and get married. 
Maybe our generation are challenging 

social norms, which is a really good 
thing. A family is what you make it

He's not been 
challenging to parent 
so we've let him lead.

We talk to him like he's our 
equal and I think that's really 

worked out well for us 
because he'll play on his own 
and be really independent.

[How would you describe yourself 
as a parent?]

 Very relaxed, very baby- led. She's 
quite independent ... She gets to do 

what she wants, basically

Hopefully our generation will 
educate the next – we are 
more woke, we are more 

aware of things like mental 
health

Gen Z parents 
benefit from use 

of technology 
and social 

media

We weren't super influenced by technology. Whereas 
nowadays, Nyla knows exactly what a phone is. She 
doesn't know her way around it but she definitely 

knows she can get entertainment from it. ... We also 
have the luxury of being able to put on the TV so we 

can switch off or do a chore, which isn't something our 
parents had as easily

As a parent, I feel like it's easier 
for me to meet other mums 

than perhaps it was. I've made 
most of my mummy friends 

through Instagram

Gen Z parents do 
not want to put 
boundaries on 

what their 
children can or 

should do

rise of self 
sustaining 
existence

people want to 
be less 

dependent on 
external 

cicumstances

there is a rise of 
local farming, 

farming, 
homesteading 

and living off the 
grid

the rise of self 
sustaining 
cities bring 

ideas for bio- 
economies:

 policymakers are 
now even more 

keen to make city 
communities self

sustaining.

 Ideas for these cities 
include proposals for 

circular bio- economies 
and smart cities that 
put people and the 
environment first.

People are turning to 
professional wild plant 

foragers to learn how to 
live off the land

as the coronavirus health 
crisis continues. 

Workshops and foraging 
classes are

increasingly popular.

Foraging 
for food is 
growing in 
popularity

 Fear that global 
supply chains could 
break down causes 

people to
look for alternative 
ways to find food.

Food

Self sustaining 
cities

woman with obesity 
in pregnancy need 
lifestyle changes 

and need it quickly 
after becoming 

pregnant

of 1,35million 
women with BMI>25 

and trying to 
conceive, 950.000 

will need for 
counseling and 

support

Use of telemedicine 
(remote prenatal 

care) can decrease 
the number of in- 

office visits for 
pregnant woman

' the more visits you 
have the more 

inconvenient for the 
patient and risky in 

terms of covid, 
infection risk etc'

less in- office visits 
for pregnant 

woman reduces 
the risk of 

infection or covid

Telehealth

counseling 
need

Obesity is a 
major problem 

on health 
issues in 

obstetrics

Advancing maternal 
BMI, increasing 

mothers age and 
derived prenatal risks 

considerably 
complicate pregnancy 

and delivery

a 20y analysis in 
Germany shows a 

significant advance of 
maternal BMI, with an 

increase in obese 
women (growth avg 

9,4%- 19.2%)

the consequences of 
obesity in pregnancy 

do not end with 
delivery but represent 
a livelong burden to 

the mother and 
offspring

GenZ have to deal with an uncertain future and this 
impact negatively their mental health because they 

have a lot of fears about the future and they feel many 
things are ruined due to factors out of our control but 

they feel they have to solve them.

The financial insecurity and trying to navigate the 
process of obtaining long- term assets in a changing 

econom (inflation...) also creates stress.

GenZ feel that their generation is more 
entrepreneurial and creative than previous 

generations. They Are Forging Their Own Paths but 
also feel an immense pressure to succeed. This is due 
to the constant comparison of yourself to others on 

social media that results in low self- esteem and a 
constant  unsatisfaction or feeling of not doing 

enough.

pressure to 
succeed 

and social 
media

Telehealth 
consultation is now 
considered a cost- 

effective first line of 
treatment for non- 
urgent and follow- 
up appointments

We can expect to see 
healthcare providers and 

insurance companies 
working together moving 
forward to broaden the 

availability and accessibility 
of telehealth.

Telehealth 
reduces 

costs of a 
care plan

Telehealth has the 
potential to improve 
patient engagement 

and adherence to 
lifestyle choices and 

preventative care 
methods

the covid-19 
pandemic 

disrupted metal 
health services in 
93% of countries 

worldwide

to continue treatment in covid 
crisis therapists, counselors and 

doctors turned to video 
conferencing. development of 

Teletherapy and telepsychiatry  
is moving forward and will 

become more widely accepted as 
treatment

patient demand in 
convenient access 
to care services is 
driving the growth 

in telehealth

data sharing between apps 
and individual's devices is 
getting easier, providing a 
more rounded view of a 
person's lifestyle for the 

healthcare professional icw 
electronic healthcare 

records

providers need to move 
from just providing and 

recording facts to passing 
on these critical insights 

back to maximize the 
benefits to the patients.

telehealth makes it 
easier to monitor sick 

children, that are often 
good at masking 
symptoms or are 

shy/scared in frotn of 
medical staff

pediatric telehealth will 
grow more widespread 

as the upcoming 
generation of parents 
is more accustomed to 

using virtual 
technology

Telehealth will 
reduce pressure 
on the workforce 
and potentially 
allow them to 

deliver better care

pediatric 
telehealth

remote 
prenatal care

mental 
telehealth

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.

As creators become influencers, Gen Z 
consumers seek to buy directly from 

them,  cutting out the retailer as 
middleman.

second hand 
shopping and 

influencers

As parents, Gen Zers are likely to emphasize the 
importance of mental health. They’re expected to 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.

kids mental 
health 

support

motivations for 
second- hand 
consumption

Philips approaches care 
through the health 

continuum. 

This fits a new holistic 
perception of wellness that 

includes sickness  
developing in GenZ

Philips and 
the care 

continuum

business modeling 
capabilities amd 
reverse logistics 

capabilities  should 
be owned by 
supporting 
functions

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.

Several traditional retailers 
are finding ways to move 

into the reselling space. for 
example: through resale as 

a service platform 
ThredUp, Ikea offers a buy 

back & resell program, 
Zalando Preowned

Brand 
expectations

The conscious consumer 
wants the facts, the nitty- 
gritty data proofing the 

sustainability of a product. 
They want no fluff or 
blurbs without details

The conscious 
consumer values 

transparency. When 
something goes wrong, 
brands should not hide 
it but tell what they are 

doing to improve

To build trust with the 
conscious consumer, 
brands need to show 

humanity: the wins, the 
losses , the mistakes 

and the learnings

Trust through 
transparency

Consumer demand for, and expectations 
of, brands’ ethical commitments are 
evolving,”  “They have moved beyond 

simply wanting brands to ‘be ethical’ and 
are demanding to see measurable, 

transparent and consistent actions from 
those they choose to support."

when the conscious 
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

The conscious consumer 
wants to be educated to 

make the most out of their 
purchase, how to reduce 
their consumption habits 
and how to build a long- 
term relationship of trust 

with your brand

make the 
consumer feel part 

of the change

Rise secondhand 
retail

right storytelling 
will enable asking 
higher prices of 
the conscious 

consumer

one in five parents has acquired a greater number of 
second- hand items (baby clothes, toys and equipment) 
for their children since the onset of the 2009 financial 
crisis, in order to save money. Financial benefits are 

widely found to be the main motivation for using 
second- hand retail channels. Being a green parent 

tended to be considered an extra burden: it was more 
expensive, or more time consuming, or more work. 
With the practice of buying, or otherwise acquiring, 

second- hand and the awareness of second- hand and 
alternative retail channels saved parent’s money and 

enables green parenting.

Parents are more likely to buy 
second hand for their second 

child; because of financial 
motivation, having less concern 
about hygiene and safety, less 

desire for new thing and through 
the parent network they have 
build they know about more 
second hand opportunities.

Second 
hand

biggest impact of 
our products is 

sterilisation by very 
far, and energy use 

in general for PH 
products

We need to push the bondaries with new 
business models (e.g. business model for 

recollection), rethink our supply chain 
and understand how to involve external 

parties, create partnerships. 
Partnerships  should be driven above the 

business level, at least at a PH level or 
higher, but bottom- up initiatives for 

specific businesses and markets could 
inspire it.

People seek moments of 
calm into everyday life, from 

silent cafés to meditative 
bathroom rituals

In most working situations analized the woman tends 
to take up most of the household work and the 

organization of the family. Even when the woman is 
the breadwinner. Despite this inequality, this 

arrangement was 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.

Mental load 
is on woman

Quote

More parents acquired second- hand items for their children since the onset of the 
2009 financial crisis, The motivations for second- hand consumption are

1 Search for fair price;
2 Gratificative role of price;
3 Distance from the system;

4 Ethics and ecology;
5 Originality;

6 Nostalgic pleasure;
7 Treasure hunting;

8 Social contact

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

reusing items (baby clothes, toys and equipment) 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, because kids grow quickly out of things before those items have reached the 

end of their useful life. There is also a sense that another child should have the 
chance to use an item, if it had been useful to the participant’s own child and/or 

gave them pleasure.

Formal or informal 
mummy network 

provide opportunities 
for second hand items 
and awareness of the 

channels (e.g. the 
'nearly new sale')

Second- hand consumption 
is still considered as a niche 

form of consumption, a 
deviation from the norm, 
while waste is an obsolete 
term in the natural world 

where process by- products 
are simply a useful input 

for another process

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 
for plastic from oil (material itself and 

certification also has extra costs). There is 
research ongoing in  Philips and outside 
on materials to find solutions. There is 

also a need for better partnerships with 
recycled/eco- plastic suppliers  to get 

long- term supply and certify the 
manufacturing process.

There is lack of 
consistency when it 
comes to the user 
group, the terms 

keep changing and 
the definition of the 

target group.

There is lack of 
sustainability 

perspective and 
understanding of 

what sustainability 
means for the 

consumer.
new interaction 

technologies (augmented 
reality, virtual reality, digital 

assistants) make the 
remote use of diagnosis 

tool more accessible to less 
trained users.

Digital assistants 
and bots are new 
ways to approach 

mental health 
support with quickly 

developing 
capabilities (AI)

In 2019, 59 percent of Gen Z respondents stated that they 
participated in outdoor activities, making them the generation 

with the highest participation.  65% of millennials and Gen Z- ers 
think it is essential to do physical activities in open and outdoor 

spaces to maintain mental and physical health. 

There is a move toward leaving cities toward suburbia  since 
2017, and the pandemic has accelerated this trend.

The IVP Young parents report is focusing on the two target groups of hyper- quantifier and the buy- ologist who are first time parents.
 The audience here are Gen Z Young parents. Overall the reseach has shown that this generation is looking for holistic family solutions that are inclusive and 

personal.

There have been 5 tension identifies: Allowing time for myself, keeping my energy balance, Dealing with Anxiety, Discover our new normal- routines and 
Understanding and planning parenthood. As well as 9 need domains Social, Work Finance,Sleep&Energy, Appearance, Nutrition, Activity, Baby development, Physical 

health and Mental balance.

Health&Wellbeing+ (Care for a healthy family today and tomorrow) resulted in the most attractive IVP direction, empowering parent to care of their own and 
families health.This IVP positions itself on the health& wellbeing domain with a promise to be the daily companion. Further this IVP is able to address both the HCP 

as Consumer needs and fits with the company ambition.
The solution is about a family- health partner which goes beyond the baby's wellbeing and supporting the parent's wellbeing as well.The vision is to empower the 

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 offers opportunities for alternative business models such as Rent, 

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

Mental 
health

(holistic) 
Wellbeing

Medical 
conditions (OUT 

OF SCOPE)

the great 
resignation

Raised with the perception that health and wellness is about holistic balance, this idea is second nature to GenZns, Gen Z takes a holistic view of health, emphasizing 
physical fitness, healthy eating, and mental well- being and influencing factors like their social lives, emotional health, sleep. Good health is indicated by both looking 

good and feeling good, and they have a sense that these two should come together. Everything they do is connected to health and they are dedicated to being 
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- esteem, and having time to 
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/flu, and ahead of weight 
issues. Exercise is a key stress management technique, and is in fact central to how teens 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 teens take an active role in carving out time to 
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 differently, in line with wider gender 
differences in exercise perceptions. Girls often see it as a way to build feelings of control over their body image and the guilt associated with eating, while boys are 

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

Simply put, physical fitness, healthy eating and mental health are more important to a much larger percent of Gen Z than it is for their baby boomer parents. 
Reaching a state of complete physical, mental and social wellness is central to the identity of many - an especially stark contrast when compared with previous 

generations.

The new plant based trend has also gained significant traction as of late. Gen Z kids think a lot about being ‘balanced’, and are sensitive to fresh and less processed 
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

GenZ holistic 
approach to 

wellbeing and 
health (pro- active, 
 holistic, creating 

good habits)

When it comes to food, Gen Z wants healthy, convenient options. Gen Z members 
are seeking out portable and easy- to- prepare foods, but they’re also choosing 

healthy items when they do. As a result, there’s a growing opportunity for 
manufacturers and eateries to launch healthy snack or grab- and- go products that 

appeal to this demographic.
In terms of dietary choices, Gen Z is in favor of high- protein, low- carb foods, with 

51% saying sugar is an obstacle to a healthy life. And this group is far more likely to 
consume plant- based products and is open to becoming vegetarian. Nearly 80% of 

american Gen Z plan to go meatless 1–2x per week, citing health and 
environmental concerns.

The new plant based trend has also gained significant traction as of late. Gen Z are 
sensitive to fresh and less processed distinctions and transparency with 
ingredients, package facts and product sourcing in foods and beverages.

 Gen Z accounted for 38% of gym sign- ups globally in 
2018. As the most active membership category, 87% of 

Gen Z reported exercising three or more times per 
week.  43% of respondents working out at home, 65% 
using fitness apps, and 28% depending on wearable 
technology to track workouts. They want apps with a 

simple brand message that resonates with people out 
recreating who may not be mega- athletes, and online 

workout community that focuses on at- home 
workouts. They want to be and feel healthy no matter 

who they are or where they are.

fitness

GenZ look for more 
“effectiveness, 

convenience, efficiency, 
and transparency”, with 
53% of the respondents 

preferring telemedicine to 
traditional in- person visits.

telemedicinefood

Gen Zers are dedicated to their mental health just as much as their physical 
health and are actively taking measures to not only protect their positive 

emotions, but to cope with negative ones, too. Having come up in a world of 
increased anxiety and rapidly changing (rapidly changing (i.e. active shooter drills 
at school, a pandemic, climate change)) 72% of Gen Zers say managing stress and 

mental health is their most important health and wellness concern. This 
generation embodies resilience. They are constantly iterating, yet they stay true 

and honest to themselves when it comes to their mental wellness. Nearly all (75%) 
of Gen Zers are open to talking about the state of their mental health and they 

are 27% more likely to report that their mental health is fair or poor compared to 
other generations.

Anxiety has overtaken depression as the most common reason Gen Well seeks 
mental health help. Over half (52%) admit that they are constantly stressed. But 

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

mental 
health

consumers are 
often unaware 

of our 
sustainable 

products

Philips 
sustainability 
PH marketing 
focuses on the 
buydeologist

PH has developed a playbook on 
sustainability  marketing  

communication. The core idea is 
'Use less. reuse more.' The 

message to the audience has to 
be tangible, relatable. There is a 

focus in the messaging on 
material, engineering and energy 
as these are well understood by 

the consumer. Sustainability 
should not be the main message.

By 2024 all PH 
products 

should have 
an 

ecopassport.

By 2025 Philips 
want to be known 
as the sustainable 

health and 
wellbeing brand

We need more 
green products in 
the MCC portfolio 
and a longer term 

vision and 
roadmap.

Philips aims to have a strong sustainable 
narrative and position against green 

washing. This is not only crucial to have 
true sustainable impact but also is in 
alignment and building a strong trust 
relationship with the consumer since 

there is a rising criticism regrading green 
washing. Further this offers a strong 

differentiation from current competitors 
which have shown to practice green 

washing.

Consumers want companies to take responsability for 
sustainability. But they also want to be informed and 
involved. Philips foresees a shared responsibility on 

sustainabilty between the consumer and the 
company. There is unclarity on how to define and 

create a narrative around this shared responsability 
and cooperation that brings the consumer along.

Philips has ambitious ESG 
goals, and has delivered on 

sustainability in the past, 
which makes it a 

recognized leader in 
sustainability in the 
healthcare domain.

PH 
sustainability 

marketing and 
target groups PH 

sustainability 
targets

There is a narrative present at 
Philips and in consumers that 
sustainability and convenience 

are opposite, and that 
convenience is prioritized by 

young parents. However, 
sustainability can join 

convenience for example 
through durability and services 

that imply less ownership for the 
user

Intuitive 
Independents/ 

Committee 
Confidents

Sustainability 
is a premium 
when buying 

baby products
The top down commitment and the bottom- up 

motivation is there to work on sustainability at Philips.

Good collaboration dynamics and role definitaion in 
I&S between GSO, XD, ES. Research has an important 

role but could be more pro- active to anticipate on 
technologies that enable sustainability. The 

collaboration with the business is improving, a good 
team is 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 more resources (time and money) 
to activate sustainability.

We need to shift the mindset 
from transactional ownership to 

temporary ownership.

We need alignment between 
company and consumer, and a 

crisp definition of what 
consumers expect from products 

in term of sustainability.

we have parenting + app 
that is limited to to 2 years 

old, while ORC and 
grooming goes on for 80 

years. Health&Wellbeing+ 
App could extend on a 

longer timespan.

MCC is the most 
inetersting business 

for planet tinking, 
due to the 

commitment of the 
parents

Personalised care is a major 
topic for Philips. THis connects to 
GenZ for which personalisation 

is key and who demands 
products and experiences that 

are unique. This is partly so that 
they can share them online and 
develop a persona that has the 
flexibility change to over time.

Gen Z choose rental 
over ownership, 

because they favor 
sustainability over 

price and 
experiences over 

possessions

The Sharing 
Economy will 

continue to grow 
as more Gen Zs 

enter the 
consumer market

Rental

While less than 20% of Gen Z participate in organized 
religion, more than 80% have a sense of spirituality 

and believe in cosmic power. Combined, this emphasis 
on stress management and belief in spirituality could 

explain the growing popularity of healing crystals, 
mindfulness, and astrology apps that, despite 

conclusive evidence of their effectiveness, fall under 
the expansive umbrella of wellness

spirituality Millennial / Gen Z digital and technological attitude

Digital

GenZ digital and health 
(what type of services 
are they looking for?)

71% of Gen Z discover new fitness opportunities and 
healthy restaurants on social media, compared to only 

25% who find them from television commercials. 
Additionally, with 70% of Gen Z watching two hours of 

YouTube each day and the same percentage 
consulting the platform before making a purchase, a 
mobile video presence has become mandatory for 

attracting a younger demographic.

online 
health 

information

GenZ is destigmatizing mental health by talking about it openly on social media, 
where they are also getting advice.

An increase in the number of young people seeking professional mental health and 
mental health alternatives. The number of young people who have spoken to a 

mental health professional went from 41% in 2017 to 56% in 2020. But self- guided 
mental health tools have also been in- demand: 74% want to learn more about 

mindfulness and meditation. So while apps that provide meditation and 
mindfulness guidance, like Headspace and Calm, have been growing for some 

time, they have taken off even more in the COVID era. One in three young people 
have tried a mindfulness/mediation smartphone app (31%) in the last year to 

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

Nearly half (45%) of Gen Z use wearable devices to monitor their health. GenZ is 
the generation most interested in self- tracking, especially for fitness, social media 

use, water intake, and sleep (but less in calorie counting than millenials and Gen X). 
They close their rings, track their sleep, and compete with close friends on workout 

goals. They’re also using apps like Daylio to track everything from how they’re 
feeling mentally and emotionally, to what’s physically aching and how much water 

they’re consuming. The app uses the data and discovers hidden patterns to help its 
users create useful habits like waking up earlier or cutting back on alcohol 

consumption. Their affinity for such apps  signals a need for a high level of user 
experience and data visualization. But it’s not enough to make beautiful apps and 

websites — it needs to be about them.

They have a very low trust in tech companies (Gogle, Apple, etc) to protect their 
personal data.

The quantified self becomes enabled by the rise of unobtrusive sensing 
technologies (wearable, camera- based...) both for physical and mental health 

tracking .

mental 
health 
apps

GenZ and 
health 

monitoring

The segmentation study/Bond gave insights on the American, Chinese and German market. The study has 
shown, that for many parents making sustainable choices is important, there is a general desire to continue 

fulfilling personal goals and that giving birth has impacted their life and identity.
Specifically in Germany 71% pf the participants aspire to give their child(ren) the best live possible.

The research presents 7 different segments on the market: pressured performers, confirmation carvers, 
planning pragmatists, ambitions achievers, solution seekers, committed confidents, intuitive independents.  
The German consumers being more intuitive and internally motivated (less advice seekers and less aspiring) 

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 confidents. Those two groups mark one 
of the largest potential markets Intuitive Independents (16%) and committed confidents (16%). The Intuitive 
Independents are likely to be the ultimate fit with the brand positioning of MCC, which is resonating with the 

Commited Confidents.

Segmentation 
study/Bond

IVP Young 
Parents

The target group is aiming to keep their children safe from harmful chemical and wants to save the environment. However, convenience seems to always be more 
important.

First thing parents act on in terms of sustainability are single use consumable products. This means a call for action for Philips to offer sustainable alternatives to 
multiple use products and durables by creating more awareness and convenient solutions.

The identified opportunities for innovation are guilt- free consumables (recyled plastic, natural materials), increasing lifetime of durable product though business 
models, energy efficiency and materials and solution foe the waste created in the first phase of parenting. The identified opportunities for communication are 
strong claims about plastic- free packaging, recyclable products, eco- freindly materials to convince the consumers for a sustainable choice without giving up on 

convenience.

MCC 
Sustainability 

Inights

For MCC Feeding Journey the following 6 macro trends (social, technological, economical and environmental) driving future lifestyle have been found: the nurture 
economy, holistic wellbeing, planet conscious, personalized everything, beyond health and product&prevent.

Planet conscious is focusing on the narrative of good for me, good for the planet. The Keywords are Pure&Natural, Conscious Consumption and Inclusive Care. In 
times of conscious consumerism people are seeking for a fairer, more sustainable and equitable world.

Conscious consumption is a movement against the excess mentality, plant based diets, transparency, minimalism, shared economy and ethical concerns are topics 
of interest.

Pure&Natural one major concern of parents is harm done by substances, toxins or pollution. Creating a priority of homegrown products, reassurance of food safety, 
concern about micro plastics a higher demand for natural products.

Inclusive Care is focusing on the rising awareness of the need for good care for everyone, leading to communities, brands and employers to become more caring 
and seeking for ways to protect everyone wellbeing. Resulting in decision for social reponsible rands, worry about poor healthcare, demand on affordable 

medication and care for the vulnerable.

One Feeding 
Journey

by 2024 Philips wants to be 
knows as a sustainable 
consumer healthtech 

brand, leading the way to 
enable a circular economy, 

whilst reducing CO2 
emissions and improving 

lives.

The approach to the environmental and social dimensions reflected in the commitment to the United Nations 
Sustainable Development Goals:

 3 GOOD HEALTH AND WELL BEING: Ensure healthy lives and promote well- being for all at all ages (improving 
people health and well- being and expanding access to care for undeserved communities)

12 RESPONSIBLE CONSUMPTION AND PRODUCTION: Ensure sustainable consumption and production 
patterns (Ensuring sustainable use of materials and driving the transition to a circular economy)

13 CLIMATE ACTION: take urgent action to combat climate change and its impacts (Ensuring sustainable use 
of energy, reducing emissions and operating carbon- neutral)

17 PARTNERSHIPS FOR THE GOALS: Teaming up with our suppliers to increase social and environmental 
impact throughout our supply chain and building strong coalitions to drive global change

Philips and 
the 

sustainability 
goals

MCCs perspective on what is needed to become a sustainable 
brand is that there is a vision and a roadmap needed to be 

created though multiple work sessions with a cross- functional 
team. The sustainability critera needs 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 
approach 
towards 

sustainability

Forbes did an research on the best pregnancy apps on the market, Philips app was not represented here. The 
criteria of the evaluation was the following: Availability for iOS and Android, Price, Average user rating, Fetal 
development photos, videos and 3D renderings, Availability of community group or social network, Inclusion 
of customized pregnancy timeline feature, Inclusion of contraction timer, Inclusion of kick counter, Inclusion 

of weight tracker.  The overall winner was babyCenter with a lot of personalization options. Other highly 
ranked apps are: Ovia Pregnancy Tracker, Pregnancy & Baby Tracker WTE (Best for Social Support), The 

Bump— Pregnancy Tracker (Best for New Moms), WebMD Pregnancy(Best for Medical Advice), My 
Pregnancy(Best for Simple Tracking) and Pregnancy App Preglife (Best for Dads, Partners and Caregivers).

Apps for support in family life on the other hand are mainly focusing on planning and organization.Those 
apps can be used by kids as well as productivity tools. Features considered important in this kind of app are 

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.

Apps for 
planning, support 

and helping

Gen Zers consistently expressed that they felt empowered to control and improve all aspects of their own health. From their perspective, personal behaviors like 
eating well, working  out, meditating, sleeping or managing stress are the key to being  healthy. In their eyes, being healthy is a matter of having the desire,  putting 

in the work, and staying focused. These young adults have set high standards for themselves in terms of what it means to live a healthy lifestyle. As a result, they 
often fall short of their own expectations. About the state of their health, many discussed intentions to improve their health— but those intentions didn’t  always 
align with their day- to- day behavior. Members of Gen Z demonstrate an interest in health apps— but ethnography found that engagement is often short- lived. So 

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

Additionally, one in four young adults between age 18 and 24 report zero health care visits in the past 12 months.  This suggests Gen Z may not yet see a clear 
connection between seeking  health care in traditional ways and living a healthy lifestyle. Gen Z cares about health, but they aren’t using traditional sources for 

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 specifically, 34% rely 
less on health websites, 21% rely less on doctors and 18% rely less on  pharmacists for healthcare information. According to the study, 41% of Hispanic consumers 

use TikTok for health information,  which is 37% higher than average. Meanwhile, 25% of Black consumers say  social media discussion on prescription drugs is 
more important today  than it was pre- pandemic, and 40% of Asian American and Pacific Islander  consumers report relying more on social media to stay informed 

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 offers might not stick with this  bunch.

GenZ 
healthcare and 
empowerment

PHILIPS (ph) VIEW ON 
SUSTAINABILITY?

GEN Z & money

FOOD (? IF APPLIABLE)
SEE IF APPLICABLE

There is an 
over- 

abundance of 
choice in 
wellness.

democratisation of 
care

Include care 
continuum in IVP 

insights

Sustainability is one of the 9 PH big bets. Most cirular 
initiatives are driven by MG and beauty until now, due 
to less ressources in MCC. We have sustainability KPIs 

but we need ways to implement solutions. We also 
need to understand how we earn back on investment 

(linked to how to make consumers pay more for 
sustainability)

3) Philips is not a leader in sustainability in PH, 
competition on OHC and MG is ahead with e.g. 
reparability solutions, competition in MCC has 

breastpump rental services for long. Not all solutions 
are copy- paste in PH. 

MCC is a market where you need products only for a 
certain amount of time, ideally it could be completely 

based on leasing models.

PH 
sustainability

They value craftsmanship and want to be able to know the production process behind 
products and services.

mental health

Woman accept 
the inequality

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.

Loss of the female libido is a major issue for couples in the postnatal period. 
Despite this, studies have shown that only 18% of postpartum women at a 

London teaching hospital had received information about changes in postpartum 
sexual function. Resulting in disappointment and concern after birth.

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.

Even when both parents spent an equal amount of time in paid work, the woman 
tends to be responsible for most of the organization of  everyday family life and 

more of the domestic work. This results in high mental load of the organizational 
balance management(i.e., familial coordinating and synchronizing— the first level 

of doing family). Woman with this high pressure tend to have burnout more 
frequent.

Although the interviewees often referred to their exhaustion due to the demands 
on them in the private and public domains, they also emphasized their priority of 

spending time with their family. Especially in the  evenings, at weekends and 
during holidays, they carved out time to  engage in family activities, perhaps also 

to reassure themselves and  others that they belonged together and that their 
family did not differ  from others.

Once a week we go to the library, that’s another one of those 
rituals ( . . . ), let’s just say that it is also important to me ( . . . ) 

going  to Sunday school ( . . . ) or to mass, that is what we do on a 
Sunday  morning at the weekend, the ritual. ( . . . ) In the summer 
we’ll want  to go to the lake again ( . . . ) and then out to supper. 

Then we read  to them ( . . . ). We have been reading for years, we 
are already on  Volume 7 of Harry Potter because they love him 

so much. ( . . . ) so my  husband always reads Harry Potter to 
them for about 20 minutes and then I  take them to bed.

Gen Z trust recommendations from social media feeds 
when it comes to brands and products, this may also 
bleed into their shopping choices for children. They 
currently respond well to the recommendations of 

peer influencers, which may later translate into 
parenting purchase decisions and kid- friendly brand 

advice.

parenting and 
social media

parenting 
values

As parents, Gen Zers are likely to value 
empathy and teach their children. They 
resist restrictive labels and are instead 
embracing fluidity when it comes to all 

aspects  of their identity — gender, 
sexuality and personal  brand.

genZ consider more than 
millenials not having children, 
due to various factors such as 
climate anxiety. The pandemic 

has accentuated this trend.

desire of 
having a child

genZ embrace a holistic, all- inclusive 
approach that shapes who they are as 
parents and individual 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. 

Technology (sensing) can be used in a 
mindful way by helping consumers to 

better understand their own bodies and 
psyche.

holistic identity 
(parent + 

individual)

new family 
dynamics

the age of having the first 
child is increasing. In 

Germany, it is 30.2y old i 
n2020 vs 28.8y in 2009. The 

second and third child 
come between 30 and 35 

ye old in average

There is a rising 
levels of divorce 

and births to 
unmarried 

parents.

The arrival of a child can 
put financial pressure due 

to the mothers cutting 
down their working hours 
or not returning at work. 
However GenZ say that 
they are not planning to 
buy less for themselves 

after the arrival of a baby.

 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.

GenZ are Defined By Self- Expression and Open- 
Mindedness.

They are the most diverse cohort in history. This has 
already built a generation of outspoken individuals, 

taking a stand on issues like LGBTQ rights, racial bias 
and inequality, etc.

They like gender- neutral and inclusive brand voice that 
resonates with an entire lifestyle and welcomes a wider 

range of consumers. The narrative around inclusivity 
evolves to better understand the needs of the 

individual. This will enable consumers to do precisely 
what is needed to improve their own wellbeing rather 

than focusing needlessly on hyped up fads.

genZ & 
diversity

Gen Z and 
believe of impact 

of diet

believe in the 
possibilities for 
an individual to 

make a 
difference

 more positive 
attitude towards 
climate- friendly 

behavior, 
unquestionably due 
 to their educational 

background

‘ People are more confused 
about what to eat than 

ever before. This has been 
exacerbated by social 

media, with a new fad diet 
hitting our Facebook feed 

every day. ’

Confusion 
about diet

impact of ready- 
made baby food

In ready- made baby food the greatest contribution is from meat- based 
ingredients, which cause almost 30% of the impacts.

This is followed by >20% contribution from the dairy products, 15% each from the 
vegetables and beans and 10% each from the oils and sugar, cereals and the 

fruits.

The baby food sector is one component of the broader food sector and shares 
many common ingredients with adult food products, with key differences lying 
primarily in processing methods, product size and packaging. The key hotspots 
for environmental impact across the meals were raw materials and packaging. 

Manufacturing also played a significant role

breast is 
best

Breast feeding is the best source of nutrition for the baby’s growth, but 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. Clear environmental benefits 
include saving the energy and resources of producing formula milk. There’s no hassle of preparing bottles at 

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

Feeding breastmilk substitutes has a larger carbon footprint than breastfeeding.  Dairy farming contributes 
most to the carbon footprint of breastmilk substitutes. Sterilisation of bottles contributes most to 

consumption phase emissions.

Brands should adress the genZ consumers’ mental 
and emotional wellbeing and provide a platform for 

consumers to  connect and support one another. They 
should help combat the pressure to be perfect that 

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

brand 
approach 
to mental 
well being

the slow- 
down 

movement

 anxiety 
(ecological 

and 
financial)

genZ see no distinction between their On And Offline Lives and 
use digital as an extension tool. 55% of GenZ are more 

comfortable connecting with people online than in person. On 
the other side, 50% of millenials in the UK want to digitally detox. 
GenZ consumers like to be brought closer to a brand through e.g. 

live- streaming broadcasts that directly engage with them as 
consumers, and connected to influencers, executives, innovators 

and online communities through fun digital community 
experiences.

online 
identity

GenZ Seek Brands Whose Purpose Aligns With Theirs. 71% of Gen Z believe that brands and corporations 
should help them achieve their personal goals and aspirations.  When asked to choose the most important 

trait for a brand  to have, 58% of Gen Z choose a brand’s purpose, values &  mission, making it their #1 most 
important trait, whereas  Millennials rank it as their third most important trait. 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. They value craftsmanship and want to be able to know the production 

process behind products and services.

GenZ  are insatiably inquisitive and constantly investigating. They expect fast information and services, and 
are less prone to attention- getting marketing gimmicks. They are recpetive to througtful and sincere 

messages.  Most of GenZ want to see behind the curtain, they will research safety or brand of a product e.g. 
on social media.

digital 
branding

Adding gamification elements to your content (the use of game elements in a 
non- game context) is a great way to keep Gen Z interacting with  your brand. It’s 

also a very flexible element in your marketing arsenal,  as it can help you hit 
multiple engagement, awareness and conversion  objectives. Gamification can 

range from advergames (games custom- built  specifically to showcase your brand 
in an interactive game environment)  on web landing pages, branded minigames 

on platforms like Snapchat or  bitesize in- app rewards. You could encourage users 
to continue using  your platform by offering progress reports in a fun way — for 
example,  logging 100 hours on your mindfulness app unlocks something new.  
Gamification elements could also include engaging trivia quizzes, polls  or Q&A 

sessions on your social feeds. The options are almost  limitless and can be scaled 
according to your budget.

Gen Z and 
Gamification

Wellbeing apps are generally gamified, 
subscription- based model. New 

approaches are emerging: for example 
equipping users to practice mediation 
away from the screen, creating more 
focus on empowerement; 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 supported by other people.

shift in digital 
engagement 
and digital 

detox

The pandemic has led to people 
spending more time on social media, 

video calling (people reach out to 
cellphones for comfort in uncomfortable 
times), more e- commerce, but also more 

digital detoxes.

Approximately 25% of the population have taken a 
digital detox in 2020. Additionally, Gen Z is 5x more 
likely to have taken at least one detox compared to 

older generations. The main motivations for 
undergoing a digital detox include spending too much 

time in “virtual” life than real life, focusing on too 
much technology, missing human connection, and 

increasing wellbeing.

Gen Z is the loneliest generation. Their average loneliness score is 
nearly 10 points higher than the least lonely generation — the 

Greatest Generation, those 72 and older.

GenZ spend a lot of time connecting online with their friends 
(often more than in reality). While it’s tempting to blame Gen Z’s 
reliance on smartphones and social media, the data don’t bear 
that out: there is no significant difference in loneliness levels 
between those who used social media often or infrequently.

loneliness

Gen Zers say YouTube is the No. 1 platform they turn to when they want to relax 
or cheer up. Instagram and Snapchat are also very popular among Gen Z. And 

TikTok will soon surpass Instagram in this generation.

The majority (97%) of Gen Z consumers say they now use social media as their top 
source of shopping inspiration; 65% say they use social media to find entertaining 

content; and 61% of them  are specifically interested in watching more video 
content. Brands that  want to capture this audience’s attention need to prioritize 
authentic,  organic content rather than the more polished output they became  

accustomed to producing for millennials.

Gen Z and 
Social 
Media

Digital avatar looks remarkably lifelike and will continue to evolve. They are becoming a new type of care 
providers. They can be customized and display empathy; they are able to analyze facial expressions and 

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

Using sensors (camera- based facial expression detection, skin- response, brain activity), the system can also 
deep- read the user by tracking their emotional and cognitive state. The system can detect stress and 

engagement better than humans.

New technologies enable natural interactions away from the classical screen (haptics, voice control., virtual 
and augmented reality..). 

The physicals and digital worlds are blending ((mirror world, cloud, digital twin). GenZ thrive in blended 
experiences where they can live on both sides of the screen.

interaction 
tech 

trends

Systems based on AI and 
NLP can be a collaborator 
or assistant for the user 
and help them in many 

daily tasks like scheduling, 
data logging and 

journaling, giving the right 
information at the right 

time in the right context.

1 in 7 couples 
[in Germany] 
is affected by 

fertility 
problems

of 1.8 millions 
woman trying to 

conceive, 1.1 
millions will need for 

counseling and 
support

[in Germany]

Fertility treatments 
are stressful for 
both health care 
professional and 

patients, drop out 
rates are high

Fertility 
problems

This health care democratization is characterized by two major factors: the distribution of data and the ability to generate and apply insights at scale. It promises a 
world in which patients— armed with data, technology, and access to expertise— can take charge of their own well- being and manage their own health. 

Democratization will mean that providers focus less attention on routine tasks and more on the areas where they provide the most value and find the most 
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 inflection point in the consumerization of healthcare, driven by evolving patient expectations, new and advancing health tech and the Covid-19 
pandemic, accelerating the shift toward  more personalized and convenient care. That’s why we’re seeing consumers increasingly adopt solutions that deliver a 

better user experience. Patients crave a dose of compassion and humanity in the products they use every day. And they’re beginning  to receive that treatment with 
solutions like telemedicine, prescription  delivery services, asynchronous mental health services, contactless  health tracking integration and other tools.

Accessible services are flipping the healthcare dynamic. Consumers are no longer at the mercy of the industry; they are becoming empowered  to receive care 
according to their convenience and expecting service to  come with empathy and innovation. It’s incumbent on health tech companies to meet consumers’ demand 

for convenient, seamless and individualized care.Enter solutions like wearables and smart home appliances. In addition to supporting overall daily health, these 
services can also help providers glean a holistic view of their patients' wellness by  providing a detailed and data- oriented view rather than relying heavily  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, and with histories of trauma and data extraction. 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.

Democratization 
of healthcare

Digital front door. In many 
health care systems and 
organizations the “digital 
front door” has become 
“the only front door” for 

patients to access clinical 
services

scalable care 
(telehealth)

More and more 
governments are 

showing an 
interest in the 
universal basic 

income

Germany is the 
latest country to trial 

a universal basic 
income. 120 people 
will receive €1,200, 

every month for 
three years.

Basic 
income

After the lockdown 
experiences workers 

are calling for 
flexible working 

hours and locations

Working in 
flux

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.

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

INFLUENCE IN 
PARENTING????

the rural 
exodus

 Having witnessed the student debt crisis 
and the Great Recession, Gen Z is 

starting to save earlier than previous 
generations: 71% are already saving for 

the future. But despite being 
conservative with their money, Gen Z is 
willing to pay a premium for wellness 

products and healthy foods, such as all 
natural, GMO- free, sustainable, or 

vitamin- fortified foods.

GenZ 
and 

money

63% of German Gen Zs think wealth and income is unequally distributed among their countries population 
and they believe that government intervention will be needed to drive change. German Gen Zs believe the 
most effective method of tackling inequality would be to increase tax on wealthy. Further more then half of 

respondents believe that that basic income would help.

Globally speaking Gen Z observed the previous generations and tried to learn from them to not make the 
same financial mistakes. Gen Z shows to have less interest in student loans and are accepting lower 

education. 64% of Gen Z started research and talking to other about financial planning. However one of the 
biggest challenges is the source of information (84% refer to mainly to family) and the internet as digital 

natives. Further Gen Z differentiates from Millennials wen it comes to housing. Millennials is considered the 
generation of perpetual renter and Gen Z aim to own a house.  86,2% of Gen Zs ages 18-24 have their sights 

set on home- ownership, while 45% of this group plant to own a home in 5 years' time. If these emerging 
home buyers could achieve this, they would be between the ages of 23 years old and 29 years old when they 

buy a home.

Gen Z perceive financial challanges as their biggest obstacle and show high willingness to become better with 
money. They show high financial responsibility and focus on savings.

Education on 
sustainability/ 

misinformation 
and 

greenwashing

Sustainability- targeted marketing has become increasingly prevalent as companies try to appeal to the Gen Z 
audience. “Greenwashing”, the deceptive practice of branding a company as environmentally- friendly without 
adopting legitimate sustainable operations, is a rapidly growing marketing tend, in response to Gen Z making 
it clear that protecting the environment and combating climate change are a priority for them. “he 
combination of pressure and expectations from Gen Z as trendsetters along with a desire to “be more green” 
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. This makes  being an ethical consumer difficult, frustrating and requiring 
a lot of thought and education and care. 

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.

Regulation are 
unclear e.g.

'plastic- free' means 
compostable plastic, 
but not plastic free.

There is a lot of confusion from the 
consumer perspective when it comes to 
sustainable materials, they don’t know 

what is right and it is a difficult and 
overwhelming topic for them.  

Sustainability for the consumer means 
mainly plastic free and reduction in single 
use products – there is a demystification 
of knowledge of the customer needed.

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.

When considering issues about climate change, 54 percent of 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.  

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

Climate change/protecting the environment was the No. 1 concern for Gen Z, followed closely by unemployment and health care/disease prevention, according to a 
recent Deloitte survey. 73% of Gen Z consumers surveyed were willing to pay more for sustainable products, more than every other generation. They want to work 
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.

Gen Z  expresss negative views of supermarkets and big business, saying they are not doing enough to reduce plastic and help consumers be more environmental. 
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 difference in price. Similar to other groups, consumers in this group also 
tend to notice logos once they are at home, and thus after they have purchased the product. Consumers in this group recognize the need for more education about 
recycling and waste collection.

Generation Z consumers says that they do not shop online, except for those whose parents buy groceries for them. Most of these consumers stated that they do 
not shop online and the main reason mentioned is the tangible feeling of seeing and touching the product. 67% of Gen Z prefer to shop in brick- and- mortar stores.

Attitude 
towards  

ecological 
actions e.g. 

recycling

Overconsumption and materialistic practices are not 
only damaging for the environment, but may also 

reduce psychological well- being. In order to reduce 
trade- offs between social and environmental goals, 
policies should target changes in higher- order need 

satisfiers, such as social structures and practices, and 
reimagine forms of need satisfaction within 

environmental constraints. Redesigning consumption 
practices, public spaces and social structures through 
voluntary simplicity and sharing may reconcile lower 
carbon emissions and higher well- being. Collective 
solutions and investment in social infrastructure 

(universal basic services and universal income) hold 
potential to deliver the social services necessary for 

human well- being in coherence with the principles of 
equity, efficiency, solidarity and sustainability.

minimalism, 
nomads and 
tiny houses

GenZ main values are individuality, 
skepticism, connectedness, and an
ability to embrace change. They are 

financially focused, having
observed the mistakes of generations 

past. Work is primarily seen as a way to 
make a living rather than as the

main source of meaning and purpose in  
live’. They are the most informed 
generation, and because of this 

information abundance  tendency to 
become involved and passionate about 

social and political issues of 
consequence.

GenZ 
values

houselholds 
environmental 

impact

Northen European households have generally the 
highest carbon footprint (German families have the 6th 
highest)  in Europe. The main contributor is land travel, 

closely followed by food and housing. The need 
satisfaction and social inclusion are dependent on car 
use and ownership, especially in suburban and peri- 

urban .Emission reductions in the travel category 
require decreases in the number of vehicles and travel 
distance and the shift to low- carbon transport modes. 
This is hindered by infrastructural, institutional, social  
and behavioural lockins and powerful forces of highly 
profitable (fossil fuel) industries. Political (regulation 

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

emissions per 
person are trending 
downward in most 
rich countries. With 

the right policies this 
trend can be 
accelarated.

There can be a 100- fold variation 
in environmental impact 

between a baby from different 
geographies in the world. For 

example, 96 percent of American 
babies wear disposable diapers 

(A typical baby goes through 
3,800 disposable diapers in her 
first 2.5 years) while in China, 

only 6 percent do and in India, 2 
percent.

Disposable nappies... 
Biodegradable nappies are not 
fully biodegradable but are a 

better option, and cloth nappies 
are making a comeback and are 
now more absorbent, less bulky, 

and cheaper. There are nappy 
services that take care of the 

cleaning.

Eu commission really pushing, 
will see more regulations on 

making claims and on 
addressing the design 
(dismantling, recycling, 

upgrading)
will empower consumer with 

digital solutions and info
Massive change in 5-10y

european 
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 December 2019, the Commission launched 

the European Green Deal,  which should help to focus EU policies on making Europe the first  climate- neutral continent in the world. The new programme endorses 
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,

- 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).

On 30 January 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.

EU and 
sustainable 
regulations

playbook 
inisghts

Product 
Innovations

Philips as a 
sustainable 

brand

strategy 
(roadblocks 

and enablers 
for 

sustainability)

Confidential
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INFORMATION MAPPING WITH 
INSIGHT CARDS   

Millennial/Gen Z Parenting

legal Inisghts

Business

GenZ Health
and wellbeing

new business models around rental & second hand
'the sharing economy'

Delocalised care (home care, secondary care facilities, telehealth)
health for mother and child

Pandemic impact & post covid

Philips business 

Food (baby food, breastfeeing, family food preferences)

Parenting

Gen Z/Mill
people and
society

Millennial / Gen Z and ecology

Gender roles and sexuality 
in the new family life

Healthcare

(covid - joker)

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. Intrestingly, woman are more represented among vegan/vegetarians.

Global food system makes a significant contribution to climate changing greenhouse gas emissions, biodiversity loss, water extraction and pollution with all stages 
in the supply chain, from agricultural production through processing, distribution, retailing, home food  preparation and waste, all playing a part.  The most 

damaging food wehn it comes to greenhouse gas emissions arcross the supply chain (LandUseChange,Farm, AnimalFeed,Processing,Transport,Retail,Packaging) is 
by far beef, followed by dairy co- products, lamb&mutton, chocolate and coffee.On the other hand nut trees are having a negative footprint since threes have been 

planted to replace cropland and they store CO2.

With the rise of vegans pediatrician’s knowledge of a vegan diet becomes a matter of urgency to avoid nutritional deficit for mother and babies. Several studies have 
demonstrated the insufficient supply of essential nutrients such as vitamin B12, vitamin D, calcium, zinc, iron, proteins, essential fatty acids, and iodine in vegetarian 
and vegan diets and the damage caused by this. However, there is a distrust from parents towards pediatricians expertise of vegan diet. Therefore families decide to 

seek alternative expertise on this matter without pediatric consultation.

Vegan

Vegetarian pregnant 
women had lower BMI if 

compared to women 
following a conventional 

dietary pattern, and lower 
prevalence of overweight 

and obesity 4–5 years after 
delivery.

Obesity

Planet

MCC / PH

Philips

Sexual problems 
in the postpartum 

phase

Sex during 
pregnancy

Sex in pregnancy is normal. There are very few proven 
contraindications and risks to intercourse in low- risk 
pregnancies, and therefore these patients should be 

reassured. Potential complication of sex during 
pregnancy could be preterm labor, pelvic 

inflammatory disease, antepartum hemorrhage, 
venous air embolism.

Quotes

Tiredness

"These days I’m just so 
tired I feel like I could 

go without sex 
forever."

Changing 
lifestyles 

and gender 
roles

I just go to bed and go “I’ve got five 
hours up my sleeve... What do I 

want to do? Spend an hour having 
sex and then sleep for four? No, I 

want  five hours to sleep.”

I feel like there’s not so many 
elements of our relationship that 

are sexy anymore....What we don’t 
have at the moment is ‘us time’, and 

I don’t  feel like that time is 
prioritised.

I feel as though there’s not 
enough of me to go 

around. Let alone my own 
sense of giving to myself.

There becomes these assumed 
roles, and that pisses me off.... I feel 
like I carry around this chip on my 

shoulder.... And then it affects your 
view  of yourself, in terms of 

thinking

Emotional 
connections 

with 
children

I think another part of it is that, sometimes I feel as 
though I’m more in love with my children... Isn’t that 
madness? But that kind of love  that....being madly in 

love the way I was with Michael, it’s become more  of a 
stable kind of love, and my children have almost 

replaced that  breath- taking, head- over- heels kind of 
in love.

I think I’ve changed from being a lusty woman 
with my husband... wanting that intimate 
contact with my husband has changed, 

because now I think  I’m getting – it’s not 
intimate contact from my kids – but that,  
physical contact is so consumed with my 

children, that that need is  fulfilled that way.

Every ounce of my energy, my 
affection, my love, it was all 

focused on him [the baby]. And I 
think that there wasn’t room for 

anything or  anybody else.

Body 
image 
issues

There’s the whole weight loss thing, and you’ve got a 
flabby tummy and your boobs are a different shape 
and you don’t see yourself in the  mirror the way you 

did before you had kids and go “Oh, not too bad”, now 
 its like “Oh. Can you turn the light out if we’re going to 
have sex?”....  I am actually horrified by the thought of 

having sex in broad daylight.

feel like if anything, I had more respect 
for myself and for the female form. I 

mean, it’s quite a miraculous thing, and I 
found that  empowering, rather than 
sort of negative...You know, it can be 

very  pleasurable, but it can also create 
life.

Loss of 
libido

I guess I went from having a very healthy sex- drive and 
a very healthy libido and interest in sex, to being 

completely disinterested,  completely....And doing it 
out of obligation, because I felt that Michael  really 

enjoys it - as most men do (chuckles). So I felt as 
though I was  kind of letting him down, so I pressured 

myself into it.

Once I fell pregnant, I had no interest in 
sex. None whatsoever.... And it never 

came back.... It was more the effect on 
my marriage that I was  worried about. 
And I still feel guilt. HUGE guilt. It’s the 

only thing  in my relationship that I’m not 
perfectly happy with.

I almost felt like it was - for want of a better word - my duty. That I 
could live without it, but I felt that, it had been such a big part, a  
significant part of our relationship, (laughs)... It sort of surprised 
me,  which is why I think I really remember it, because I’m not a  
subservient kind of woman who thinks “This is my role, and my 

duty” but I  really felt like I had failed. And maybe it was because I 
put a lot of  expectations on myself and I didn’t live up to that, so, 

you know, that  was a failure.

Changing 
intimacy

Changing 
view of 

sexuality

Because we don’t have sex very often 
now at all, a lot of the intimacy has gone 
as well. And I think that if we had more 

intimacy, we’d have  more sex, and 
Marcus thinks that if we had more sex 

we’d have more  intimacy.

I don’t feel that we’ve grown apart because 
we’re not having sex. We still have a date 
where we go out, like every two or three 

weeks, just  the two of us. We still kiss and 
cuddle and sit on the couch together.  And as I 
said, we may not have intercourse, but we do 

other things.

I suppose I’ve lost confidence just 
knowing that I’m a mum... I don’t 

see myself as sexy anymore 
because I know that I’m a 

mum....Those things don’t  go 
together.

I think it’s because it’s harder to see 
myself as a sexual being, to tell you the 

truth.... This is me. This is what I do every 
day, I look  after children, I clean up, I 

just feel really mundane, and like, how  
could you find this attractive? It doesn’t 

feel sexy

It’s kind of like a bit of a conflicting role to be a mother 
and a nurturer on one side, and a whore in the 

bedroom on the other side  [laughs]. And I don’t 
actually think my husband sees me  

differently...Whereas I’m a completely different 
person, I no longer  have my own financial 

independence, I don’t work and interact with other  
adults on a daily basis. I’m a completely different 

person now to what I  was.

Teamwork

The impact on my life has been about 
the same as the impact on Dean’s life... 

It’s been a real joint venture...And I think 
the fact that it’s been  halved, has really 

helped, and the fact that it’s been mutual 
has really helped.

We had this really nice romantic dinner for 
two, just to reconnect as a couple, that was 

really nice, and we felt that was 
important....Having  Rainer looked after and 

having some of our time has been really 
important...Reconnecting as a couple rather 

than it always being about Rainer.

Time 
together as 

a couple

Agreeing 
on 

priorities

Look, it’s not where our sex life was, 
but, I kind of think that suits us at 

the moment. We’ve got a lot of stuff 
going on...It works for us...It’s  
definitely not a priority at the 

moment.

Sexual 
problems

Although 80% of woman suffer from sexual problems 2-3 months postpartum, woman's voices remain 
relatively absent in the literature around sex and sexuality.

Women appeared to have high expectations of themselves in regards to sexual activity, and experienced a 
sense of failure when their sexual drive was not at the same level as before pregnancy. Most women saw 

these expectations as self- imposed, but some also experienced pressure  from their partners. This results in 
woman having feelings of guilt and failure, connected with 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.

There is on the one hand physical explanations (tiredness, breastfeeding, hormonal changes) and on the 
other hand psychosocial explanations (adjusting to becoming a parent, resentment over role changes, 

emotional connection to the baby).

Loss of the female libido is a major issue for couples in the postnatal period. Despite this, studies have shown 
that only 18% of postpartum women at a London teaching hospital had received information about changes 

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

Quotes

Gender roles in 
family and 

worklife

Solutions

People who normally 
do not experiencing 

any signs of 
hypochondria, can feel 

quite anxious about 
their health now

Anxiety

a source of fear : being 
judged about being 

cautious or wearing a
mask for example. 
Mass moralism is 
creating tensions 
between people.

The effect of the 
pandemic on jobs, 
health benefits and 
personal finances is 

making people 
worry about their
financial future.

Young people, 
already framed as 

the “lockdown 
generation’ are 

disproportionately
affected by the 
COVID-19 crisis

the younger 
generation 

experience a 
disruption to 

their education

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.

43% of young people say 
their anxiety levels

have increased due to the 
pandemic and a third say 
they are overwhelmed by 

feelings of panic and 
anxiety on a daily basis

If trust in authorities, science and 
health information decline, 
managing public health will 

become extremely difficult and 
more tensions will occur more 
often in society. Especially the 

refusal of a vaccine can 
cause polarization.

Covid impact on 
young people 

(Gen Z)
(health) (social fear)

(financial 
anxiety)

losing trust in 
authorities

Gen Z parents 
fear the impact of 
social isolation for 
their child and for 

themselves

she hasn't been exposed to other 
children for a year now. I can see how 
that's had an effect on her. She seems 

confident running around here, but 
when we're in playgrounds, she's shy, 

very to herself.

I think his generation 
will have a lot of 
social anxiety.

I hope he'll be 
confident to make 
friends as he's not 
seen a lot of kids

We were missing out on baby 
groups and she was missing out on 

development and socialising - I 
mean, I was too. Meeting other 

parents is a key part of parenting.

It's been heartbreaking. She's 
picked up on it, she asks for 

friends. She goes up to other 
kids but they move away.

It's hard because you don't 
know if those kids have been 

told to keep themselves to 
themselves because of 

everything going on.

Gen Z comments 
on parenting;

I really try to educate her in 
the things I wasn't educated 
in until recently like the Black 

Lives Matter movement

Gen Z parents 
want to educate 
their children on 

injustice in 
society

Gen Z parents 
let the baby 

lead (baby- led 
parenting)

You get those parents that want 
you to do certain things, “be this 
kinda person” or “take this kinda 
career”, but I just want to let him 

fly, to be honest.

Gen Z parents 
want an equal 
relationship 

with their 
children

I want her to know our relationship is very 
open and she's equal to me and anyone else – 

that we can grow up and be really close... I 
hope the world our generation is trying to 
build now will be the one she'll be living in. 

Everyone equal, everyone happy and no racial 
discrimination.

I'm still growing as a person 
and learning about what I 

want to do, so I'm going to let 
go of any boundaries for him

Gen Z are realising you don't need to 
have a traditional family life, you don't 
need to have a house and get married. 
Maybe our generation are challenging 

social norms, which is a really good 
thing. A family is what you make it

He's not been 
challenging to parent 
so we've let him lead.

We talk to him like he's our 
equal and I think that's really 

worked out well for us 
because he'll play on his own 
and be really independent.

[How would you describe yourself 
as a parent?]

 Very relaxed, very baby- led. She's 
quite independent ... She gets to do 

what she wants, basically

Hopefully our generation will 
educate the next – we are 
more woke, we are more 

aware of things like mental 
health

Gen Z parents 
benefit from use 

of technology 
and social 

media

We weren't super influenced by technology. Whereas 
nowadays, Nyla knows exactly what a phone is. She 
doesn't know her way around it but she definitely 

knows she can get entertainment from it. ... We also 
have the luxury of being able to put on the TV so we 

can switch off or do a chore, which isn't something our 
parents had as easily

As a parent, I feel like it's easier 
for me to meet other mums 

than perhaps it was. I've made 
most of my mummy friends 

through Instagram

Gen Z parents do 
not want to put 
boundaries on 

what their 
children can or 

should do

rise of self 
sustaining 
existence

people want to 
be less 

dependent on 
external 

cicumstances

there is a rise of 
local farming, 

farming, 
homesteading 

and living off the 
grid

the rise of self 
sustaining 
cities bring 

ideas for bio- 
economies:

 policymakers are 
now even more 

keen to make city 
communities self

sustaining.

 Ideas for these cities 
include proposals for 

circular bio- economies 
and smart cities that 
put people and the 
environment first.

People are turning to 
professional wild plant 

foragers to learn how to 
live off the land

as the coronavirus health 
crisis continues. 

Workshops and foraging 
classes are

increasingly popular.

Foraging 
for food is 
growing in 
popularity

 Fear that global 
supply chains could 
break down causes 

people to
look for alternative 
ways to find food.

Food

Self sustaining 
cities

woman with obesity 
in pregnancy need 
lifestyle changes 

and need it quickly 
after becoming 

pregnant

of 1,35million 
women with BMI>25 

and trying to 
conceive, 950.000 

will need for 
counseling and 

support

Use of telemedicine 
(remote prenatal 

care) can decrease 
the number of in- 

office visits for 
pregnant woman

' the more visits you 
have the more 

inconvenient for the 
patient and risky in 

terms of covid, 
infection risk etc'

less in- office visits 
for pregnant 

woman reduces 
the risk of 

infection or covid

Telehealth

counseling 
need

Obesity is a 
major problem 

on health 
issues in 

obstetrics

Advancing maternal 
BMI, increasing 

mothers age and 
derived prenatal risks 

considerably 
complicate pregnancy 

and delivery

a 20y analysis in 
Germany shows a 

significant advance of 
maternal BMI, with an 

increase in obese 
women (growth avg 

9,4%- 19.2%)

the consequences of 
obesity in pregnancy 

do not end with 
delivery but represent 
a livelong burden to 

the mother and 
offspring

GenZ have to deal with an uncertain future and this 
impact negatively their mental health because they 

have a lot of fears about the future and they feel many 
things are ruined due to factors out of our control but 

they feel they have to solve them.

The financial insecurity and trying to navigate the 
process of obtaining long- term assets in a changing 

econom (inflation...) also creates stress.

GenZ feel that their generation is more 
entrepreneurial and creative than previous 

generations. They Are Forging Their Own Paths but 
also feel an immense pressure to succeed. This is due 
to the constant comparison of yourself to others on 

social media that results in low self- esteem and a 
constant  unsatisfaction or feeling of not doing 

enough.

pressure to 
succeed 

and social 
media

Telehealth 
consultation is now 
considered a cost- 

effective first line of 
treatment for non- 
urgent and follow- 
up appointments

We can expect to see 
healthcare providers and 

insurance companies 
working together moving 
forward to broaden the 

availability and accessibility 
of telehealth.

Telehealth 
reduces 

costs of a 
care plan

Telehealth has the 
potential to improve 
patient engagement 

and adherence to 
lifestyle choices and 

preventative care 
methods

the covid-19 
pandemic 

disrupted metal 
health services in 
93% of countries 

worldwide

to continue treatment in covid 
crisis therapists, counselors and 

doctors turned to video 
conferencing. development of 

Teletherapy and telepsychiatry  
is moving forward and will 

become more widely accepted as 
treatment

patient demand in 
convenient access 
to care services is 
driving the growth 

in telehealth

data sharing between apps 
and individual's devices is 
getting easier, providing a 
more rounded view of a 
person's lifestyle for the 

healthcare professional icw 
electronic healthcare 

records

providers need to move 
from just providing and 

recording facts to passing 
on these critical insights 

back to maximize the 
benefits to the patients.

telehealth makes it 
easier to monitor sick 

children, that are often 
good at masking 
symptoms or are 

shy/scared in frotn of 
medical staff

pediatric telehealth will 
grow more widespread 

as the upcoming 
generation of parents 
is more accustomed to 

using virtual 
technology

Telehealth will 
reduce pressure 
on the workforce 
and potentially 
allow them to 

deliver better care

pediatric 
telehealth

remote 
prenatal care

mental 
telehealth

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.

As creators become influencers, Gen Z 
consumers seek to buy directly from 

them,  cutting out the retailer as 
middleman.

second hand 
shopping and 

influencers

As parents, Gen Zers are likely to emphasize the 
importance of mental health. They’re expected to 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.

kids mental 
health 

support

motivations for 
second- hand 
consumption

Philips approaches care 
through the health 

continuum. 

This fits a new holistic 
perception of wellness that 

includes sickness  
developing in GenZ

Philips and 
the care 

continuum

business modeling 
capabilities amd 
reverse logistics 

capabilities  should 
be owned by 
supporting 
functions

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.

Several traditional retailers 
are finding ways to move 

into the reselling space. for 
example: through resale as 

a service platform 
ThredUp, Ikea offers a buy 

back & resell program, 
Zalando Preowned

Brand 
expectations

The conscious consumer 
wants the facts, the nitty- 
gritty data proofing the 

sustainability of a product. 
They want no fluff or 
blurbs without details

The conscious 
consumer values 

transparency. When 
something goes wrong, 
brands should not hide 
it but tell what they are 

doing to improve

To build trust with the 
conscious consumer, 
brands need to show 

humanity: the wins, the 
losses , the mistakes 

and the learnings

Trust through 
transparency

Consumer demand for, and expectations 
of, brands’ ethical commitments are 
evolving,”  “They have moved beyond 

simply wanting brands to ‘be ethical’ and 
are demanding to see measurable, 

transparent and consistent actions from 
those they choose to support."

when the conscious 
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

The conscious consumer 
wants to be educated to 

make the most out of their 
purchase, how to reduce 
their consumption habits 
and how to build a long- 
term relationship of trust 

with your brand

make the 
consumer feel part 

of the change

Rise secondhand 
retail

right storytelling 
will enable asking 
higher prices of 
the conscious 

consumer

one in five parents has acquired a greater number of 
second- hand items (baby clothes, toys and equipment) 
for their children since the onset of the 2009 financial 
crisis, in order to save money. Financial benefits are 

widely found to be the main motivation for using 
second- hand retail channels. Being a green parent 

tended to be considered an extra burden: it was more 
expensive, or more time consuming, or more work. 
With the practice of buying, or otherwise acquiring, 

second- hand and the awareness of second- hand and 
alternative retail channels saved parent’s money and 

enables green parenting.

Parents are more likely to buy 
second hand for their second 

child; because of financial 
motivation, having less concern 
about hygiene and safety, less 

desire for new thing and through 
the parent network they have 
build they know about more 
second hand opportunities.

Second 
hand

biggest impact of 
our products is 

sterilisation by very 
far, and energy use 

in general for PH 
products

We need to push the bondaries with new 
business models (e.g. business model for 

recollection), rethink our supply chain 
and understand how to involve external 

parties, create partnerships. 
Partnerships  should be driven above the 

business level, at least at a PH level or 
higher, but bottom- up initiatives for 

specific businesses and markets could 
inspire it.

People seek moments of 
calm into everyday life, from 

silent cafés to meditative 
bathroom rituals

In most working situations analized the woman tends 
to take up most of the household work and the 

organization of the family. Even when the woman is 
the breadwinner. Despite this inequality, this 

arrangement was 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.

Mental load 
is on woman

Quote

More parents acquired second- hand items for their children since the onset of the 
2009 financial crisis, The motivations for second- hand consumption are

1 Search for fair price;
2 Gratificative role of price;
3 Distance from the system;

4 Ethics and ecology;
5 Originality;

6 Nostalgic pleasure;
7 Treasure hunting;

8 Social contact

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

reusing items (baby clothes, toys and equipment) 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, because kids grow quickly out of things before those items have reached the 

end of their useful life. There is also a sense that another child should have the 
chance to use an item, if it had been useful to the participant’s own child and/or 

gave them pleasure.

Formal or informal 
mummy network 

provide opportunities 
for second hand items 
and awareness of the 

channels (e.g. the 
'nearly new sale')

Second- hand consumption 
is still considered as a niche 

form of consumption, a 
deviation from the norm, 
while waste is an obsolete 
term in the natural world 

where process by- products 
are simply a useful input 

for another process

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 
for plastic from oil (material itself and 

certification also has extra costs). There is 
research ongoing in  Philips and outside 
on materials to find solutions. There is 

also a need for better partnerships with 
recycled/eco- plastic suppliers  to get 

long- term supply and certify the 
manufacturing process.

There is lack of 
consistency when it 
comes to the user 
group, the terms 

keep changing and 
the definition of the 

target group.

There is lack of 
sustainability 

perspective and 
understanding of 

what sustainability 
means for the 

consumer.
new interaction 

technologies (augmented 
reality, virtual reality, digital 

assistants) make the 
remote use of diagnosis 

tool more accessible to less 
trained users.

Digital assistants 
and bots are new 
ways to approach 

mental health 
support with quickly 

developing 
capabilities (AI)

In 2019, 59 percent of Gen Z respondents stated that they 
participated in outdoor activities, making them the generation 

with the highest participation.  65% of millennials and Gen Z- ers 
think it is essential to do physical activities in open and outdoor 

spaces to maintain mental and physical health. 

There is a move toward leaving cities toward suburbia  since 
2017, and the pandemic has accelerated this trend.

The IVP Young parents report is focusing on the two target groups of hyper- quantifier and the buy- ologist who are first time parents.
 The audience here are Gen Z Young parents. Overall the reseach has shown that this generation is looking for holistic family solutions that are inclusive and 

personal.

There have been 5 tension identifies: Allowing time for myself, keeping my energy balance, Dealing with Anxiety, Discover our new normal- routines and 
Understanding and planning parenthood. As well as 9 need domains Social, Work Finance,Sleep&Energy, Appearance, Nutrition, Activity, Baby development, Physical 

health and Mental balance.

Health&Wellbeing+ (Care for a healthy family today and tomorrow) resulted in the most attractive IVP direction, empowering parent to care of their own and 
families health.This IVP positions itself on the health& wellbeing domain with a promise to be the daily companion. Further this IVP is able to address both the HCP 

as Consumer needs and fits with the company ambition.
The solution is about a family- health partner which goes beyond the baby's wellbeing and supporting the parent's wellbeing as well.The vision is to empower the 

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 offers opportunities for alternative business models such as Rent, 

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

Mental 
health

(holistic) 
Wellbeing

Medical 
conditions (OUT 

OF SCOPE)

the great 
resignation

Raised with the perception that health and wellness is about holistic balance, this idea is second nature to GenZns, Gen Z takes a holistic view of health, emphasizing 
physical fitness, healthy eating, and mental well- being and influencing factors like their social lives, emotional health, sleep. Good health is indicated by both looking 

good and feeling good, and they have a sense that these two should come together. Everything they do is connected to health and they are dedicated to being 
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- esteem, and having time to 
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/flu, and ahead of weight 
issues. Exercise is a key stress management technique, and is in fact central to how teens 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 teens take an active role in carving out time to 
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 differently, in line with wider gender 
differences in exercise perceptions. Girls often see it as a way to build feelings of control over their body image and the guilt associated with eating, while boys are 

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

Simply put, physical fitness, healthy eating and mental health are more important to a much larger percent of Gen Z than it is for their baby boomer parents. 
Reaching a state of complete physical, mental and social wellness is central to the identity of many - an especially stark contrast when compared with previous 

generations.

The new plant based trend has also gained significant traction as of late. Gen Z kids think a lot about being ‘balanced’, and are sensitive to fresh and less processed 
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

GenZ holistic 
approach to 

wellbeing and 
health (pro- active, 
 holistic, creating 

good habits)

When it comes to food, Gen Z wants healthy, convenient options. Gen Z members 
are seeking out portable and easy- to- prepare foods, but they’re also choosing 

healthy items when they do. As a result, there’s a growing opportunity for 
manufacturers and eateries to launch healthy snack or grab- and- go products that 

appeal to this demographic.
In terms of dietary choices, Gen Z is in favor of high- protein, low- carb foods, with 

51% saying sugar is an obstacle to a healthy life. And this group is far more likely to 
consume plant- based products and is open to becoming vegetarian. Nearly 80% of 

american Gen Z plan to go meatless 1–2x per week, citing health and 
environmental concerns.

The new plant based trend has also gained significant traction as of late. Gen Z are 
sensitive to fresh and less processed distinctions and transparency with 
ingredients, package facts and product sourcing in foods and beverages.

 Gen Z accounted for 38% of gym sign- ups globally in 
2018. As the most active membership category, 87% of 

Gen Z reported exercising three or more times per 
week.  43% of respondents working out at home, 65% 
using fitness apps, and 28% depending on wearable 
technology to track workouts. They want apps with a 

simple brand message that resonates with people out 
recreating who may not be mega- athletes, and online 

workout community that focuses on at- home 
workouts. They want to be and feel healthy no matter 

who they are or where they are.

fitness

GenZ look for more 
“effectiveness, 

convenience, efficiency, 
and transparency”, with 
53% of the respondents 

preferring telemedicine to 
traditional in- person visits.

telemedicinefood

Gen Zers are dedicated to their mental health just as much as their physical 
health and are actively taking measures to not only protect their positive 

emotions, but to cope with negative ones, too. Having come up in a world of 
increased anxiety and rapidly changing (rapidly changing (i.e. active shooter drills 
at school, a pandemic, climate change)) 72% of Gen Zers say managing stress and 

mental health is their most important health and wellness concern. This 
generation embodies resilience. They are constantly iterating, yet they stay true 

and honest to themselves when it comes to their mental wellness. Nearly all (75%) 
of Gen Zers are open to talking about the state of their mental health and they 

are 27% more likely to report that their mental health is fair or poor compared to 
other generations.

Anxiety has overtaken depression as the most common reason Gen Well seeks 
mental health help. Over half (52%) admit that they are constantly stressed. But 

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

mental 
health

consumers are 
often unaware 

of our 
sustainable 

products

Philips 
sustainability 
PH marketing 
focuses on the 
buydeologist

PH has developed a playbook on 
sustainability  marketing  

communication. The core idea is 
'Use less. reuse more.' The 

message to the audience has to 
be tangible, relatable. There is a 

focus in the messaging on 
material, engineering and energy 
as these are well understood by 

the consumer. Sustainability 
should not be the main message.

By 2024 all PH 
products 

should have 
an 

ecopassport.

By 2025 Philips 
want to be known 
as the sustainable 

health and 
wellbeing brand

We need more 
green products in 
the MCC portfolio 
and a longer term 

vision and 
roadmap.

Philips aims to have a strong sustainable 
narrative and position against green 

washing. This is not only crucial to have 
true sustainable impact but also is in 
alignment and building a strong trust 
relationship with the consumer since 

there is a rising criticism regrading green 
washing. Further this offers a strong 

differentiation from current competitors 
which have shown to practice green 

washing.

Consumers want companies to take responsability for 
sustainability. But they also want to be informed and 
involved. Philips foresees a shared responsibility on 

sustainabilty between the consumer and the 
company. There is unclarity on how to define and 

create a narrative around this shared responsability 
and cooperation that brings the consumer along.

Philips has ambitious ESG 
goals, and has delivered on 

sustainability in the past, 
which makes it a 

recognized leader in 
sustainability in the 
healthcare domain.

PH 
sustainability 

marketing and 
target groups PH 

sustainability 
targets

There is a narrative present at 
Philips and in consumers that 
sustainability and convenience 

are opposite, and that 
convenience is prioritized by 

young parents. However, 
sustainability can join 

convenience for example 
through durability and services 

that imply less ownership for the 
user

Intuitive 
Independents/ 

Committee 
Confidents

Sustainability 
is a premium 
when buying 

baby products
The top down commitment and the bottom- up 

motivation is there to work on sustainability at Philips.

Good collaboration dynamics and role definitaion in 
I&S between GSO, XD, ES. Research has an important 

role but could be more pro- active to anticipate on 
technologies that enable sustainability. The 

collaboration with the business is improving, a good 
team is 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 more resources (time and money) 
to activate sustainability.

We need to shift the mindset 
from transactional ownership to 

temporary ownership.

We need alignment between 
company and consumer, and a 

crisp definition of what 
consumers expect from products 

in term of sustainability.

we have parenting + app 
that is limited to to 2 years 

old, while ORC and 
grooming goes on for 80 

years. Health&Wellbeing+ 
App could extend on a 

longer timespan.

MCC is the most 
inetersting business 

for planet tinking, 
due to the 

commitment of the 
parents

Personalised care is a major 
topic for Philips. THis connects to 
GenZ for which personalisation 

is key and who demands 
products and experiences that 

are unique. This is partly so that 
they can share them online and 
develop a persona that has the 
flexibility change to over time.

Gen Z choose rental 
over ownership, 

because they favor 
sustainability over 

price and 
experiences over 

possessions

The Sharing 
Economy will 

continue to grow 
as more Gen Zs 

enter the 
consumer market

Rental

While less than 20% of Gen Z participate in organized 
religion, more than 80% have a sense of spirituality 

and believe in cosmic power. Combined, this emphasis 
on stress management and belief in spirituality could 

explain the growing popularity of healing crystals, 
mindfulness, and astrology apps that, despite 

conclusive evidence of their effectiveness, fall under 
the expansive umbrella of wellness

spirituality Millennial / Gen Z digital and technological attitude

Digital

GenZ digital and health 
(what type of services 
are they looking for?)

71% of Gen Z discover new fitness opportunities and 
healthy restaurants on social media, compared to only 

25% who find them from television commercials. 
Additionally, with 70% of Gen Z watching two hours of 

YouTube each day and the same percentage 
consulting the platform before making a purchase, a 
mobile video presence has become mandatory for 

attracting a younger demographic.

online 
health 

information

GenZ is destigmatizing mental health by talking about it openly on social media, 
where they are also getting advice.

An increase in the number of young people seeking professional mental health and 
mental health alternatives. The number of young people who have spoken to a 

mental health professional went from 41% in 2017 to 56% in 2020. But self- guided 
mental health tools have also been in- demand: 74% want to learn more about 

mindfulness and meditation. So while apps that provide meditation and 
mindfulness guidance, like Headspace and Calm, have been growing for some 

time, they have taken off even more in the COVID era. One in three young people 
have tried a mindfulness/mediation smartphone app (31%) in the last year to 

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

Nearly half (45%) of Gen Z use wearable devices to monitor their health. GenZ is 
the generation most interested in self- tracking, especially for fitness, social media 

use, water intake, and sleep (but less in calorie counting than millenials and Gen X). 
They close their rings, track their sleep, and compete with close friends on workout 

goals. They’re also using apps like Daylio to track everything from how they’re 
feeling mentally and emotionally, to what’s physically aching and how much water 

they’re consuming. The app uses the data and discovers hidden patterns to help its 
users create useful habits like waking up earlier or cutting back on alcohol 

consumption. Their affinity for such apps  signals a need for a high level of user 
experience and data visualization. But it’s not enough to make beautiful apps and 

websites — it needs to be about them.

They have a very low trust in tech companies (Gogle, Apple, etc) to protect their 
personal data.

The quantified self becomes enabled by the rise of unobtrusive sensing 
technologies (wearable, camera- based...) both for physical and mental health 

tracking .

mental 
health 
apps

GenZ and 
health 

monitoring

The segmentation study/Bond gave insights on the American, Chinese and German market. The study has 
shown, that for many parents making sustainable choices is important, there is a general desire to continue 

fulfilling personal goals and that giving birth has impacted their life and identity.
Specifically in Germany 71% pf the participants aspire to give their child(ren) the best live possible.

The research presents 7 different segments on the market: pressured performers, confirmation carvers, 
planning pragmatists, ambitions achievers, solution seekers, committed confidents, intuitive independents.  
The German consumers being more intuitive and internally motivated (less advice seekers and less aspiring) 

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 confidents. Those two groups mark one 
of the largest potential markets Intuitive Independents (16%) and committed confidents (16%). The Intuitive 
Independents are likely to be the ultimate fit with the brand positioning of MCC, which is resonating with the 

Commited Confidents.

Segmentation 
study/Bond

IVP Young 
Parents

The target group is aiming to keep their children safe from harmful chemical and wants to save the environment. However, convenience seems to always be more 
important.

First thing parents act on in terms of sustainability are single use consumable products. This means a call for action for Philips to offer sustainable alternatives to 
multiple use products and durables by creating more awareness and convenient solutions.

The identified opportunities for innovation are guilt- free consumables (recyled plastic, natural materials), increasing lifetime of durable product though business 
models, energy efficiency and materials and solution foe the waste created in the first phase of parenting. The identified opportunities for communication are 
strong claims about plastic- free packaging, recyclable products, eco- freindly materials to convince the consumers for a sustainable choice without giving up on 

convenience.

MCC 
Sustainability 

Inights

For MCC Feeding Journey the following 6 macro trends (social, technological, economical and environmental) driving future lifestyle have been found: the nurture 
economy, holistic wellbeing, planet conscious, personalized everything, beyond health and product&prevent.

Planet conscious is focusing on the narrative of good for me, good for the planet. The Keywords are Pure&Natural, Conscious Consumption and Inclusive Care. In 
times of conscious consumerism people are seeking for a fairer, more sustainable and equitable world.

Conscious consumption is a movement against the excess mentality, plant based diets, transparency, minimalism, shared economy and ethical concerns are topics 
of interest.

Pure&Natural one major concern of parents is harm done by substances, toxins or pollution. Creating a priority of homegrown products, reassurance of food safety, 
concern about micro plastics a higher demand for natural products.

Inclusive Care is focusing on the rising awareness of the need for good care for everyone, leading to communities, brands and employers to become more caring 
and seeking for ways to protect everyone wellbeing. Resulting in decision for social reponsible rands, worry about poor healthcare, demand on affordable 

medication and care for the vulnerable.

One Feeding 
Journey

by 2024 Philips wants to be 
knows as a sustainable 
consumer healthtech 

brand, leading the way to 
enable a circular economy, 

whilst reducing CO2 
emissions and improving 

lives.

The approach to the environmental and social dimensions reflected in the commitment to the United Nations 
Sustainable Development Goals:

 3 GOOD HEALTH AND WELL BEING: Ensure healthy lives and promote well- being for all at all ages (improving 
people health and well- being and expanding access to care for undeserved communities)

12 RESPONSIBLE CONSUMPTION AND PRODUCTION: Ensure sustainable consumption and production 
patterns (Ensuring sustainable use of materials and driving the transition to a circular economy)

13 CLIMATE ACTION: take urgent action to combat climate change and its impacts (Ensuring sustainable use 
of energy, reducing emissions and operating carbon- neutral)

17 PARTNERSHIPS FOR THE GOALS: Teaming up with our suppliers to increase social and environmental 
impact throughout our supply chain and building strong coalitions to drive global change

Philips and 
the 

sustainability 
goals

MCCs perspective on what is needed to become a sustainable 
brand is that there is a vision and a roadmap needed to be 

created though multiple work sessions with a cross- functional 
team. The sustainability critera needs 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 
approach 
towards 

sustainability

Forbes did an research on the best pregnancy apps on the market, Philips app was not represented here. The 
criteria of the evaluation was the following: Availability for iOS and Android, Price, Average user rating, Fetal 
development photos, videos and 3D renderings, Availability of community group or social network, Inclusion 
of customized pregnancy timeline feature, Inclusion of contraction timer, Inclusion of kick counter, Inclusion 

of weight tracker.  The overall winner was babyCenter with a lot of personalization options. Other highly 
ranked apps are: Ovia Pregnancy Tracker, Pregnancy & Baby Tracker WTE (Best for Social Support), The 

Bump— Pregnancy Tracker (Best for New Moms), WebMD Pregnancy(Best for Medical Advice), My 
Pregnancy(Best for Simple Tracking) and Pregnancy App Preglife (Best for Dads, Partners and Caregivers).

Apps for support in family life on the other hand are mainly focusing on planning and organization.Those 
apps can be used by kids as well as productivity tools. Features considered important in this kind of app are 

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.

Apps for 
planning, support 

and helping

Gen Zers consistently expressed that they felt empowered to control and improve all aspects of their own health. From their perspective, personal behaviors like 
eating well, working  out, meditating, sleeping or managing stress are the key to being  healthy. In their eyes, being healthy is a matter of having the desire,  putting 

in the work, and staying focused. These young adults have set high standards for themselves in terms of what it means to live a healthy lifestyle. As a result, they 
often fall short of their own expectations. About the state of their health, many discussed intentions to improve their health— but those intentions didn’t  always 
align with their day- to- day behavior. Members of Gen Z demonstrate an interest in health apps— but ethnography found that engagement is often short- lived. So 

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

Additionally, one in four young adults between age 18 and 24 report zero health care visits in the past 12 months.  This suggests Gen Z may not yet see a clear 
connection between seeking  health care in traditional ways and living a healthy lifestyle. Gen Z cares about health, but they aren’t using traditional sources for 

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 specifically, 34% rely 
less on health websites, 21% rely less on doctors and 18% rely less on  pharmacists for healthcare information. According to the study, 41% of Hispanic consumers 

use TikTok for health information,  which is 37% higher than average. Meanwhile, 25% of Black consumers say  social media discussion on prescription drugs is 
more important today  than it was pre- pandemic, and 40% of Asian American and Pacific Islander  consumers report relying more on social media to stay informed 

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 offers might not stick with this  bunch.

GenZ 
healthcare and 
empowerment

HEALTHY FOOD AND 
DIET FOR PARENTS

comms & 
branding & 
marketing

PHILIPS (ph) VIEW ON 
SUSTAINABILITY?

GEN Z & money

FOOD (? IF APPLIABLE)
SEE IF APPLICABLE

There is an 
over- 

abundance of 
choice in 
wellness.

democratisation of 
care

Include care 
continuum in IVP 

insights

Sustainability is one of the 9 PH big bets. Most cirular 
initiatives are driven by MG and beauty until now, due 
to less ressources in MCC. We have sustainability KPIs 

but we need ways to implement solutions. We also 
need to understand how we earn back on investment 

(linked to how to make consumers pay more for 
sustainability)

3) Philips is not a leader in sustainability in PH, 
competition on OHC and MG is ahead with e.g. 
reparability solutions, competition in MCC has 

breastpump rental services for long. Not all solutions 
are copy- paste in PH. 

MCC is a market where you need products only for a 
certain amount of time, ideally it could be completely 

based on leasing models.

PH 
sustainability

comms & 
branding & 
marketing

They value craftsmanship and want to be able to know the production process behind 
products and services.

own insight 
box

mental health

Woman accept 
the inequality

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.

Loss of the female libido is a major issue for couples in the postnatal period. 
Despite this, studies have shown that only 18% of postpartum women at a 

London teaching hospital had received information about changes in postpartum 
sexual function. Resulting in disappointment and concern after birth.

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.

Even when both parents spent an equal amount of time in paid work, the woman 
tends to be responsible for most of the organization of  everyday family life and 

more of the domestic work. This results in high mental load of the organizational 
balance management(i.e., familial coordinating and synchronizing— the first level 

of doing family). Woman with this high pressure tend to have burnout more 
frequent.

Although the interviewees often referred to their exhaustion due to the demands 
on them in the private and public domains, they also emphasized their priority of 

spending time with their family. Especially in the  evenings, at weekends and 
during holidays, they carved out time to  engage in family activities, perhaps also 

to reassure themselves and  others that they belonged together and that their 
family did not differ  from others.

Once a week we go to the library, that’s another one of those 
rituals ( . . . ), let’s just say that it is also important to me ( . . . ) 

going  to Sunday school ( . . . ) or to mass, that is what we do on a 
Sunday  morning at the weekend, the ritual. ( . . . ) In the summer 
we’ll want  to go to the lake again ( . . . ) and then out to supper. 

Then we read  to them ( . . . ). We have been reading for years, we 
are already on  Volume 7 of Harry Potter because they love him 

so much. ( . . . ) so my  husband always reads Harry Potter to 
them for about 20 minutes and then I  take them to bed.

Gen Z trust recommendations from social media feeds 
when it comes to brands and products, this may also 
bleed into their shopping choices for children. They 
currently respond well to the recommendations of 

peer influencers, which may later translate into 
parenting purchase decisions and kid- friendly brand 

advice.

parenting and 
social media

parenting 
values

As parents, Gen Zers are likely to value 
empathy and teach their children. They 
resist restrictive labels and are instead 
embracing fluidity when it comes to all 

aspects  of their identity — gender, 
sexuality and personal  brand.

genZ consider more than 
millenials not having children, 
due to various factors such as 
climate anxiety. The pandemic 

has accentuated this trend.

desire of 
having a child

genZ embrace a holistic, all- inclusive 
approach that shapes who they are as 
parents and individual 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. 

Technology (sensing) can be used in a 
mindful way by helping consumers to 

better understand their own bodies and 
psyche.

holistic identity 
(parent + 

individual)

new family 
dynamics

the age of having the first 
child is increasing. In 

Germany, it is 30.2y old i 
n2020 vs 28.8y in 2009. The 

second and third child 
come between 30 and 35 

ye old in average

There is a rising 
levels of divorce 

and births to 
unmarried 

parents.

The arrival of a child can 
put financial pressure due 

to the mothers cutting 
down their working hours 
or not returning at work. 
However GenZ say that 
they are not planning to 
buy less for themselves 

after the arrival of a baby.

 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.

gender roles

GenZ are Defined By Self- Expression and Open- 
Mindedness.

They are the most diverse cohort in history. This has 
already built a generation of outspoken individuals, 

taking a stand on issues like LGBTQ rights, racial bias 
and inequality, etc.

They like gender- neutral and inclusive brand voice that 
resonates with an entire lifestyle and welcomes a wider 

range of consumers. The narrative around inclusivity 
evolves to better understand the needs of the 

individual. This will enable consumers to do precisely 
what is needed to improve their own wellbeing rather 

than focusing needlessly on hyped up fads.

genZ & 
diversity

Gen Z and 
believe of impact 

of diet

believe in the 
possibilities for 
an individual to 

make a 
difference

 more positive 
attitude towards 
climate- friendly 

behavior, 
unquestionably due 
 to their educational 

background

‘ People are more confused 
about what to eat than 

ever before. This has been 
exacerbated by social 

media, with a new fad diet 
hitting our Facebook feed 

every day. ’

Confusion 
about diet

impact of ready- 
made baby food

In ready- made baby food the greatest contribution is from meat- based 
ingredients, which cause almost 30% of the impacts.

This is followed by >20% contribution from the dairy products, 15% each from the 
vegetables and beans and 10% each from the oils and sugar, cereals and the 

fruits.

The baby food sector is one component of the broader food sector and shares 
many common ingredients with adult food products, with key differences lying 
primarily in processing methods, product size and packaging. The key hotspots 
for environmental impact across the meals were raw materials and packaging. 

Manufacturing also played a significant role

breast is 
best

Breast feeding is the best source of nutrition for the baby’s growth, but 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. Clear environmental benefits 
include saving the energy and resources of producing formula milk. There’s no hassle of preparing bottles at 

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

Feeding breastmilk substitutes has a larger carbon footprint than breastfeeding.  Dairy farming contributes 
most to the carbon footprint of breastmilk substitutes. Sterilisation of bottles contributes most to 

consumption phase emissions.

Brands should adress the genZ consumers’ mental 
and emotional wellbeing and provide a platform for 

consumers to  connect and support one another. They 
should help combat the pressure to be perfect that 

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

brand 
approach 
to mental 
well being

the slow- 
down 

movement

 anxiety 
(ecological 

and 
financial)

genZ see no distinction between their On And Offline Lives and 
use digital as an extension tool. 55% of GenZ are more 

comfortable connecting with people online than in person. On 
the other side, 50% of millenials in the UK want to digitally detox. 
GenZ consumers like to be brought closer to a brand through e.g. 

live- streaming broadcasts that directly engage with them as 
consumers, and connected to influencers, executives, innovators 

and online communities through fun digital community 
experiences.

online 
identity

GenZ Seek Brands Whose Purpose Aligns With Theirs. 71% of Gen Z believe that brands and corporations 
should help them achieve their personal goals and aspirations.  When asked to choose the most important 

trait for a brand  to have, 58% of Gen Z choose a brand’s purpose, values &  mission, making it their #1 most 
important trait, whereas  Millennials rank it as their third most important trait. 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. They value craftsmanship and want to be able to know the production 

process behind products and services.

GenZ  are insatiably inquisitive and constantly investigating. They expect fast information and services, and 
are less prone to attention- getting marketing gimmicks. They are recpetive to througtful and sincere 

messages.  Most of GenZ want to see behind the curtain, they will research safety or brand of a product e.g. 
on social media.

digital 
branding

comms & 
branding & 
marketing

Adding gamification elements to your content (the use of game elements in a 
non- game context) is a great way to keep Gen Z interacting with  your brand. It’s 

also a very flexible element in your marketing arsenal,  as it can help you hit 
multiple engagement, awareness and conversion  objectives. Gamification can 

range from advergames (games custom- built  specifically to showcase your brand 
in an interactive game environment)  on web landing pages, branded minigames 

on platforms like Snapchat or  bitesize in- app rewards. You could encourage users 
to continue using  your platform by offering progress reports in a fun way — for 
example,  logging 100 hours on your mindfulness app unlocks something new.  
Gamification elements could also include engaging trivia quizzes, polls  or Q&A 

sessions on your social feeds. The options are almost  limitless and can be scaled 
according to your budget.

Gen Z and 
Gamification

Wellbeing apps are generally gamified, 
subscription- based model. New 

approaches are emerging: for example 
equipping users to practice mediation 
away from the screen, creating more 
focus on empowerement; 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 supported by other people.

shift in digital 
engagement 
and digital 

detox

The pandemic has led to people 
spending more time on social media, 

video calling (people reach out to 
cellphones for comfort in uncomfortable 
times), more e- commerce, but also more 

digital detoxes.

Approximately 25% of the population have taken a 
digital detox in 2020. Additionally, Gen Z is 5x more 
likely to have taken at least one detox compared to 

older generations. The main motivations for 
undergoing a digital detox include spending too much 

time in “virtual” life than real life, focusing on too 
much technology, missing human connection, and 

increasing wellbeing.

Gen Z is the loneliest generation. Their average loneliness score is 
nearly 10 points higher than the least lonely generation — the 

Greatest Generation, those 72 and older.

GenZ spend a lot of time connecting online with their friends 
(often more than in reality). While it’s tempting to blame Gen Z’s 
reliance on smartphones and social media, the data don’t bear 
that out: there is no significant difference in loneliness levels 
between those who used social media often or infrequently.

loneliness

Gen Zers say YouTube is the No. 1 platform they turn to when they want to relax 
or cheer up. Instagram and Snapchat are also very popular among Gen Z. And 

TikTok will soon surpass Instagram in this generation.

The majority (97%) of Gen Z consumers say they now use social media as their top 
source of shopping inspiration; 65% say they use social media to find entertaining 

content; and 61% of them  are specifically interested in watching more video 
content. Brands that  want to capture this audience’s attention need to prioritize 
authentic,  organic content rather than the more polished output they became  

accustomed to producing for millennials.

Gen Z and 
Social 
Media

Digital avatar looks remarkably lifelike and will continue to evolve. They are becoming a new type of care 
providers. They can be customized and display empathy; they are able to analyze facial expressions and 

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

Using sensors (camera- based facial expression detection, skin- response, brain activity), the system can also 
deep- read the user by tracking their emotional and cognitive state. The system can detect stress and 

engagement better than humans.

New technologies enable natural interactions away from the classical screen (haptics, voice control., virtual 
and augmented reality..). 

The physicals and digital worlds are blending ((mirror world, cloud, digital twin). GenZ thrive in blended 
experiences where they can live on both sides of the screen.

interaction 
tech 

trends

Systems based on AI and 
NLP can be a collaborator 
or assistant for the user 
and help them in many 

daily tasks like scheduling, 
data logging and 

journaling, giving the right 
information at the right 

time in the right context.

1 in 7 couples 
[in Germany] 
is affected by 

fertility 
problems

of 1.8 millions 
woman trying to 

conceive, 1.1 
millions will need for 

counseling and 
support

[in Germany]

Fertility treatments 
are stressful for 
both health care 
professional and 

patients, drop out 
rates are high

Fertility 
problems

This health care democratization is characterized by two major factors: the distribution of data and the ability to generate and apply insights at scale. It promises a 
world in which patients— armed with data, technology, and access to expertise— can take charge of their own well- being and manage their own health. 

Democratization will mean that providers focus less attention on routine tasks and more on the areas where they provide the most value and find the most 
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 inflection point in the consumerization of healthcare, driven by evolving patient expectations, new and advancing health tech and the Covid-19 
pandemic, accelerating the shift toward  more personalized and convenient care. That’s why we’re seeing consumers increasingly adopt solutions that deliver a 

better user experience. Patients crave a dose of compassion and humanity in the products they use every day. And they’re beginning  to receive that treatment with 
solutions like telemedicine, prescription  delivery services, asynchronous mental health services, contactless  health tracking integration and other tools.

Accessible services are flipping the healthcare dynamic. Consumers are no longer at the mercy of the industry; they are becoming empowered  to receive care 
according to their convenience and expecting service to  come with empathy and innovation. It’s incumbent on health tech companies to meet consumers’ demand 

for convenient, seamless and individualized care.Enter solutions like wearables and smart home appliances. In addition to supporting overall daily health, these 
services can also help providers glean a holistic view of their patients' wellness by  providing a detailed and data- oriented view rather than relying heavily  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, and with histories of trauma and data extraction. 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.

Democratization 
of healthcare

Digital front door. In many 
health care systems and 
organizations the “digital 
front door” has become 
“the only front door” for 

patients to access clinical 
services

scalable care 
(telehealth)

More and more 
governments are 

showing an 
interest in the 
universal basic 

income

Germany is the 
latest country to trial 

a universal basic 
income. 120 people 
will receive €1,200, 

every month for 
three years.

Basic 
income

After the lockdown 
experiences workers 

are calling for 
flexible working 

hours and locations

Working in 
flux

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.

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

INFLUENCE IN 
PARENTING????

the rural 
exodus

 Having witnessed the student debt crisis 
and the Great Recession, Gen Z is 

starting to save earlier than previous 
generations: 71% are already saving for 

the future. But despite being 
conservative with their money, Gen Z is 
willing to pay a premium for wellness 

products and healthy foods, such as all 
natural, GMO- free, sustainable, or 

vitamin- fortified foods.

GenZ 
and 

money

63% of German Gen Zs think wealth and income is unequally distributed among their countries population 
and they believe that government intervention will be needed to drive change. German Gen Zs believe the 
most effective method of tackling inequality would be to increase tax on wealthy. Further more then half of 

respondents believe that that basic income would help.

Globally speaking Gen Z observed the previous generations and tried to learn from them to not make the 
same financial mistakes. Gen Z shows to have less interest in student loans and are accepting lower 

education. 64% of Gen Z started research and talking to other about financial planning. However one of the 
biggest challenges is the source of information (84% refer to mainly to family) and the internet as digital 

natives. Further Gen Z differentiates from Millennials wen it comes to housing. Millennials is considered the 
generation of perpetual renter and Gen Z aim to own a house.  86,2% of Gen Zs ages 18-24 have their sights 

set on home- ownership, while 45% of this group plant to own a home in 5 years' time. If these emerging 
home buyers could achieve this, they would be between the ages of 23 years old and 29 years old when they 

buy a home.

Gen Z perceive financial challanges as their biggest obstacle and show high willingness to become better with 
money. They show high financial responsibility and focus on savings.

Education on 
sustainability/ 

misinformation 
and 

greenwashing

Sustainability- targeted marketing has become increasingly prevalent as companies try to appeal to the Gen Z 
audience. “Greenwashing”, the deceptive practice of branding a company as environmentally- friendly without 
adopting legitimate sustainable operations, is a rapidly growing marketing tend, in response to Gen Z making 
it clear that protecting the environment and combating climate change are a priority for them. “he 
combination of pressure and expectations from Gen Z as trendsetters along with a desire to “be more green” 
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. This makes  being an ethical consumer difficult, frustrating and requiring 
a lot of thought and education and care. 

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.

Regulation are 
unclear e.g.

'plastic- free' means 
compostable plastic, 
but not plastic free.

There is a lot of confusion from the 
consumer perspective when it comes to 
sustainable materials, they don’t know 

what is right and it is a difficult and 
overwhelming topic for them.  

Sustainability for the consumer means 
mainly plastic free and reduction in single 
use products – there is a demystification 
of knowledge of the customer needed.

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.

comms & 
branding & 
marketing

When considering issues about climate change, 54 percent of 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.  

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

Climate change/protecting the environment was the No. 1 concern for Gen Z, followed closely by unemployment and health care/disease prevention, according to a 
recent Deloitte survey. 73% of Gen Z consumers surveyed were willing to pay more for sustainable products, more than every other generation. They want to work 
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.

Gen Z  expresss negative views of supermarkets and big business, saying they are not doing enough to reduce plastic and help consumers be more environmental. 
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 difference in price. Similar to other groups, consumers in this group also 
tend to notice logos once they are at home, and thus after they have purchased the product. Consumers in this group recognize the need for more education about 
recycling and waste collection.

Generation Z consumers says that they do not shop online, except for those whose parents buy groceries for them. Most of these consumers stated that they do 
not shop online and the main reason mentioned is the tangible feeling of seeing and touching the product. 67% of Gen Z prefer to shop in brick- and- mortar stores.

Attitude 
towards  

ecological 
actions e.g. 

recycling

Overconsumption and materialistic practices are not 
only damaging for the environment, but may also 

reduce psychological well- being. In order to reduce 
trade- offs between social and environmental goals, 
policies should target changes in higher- order need 

satisfiers, such as social structures and practices, and 
reimagine forms of need satisfaction within 

environmental constraints. Redesigning consumption 
practices, public spaces and social structures through 
voluntary simplicity and sharing may reconcile lower 
carbon emissions and higher well- being. Collective 
solutions and investment in social infrastructure 

(universal basic services and universal income) hold 
potential to deliver the social services necessary for 

human well- being in coherence with the principles of 
equity, efficiency, solidarity and sustainability.

minimalism, 
nomads and 
tiny houses

GenZ main values are individuality, 
skepticism, connectedness, and an
ability to embrace change. They are 

financially focused, having
observed the mistakes of generations 

past. Work is primarily seen as a way to 
make a living rather than as the

main source of meaning and purpose in  
live’. They are the most informed 
generation, and because of this 

information abundance  tendency to 
become involved and passionate about 

social and political issues of 
consequence.

GenZ 
values

houselholds 
environmental 

impact

Northen European households have generally the 
highest carbon footprint (German families have the 6th 
highest)  in Europe. The main contributor is land travel, 

closely followed by food and housing. The need 
satisfaction and social inclusion are dependent on car 
use and ownership, especially in suburban and peri- 

urban .Emission reductions in the travel category 
require decreases in the number of vehicles and travel 
distance and the shift to low- carbon transport modes. 
This is hindered by infrastructural, institutional, social  
and behavioural lockins and powerful forces of highly 
profitable (fossil fuel) industries. Political (regulation 

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

emissions per 
person are trending 
downward in most 
rich countries. With 

the right policies this 
trend can be 
accelarated.

There can be a 100- fold variation 
in environmental impact 

between a baby from different 
geographies in the world. For 

example, 96 percent of American 
babies wear disposable diapers 

(A typical baby goes through 
3,800 disposable diapers in her 
first 2.5 years) while in China, 

only 6 percent do and in India, 2 
percent.

Disposable nappies... 
Biodegradable nappies are not 
fully biodegradable but are a 

better option, and cloth nappies 
are making a comeback and are 
now more absorbent, less bulky, 

and cheaper. There are nappy 
services that take care of the 

cleaning.

Eu commission really pushing, 
will see more regulations on 

making claims and on 
addressing the design 
(dismantling, recycling, 

upgrading)
will empower consumer with 

digital solutions and info
Massive change in 5-10y

european 
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 December 2019, the Commission launched 

the European Green Deal,  which should help to focus EU policies on making Europe the first  climate- neutral continent in the world. The new programme endorses 
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,

- 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).

On 30 January 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.

EU and 
sustainable 
regulations

playbook 
inisghts

Product 
Innovations

Philips as a 
sustainable 

brand

strategy 
(roadblocks 

and enablers 
for 

sustainability)

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, etc. 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 voice that 
resonates with an entire lifestyle and welcomes a wider range of consumers. This narrative around inclusivity evolves 

to better understand 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 ye old in average. GenZ consider 

more than millenials not having children, due to various factors such as climate anxiety. The pandemic has 
accentuated this trend. Further 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 recommendations from social media feeds when it comes to brands and products. They respond to the 
recommendations of peer influencers, which may later translate into parenting purchase decisions and kid- friendly 

brand advice.

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.

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 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.

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.

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.

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. The issues that GenZ treat or prevent 
the most are skin problems and colds/flu, followed by stress and anxiety, then weight loss. Good health is indicated by both looking and feeling 
good. Gen Zers feel 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. 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 “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. Resulting in Gen Z not using 

traditional sources for health information. Globally they 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, they rely less on health websites, 

doctors and pharmacists for healthcare information. This represents a trend toward self empowerment related to health. Technology is central 
for them to health and wellness practices: apps and wearables seamlessly become part of their daily rituals. Although the engagement with apps 

is often short- lived.

GenZ view exercise as an important part of a healthy lifestyle. Resulting in the most active membership category in gyms and works 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 often 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.

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 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 involved 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 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 difference in price. Similar to 
other groups, consumers in this group also tend to notice logos once they are at home, and thus after they have 

purchased the product. Consumers in this group recognize the need for more education about recycling and waste 
collection.

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.

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.

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 role of 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 the participant’s 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 financial motivation, 
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 MENTAL HEALTH

Gen Zers are dedicated to their mental health just as much as their physical health and are actively taking 
measures to not only protect their positive emotions, but to cope with negative ones, too.

72% of Gen Zers say managing stress and mental health is their most important health and wellness concern. 
Anxiety has overtaken depression as the most common reason Gen Well seeks mental health help. Over half 

(52%) admit that they are constantly stressed. Almost half are actively treating or preventing anxiety and stress.

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. 
Nearly all (75%) of Gen Zers are open to talking about the state of their mental health and they are 27% more 

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

Exercise is also 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. They’re expected to 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 should adress the genZ consumers’ mental and emotional wellbeing and provide a platform for 
consumers to connect and support one another. They should help combat the pressure to be perfect that is 

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 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. 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 connected to influencers, executives, innovators and online 

communities through fun digital community experiences.

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.  Tiktk is 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). Brands that want to capture this audience’s attention need to prioritize 
authentic, organic content rather than the more polished output they became accustomed to producing 

for millennials.

Adding gamification elements is a great way to keep Gen Z interacting with your brand and offer progress 
reports on platform use. Gamification can range from quizzes, polls, Q&A sessions, advergames (games 
custom- built  specifically to showcase your 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

Gen Z is destigmatizing mental health by talking about it openly on social media, where they are also 
getting advice. There is an increased number of young people seeking professional mental health 

support and mental health alternatives, such as self- guided mental health tools for mindfulness and 
meditation. Apps like Headspace and Calm, have been growing for some time, especially during the 

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 fitness, social media use, water intake, and sleep (but less in calorie counting 

than millennials and Gen X). They’re using apps to track everything from how they’re feeling mentally 
and emotionally, to what’s physically aching. The app helps its users creating useful habits like waking 

up earlier or cutting back on alcohol consumption. Their affinity for such apps signals a need for a 
high level of user experience and data visualization. But it’s not enough to make beautiful apps and 

websites — it needs to be about the individual.

The quantified self becomes enabled by the rise of unobtrusive sensing technologies (wearable, 
camera- based) both for physical and mental health tracking . Using sensors (camera- based facial 

expression detection, skin- response, brain activity), it is possible to deep- read the user by tracking 
their emotional and cognitive state and detect stress and engagement. Digital avatars, who look 

remarkably lifelike and will continue to evolve are becoming a new type of care providers. They can 
be customized and display empathy; they are able to analyze facial expressions and analyze voices to 

detect emotions like joy, sadness, and frustration.

New technologies enable natural interactions away from the classical screen (haptics, voice control, 
virtual and augmented reality). 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 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.

GEN Z AND MONEY

GenZ are financially focused and responsible, having observed the mistakes of past generations, are interested in 
financial planning and save earlier than previous generations. They 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 shows to have 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 will be needed to drive change. German Gen Zs believe the most effective method 
of tackling inequality would be to increase tax on wealthy. Further more then half of respondents believe that that basic 

income would help.

Gen Z differentiates from Millennials when it comes to housing: millennials is considered the generation of perpetual 
renter while Gen Z aim to own a house, half of them before their 30s.

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, and the 

pandemic has accelerated this trend. The need satisfaction and social inclusion are dependent on car use and 
ownership, especially in suburban and peri- urban. Emission reductions in the travel category require decreases in the 

number of vehicles and travel distance and the shift to low- carbon transport modes. This is hindered by 
infrastructural, institutional, social and behavioural lockins and powerful forces of highly profitable (fossil fuel) 

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

Overconsumption and materialistic practices are damaging for the environment and may also reduce psychological 
well- being. New consumption practices, public spaces and social structures (universal basic services and universal 

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 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.

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” 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. However, sustainability for the consumer 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. Most of Gen Z want to see behind the curtain, they 
value craftsmanship and want to be able to know the production process behind products and services. They 
want facts, the nitty- gritty data proofing the sustainability of a product. They want no fluff or blurbs without 

details. Consumer demand for, and expectations of, brands’ ethical commitments are evolving,” “They have moved 
beyond simply wanting brands to ‘be ethical’ and are demanding to see measurable, transparent and consistent 

actions from those they choose to support."

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.

Confidential

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.

Most circular initiatives are driven by Grooming and Beauty until now. However MCC is a market where you need 
products only for a certain amount of time, so favorable to circular opportunity for e.g. leasing models. Due to the 

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

Philips is not a leader in sustainability in PH. Competition on OHC and MG is ahead with e.g. reparability solutions 
and competition in MCC has breast pump rental services for a longer time. 

The MCC target group is driven by the Planet conscious macro lifestyle trends (focusing on the narrative of good 
for me, good for the planet). This includes 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 harm done by substances, toxins or pollution (e.g. micro plastics), creating a higher 
demand for natural products. Furthermore they are aware of the need for inclusive care, resulting in decision for 

social responsible brands. All in all, parents are aiming to keep their children safe from harmful chemicals and 
wants to save the environment. However, convenience seems to always be more important.

The first thing parents act on in terms of sustainability are single use consumable products. Identified 
opportunities for innovation are guilt- free consumables (recycled plastic, natural materials), increased lifetime of 
durable products, energy efficiency (the biggest impact of our products is sterilization and energy use in general 

for PH products) and materials and solution for the waste created in the first phase of parenting. Identified 
opportunities for communication are strong claims about plastic- free packaging, recyclable products, eco- friendly 

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

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 research ongoing in Philips and outside 
on materials to find solutions. There is also a need for strong partnerships with recycled/eco- plastic suppliers to 

get long- term supply and certify the manufacturing process.

Another focus for MCC are the digital products, the parenting apps. The IVP Young parents research (GenZ, hype 
quantifier and buy- ologists) has shown that this generation is looking for holistic family solutions that are inclusive 
and personal. From the IVP came the direction for a Health&Wellbeing+ app, empowering parent to care of their 

own and families health on a long time span (in constrast with the Pregnancy+ and Baby+ apps that have a 
consumer engagement span of ~2years). The solution is about a family- health partner, a daily companion,  which 

goes beyond the baby's wellbeing and supporting the parent's wellbeing as well.  The vision is to empower the 
young parents to stay in control of their health and wellbeing during pregnancy and parenthood. In terms of 

sustainability it offers opportunities for alternative business models such as renting or lease solutions. 

Confidential

PHILIPS POSITIONING & STRATEGY TOWARDS SUSTAINABILITY

Philips has ambitious ESG goals and CEO commitment and visibility, and has 
delivered on sustainability in the past, which makes it a recognized leader in 

sustainability in the healthcare domain. In alignment to this 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. The 
approach to the environmental and social dimensions reflect the commitment to 

the United Nations Sustainable Development Goals:
 3 GOOD HEALTH AND WELL BEING, 12 RESPONSIBLE CONSUMPTION AND 
PRODUCTION, 13 CLIMATE ACTION and 17 PARTNERSHIPS FOR THE GOALS

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. Partnerships 

creation should be driven at a PH or higher level, but bottom- up initiatives for 
specific businesses and markets such as the breast pump renting service in France 

could inspire it.

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

Confidential
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Millennial/Gen Z Parenting

legal Inisghts

Business

GenZ Health
and wellbeing

new business models around rental & second hand
'the sharing economy'

Delocalised care (home care, secondary care facilities, telehealth)
health for mother and child

Pandemic impact & post covid

Philips business 

Food (baby food, breastfeeing, family food preferences)

Parenting

Gen Z/Mill
people and
society

Millennial / Gen Z and ecology

Gender roles and sexuality 
in the new family life

Healthcare

(covid - joker)

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. Intrestingly, woman are more represented among vegan/vegetarians.

Global food system makes a significant contribution to climate changing greenhouse gas emissions, biodiversity loss, water extraction and pollution with all stages 
in the supply chain, from agricultural production through processing, distribution, retailing, home food  preparation and waste, all playing a part.  The most 

damaging food wehn it comes to greenhouse gas emissions arcross the supply chain (LandUseChange,Farm, AnimalFeed,Processing,Transport,Retail,Packaging) is 
by far beef, followed by dairy co- products, lamb&mutton, chocolate and coffee.On the other hand nut trees are having a negative footprint since threes have been 

planted to replace cropland and they store CO2.

With the rise of vegans pediatrician’s knowledge of a vegan diet becomes a matter of urgency to avoid nutritional deficit for mother and babies. Several studies have 
demonstrated the insufficient supply of essential nutrients such as vitamin B12, vitamin D, calcium, zinc, iron, proteins, essential fatty acids, and iodine in vegetarian 
and vegan diets and the damage caused by this. However, there is a distrust from parents towards pediatricians expertise of vegan diet. Therefore families decide to 

seek alternative expertise on this matter without pediatric consultation.

Vegan

Vegetarian pregnant 
women had lower BMI if 

compared to women 
following a conventional 

dietary pattern, and lower 
prevalence of overweight 

and obesity 4–5 years after 
delivery.

Obesity

Planet

MCC / PH

Philips

Sexual problems 
in the postpartum 

phase

Sex during 
pregnancy

Sex in pregnancy is normal. There are very few proven 
contraindications and risks to intercourse in low- risk 
pregnancies, and therefore these patients should be 

reassured. Potential complication of sex during 
pregnancy could be preterm labor, pelvic 

inflammatory disease, antepartum hemorrhage, 
venous air embolism.

Quotes

Tiredness

"These days I’m just so 
tired I feel like I could 

go without sex 
forever."

Changing 
lifestyles 

and gender 
roles

I just go to bed and go “I’ve got five 
hours up my sleeve... What do I 

want to do? Spend an hour having 
sex and then sleep for four? No, I 

want  five hours to sleep.”

I feel like there’s not so many 
elements of our relationship that 

are sexy anymore....What we don’t 
have at the moment is ‘us time’, and 

I don’t  feel like that time is 
prioritised.

I feel as though there’s not 
enough of me to go 

around. Let alone my own 
sense of giving to myself.

There becomes these assumed 
roles, and that pisses me off.... I feel 
like I carry around this chip on my 

shoulder.... And then it affects your 
view  of yourself, in terms of 

thinking

Emotional 
connections 

with 
children

I think another part of it is that, sometimes I feel as 
though I’m more in love with my children... Isn’t that 
madness? But that kind of love  that....being madly in 

love the way I was with Michael, it’s become more  of a 
stable kind of love, and my children have almost 

replaced that  breath- taking, head- over- heels kind of 
in love.

I think I’ve changed from being a lusty woman 
with my husband... wanting that intimate 
contact with my husband has changed, 

because now I think  I’m getting – it’s not 
intimate contact from my kids – but that,  
physical contact is so consumed with my 

children, that that need is  fulfilled that way.

Every ounce of my energy, my 
affection, my love, it was all 

focused on him [the baby]. And I 
think that there wasn’t room for 

anything or  anybody else.

Body 
image 
issues

There’s the whole weight loss thing, and you’ve got a 
flabby tummy and your boobs are a different shape 
and you don’t see yourself in the  mirror the way you 

did before you had kids and go “Oh, not too bad”, now 
 its like “Oh. Can you turn the light out if we’re going to 
have sex?”....  I am actually horrified by the thought of 

having sex in broad daylight.

feel like if anything, I had more respect 
for myself and for the female form. I 

mean, it’s quite a miraculous thing, and I 
found that  empowering, rather than 
sort of negative...You know, it can be 

very  pleasurable, but it can also create 
life.

Loss of 
libido

I guess I went from having a very healthy sex- drive and 
a very healthy libido and interest in sex, to being 

completely disinterested,  completely....And doing it 
out of obligation, because I felt that Michael  really 

enjoys it - as most men do (chuckles). So I felt as 
though I was  kind of letting him down, so I pressured 

myself into it.

Once I fell pregnant, I had no interest in 
sex. None whatsoever.... And it never 

came back.... It was more the effect on 
my marriage that I was  worried about. 
And I still feel guilt. HUGE guilt. It’s the 

only thing  in my relationship that I’m not 
perfectly happy with.

I almost felt like it was - for want of a better word - my duty. That I 
could live without it, but I felt that, it had been such a big part, a  
significant part of our relationship, (laughs)... It sort of surprised 
me,  which is why I think I really remember it, because I’m not a  
subservient kind of woman who thinks “This is my role, and my 

duty” but I  really felt like I had failed. And maybe it was because I 
put a lot of  expectations on myself and I didn’t live up to that, so, 

you know, that  was a failure.

Changing 
intimacy

Changing 
view of 

sexuality

Because we don’t have sex very often 
now at all, a lot of the intimacy has gone 
as well. And I think that if we had more 

intimacy, we’d have  more sex, and 
Marcus thinks that if we had more sex 

we’d have more  intimacy.

I don’t feel that we’ve grown apart because 
we’re not having sex. We still have a date 
where we go out, like every two or three 

weeks, just  the two of us. We still kiss and 
cuddle and sit on the couch together.  And as I 
said, we may not have intercourse, but we do 

other things.

I suppose I’ve lost confidence just 
knowing that I’m a mum... I don’t 

see myself as sexy anymore 
because I know that I’m a 

mum....Those things don’t  go 
together.

I think it’s because it’s harder to see 
myself as a sexual being, to tell you the 

truth.... This is me. This is what I do every 
day, I look  after children, I clean up, I 

just feel really mundane, and like, how  
could you find this attractive? It doesn’t 

feel sexy

It’s kind of like a bit of a conflicting role to be a mother 
and a nurturer on one side, and a whore in the 

bedroom on the other side  [laughs]. And I don’t 
actually think my husband sees me  

differently...Whereas I’m a completely different 
person, I no longer  have my own financial 

independence, I don’t work and interact with other  
adults on a daily basis. I’m a completely different 

person now to what I  was.

Teamwork

The impact on my life has been about 
the same as the impact on Dean’s life... 

It’s been a real joint venture...And I think 
the fact that it’s been  halved, has really 

helped, and the fact that it’s been mutual 
has really helped.

We had this really nice romantic dinner for 
two, just to reconnect as a couple, that was 

really nice, and we felt that was 
important....Having  Rainer looked after and 

having some of our time has been really 
important...Reconnecting as a couple rather 

than it always being about Rainer.

Time 
together as 

a couple

Agreeing 
on 

priorities

Look, it’s not where our sex life was, 
but, I kind of think that suits us at 

the moment. We’ve got a lot of stuff 
going on...It works for us...It’s  
definitely not a priority at the 

moment.

Sexual 
problems

Although 80% of woman suffer from sexual problems 2-3 months postpartum, woman's voices remain 
relatively absent in the literature around sex and sexuality.

Women appeared to have high expectations of themselves in regards to sexual activity, and experienced a 
sense of failure when their sexual drive was not at the same level as before pregnancy. Most women saw 

these expectations as self- imposed, but some also experienced pressure  from their partners. This results in 
woman having feelings of guilt and failure, connected with 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.

There is on the one hand physical explanations (tiredness, breastfeeding, hormonal changes) and on the 
other hand psychosocial explanations (adjusting to becoming a parent, resentment over role changes, 

emotional connection to the baby).

Loss of the female libido is a major issue for couples in the postnatal period. Despite this, studies have shown 
that only 18% of postpartum women at a London teaching hospital had received information about changes 

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

Quotes

Gender roles in 
family and 

worklife

Solutions

People who normally 
do not experiencing 

any signs of 
hypochondria, can feel 

quite anxious about 
their health now

Anxiety

a source of fear : being 
judged about being 

cautious or wearing a
mask for example. 
Mass moralism is 
creating tensions 
between people.

The effect of the 
pandemic on jobs, 
health benefits and 
personal finances is 

making people 
worry about their
financial future.

Young people, 
already framed as 

the “lockdown 
generation’ are 

disproportionately
affected by the 
COVID-19 crisis

the younger 
generation 

experience a 
disruption to 

their education

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.

43% of young people say 
their anxiety levels

have increased due to the 
pandemic and a third say 
they are overwhelmed by 

feelings of panic and 
anxiety on a daily basis

If trust in authorities, science and 
health information decline, 
managing public health will 

become extremely difficult and 
more tensions will occur more 
often in society. Especially the 

refusal of a vaccine can 
cause polarization.

Covid impact on 
young people 

(Gen Z)
(health) (social fear)

(financial 
anxiety)

losing trust in 
authorities

Gen Z parents 
fear the impact of 
social isolation for 
their child and for 

themselves

she hasn't been exposed to other 
children for a year now. I can see how 
that's had an effect on her. She seems 

confident running around here, but 
when we're in playgrounds, she's shy, 

very to herself.

I think his generation 
will have a lot of 
social anxiety.

I hope he'll be 
confident to make 
friends as he's not 
seen a lot of kids

We were missing out on baby 
groups and she was missing out on 

development and socialising - I 
mean, I was too. Meeting other 

parents is a key part of parenting.

It's been heartbreaking. She's 
picked up on it, she asks for 

friends. She goes up to other 
kids but they move away.

It's hard because you don't 
know if those kids have been 

told to keep themselves to 
themselves because of 

everything going on.

Gen Z comments 
on parenting;

I really try to educate her in 
the things I wasn't educated 
in until recently like the Black 

Lives Matter movement

Gen Z parents 
want to educate 
their children on 

injustice in 
society

Gen Z parents 
let the baby 

lead (baby- led 
parenting)

You get those parents that want 
you to do certain things, “be this 
kinda person” or “take this kinda 
career”, but I just want to let him 

fly, to be honest.

Gen Z parents 
want an equal 
relationship 

with their 
children

I want her to know our relationship is very 
open and she's equal to me and anyone else – 

that we can grow up and be really close... I 
hope the world our generation is trying to 
build now will be the one she'll be living in. 

Everyone equal, everyone happy and no racial 
discrimination.

I'm still growing as a person 
and learning about what I 

want to do, so I'm going to let 
go of any boundaries for him

Gen Z are realising you don't need to 
have a traditional family life, you don't 
need to have a house and get married. 
Maybe our generation are challenging 

social norms, which is a really good 
thing. A family is what you make it

He's not been 
challenging to parent 
so we've let him lead.

We talk to him like he's our 
equal and I think that's really 

worked out well for us 
because he'll play on his own 
and be really independent.

[How would you describe yourself 
as a parent?]

 Very relaxed, very baby- led. She's 
quite independent ... She gets to do 

what she wants, basically

Hopefully our generation will 
educate the next – we are 
more woke, we are more 

aware of things like mental 
health

Gen Z parents 
benefit from use 

of technology 
and social 

media

We weren't super influenced by technology. Whereas 
nowadays, Nyla knows exactly what a phone is. She 
doesn't know her way around it but she definitely 

knows she can get entertainment from it. ... We also 
have the luxury of being able to put on the TV so we 

can switch off or do a chore, which isn't something our 
parents had as easily

As a parent, I feel like it's easier 
for me to meet other mums 

than perhaps it was. I've made 
most of my mummy friends 

through Instagram

Gen Z parents do 
not want to put 
boundaries on 

what their 
children can or 

should do

rise of self 
sustaining 
existence

people want to 
be less 

dependent on 
external 

cicumstances

there is a rise of 
local farming, 

farming, 
homesteading 

and living off the 
grid

the rise of self 
sustaining 
cities bring 

ideas for bio- 
economies:

 policymakers are 
now even more 

keen to make city 
communities self

sustaining.

 Ideas for these cities 
include proposals for 

circular bio- economies 
and smart cities that 
put people and the 
environment first.

People are turning to 
professional wild plant 

foragers to learn how to 
live off the land

as the coronavirus health 
crisis continues. 

Workshops and foraging 
classes are

increasingly popular.

Foraging 
for food is 
growing in 
popularity

 Fear that global 
supply chains could 
break down causes 

people to
look for alternative 
ways to find food.

Food

Self sustaining 
cities

woman with obesity 
in pregnancy need 
lifestyle changes 

and need it quickly 
after becoming 

pregnant

of 1,35million 
women with BMI>25 

and trying to 
conceive, 950.000 

will need for 
counseling and 

support

Use of telemedicine 
(remote prenatal 

care) can decrease 
the number of in- 

office visits for 
pregnant woman

' the more visits you 
have the more 

inconvenient for the 
patient and risky in 

terms of covid, 
infection risk etc'

less in- office visits 
for pregnant 

woman reduces 
the risk of 

infection or covid

Telehealth

counseling 
need

Obesity is a 
major problem 

on health 
issues in 

obstetrics

Advancing maternal 
BMI, increasing 

mothers age and 
derived prenatal risks 

considerably 
complicate pregnancy 

and delivery

a 20y analysis in 
Germany shows a 

significant advance of 
maternal BMI, with an 

increase in obese 
women (growth avg 

9,4%- 19.2%)

the consequences of 
obesity in pregnancy 

do not end with 
delivery but represent 
a livelong burden to 

the mother and 
offspring

GenZ have to deal with an uncertain future and this 
impact negatively their mental health because they 

have a lot of fears about the future and they feel many 
things are ruined due to factors out of our control but 

they feel they have to solve them.

The financial insecurity and trying to navigate the 
process of obtaining long- term assets in a changing 

econom (inflation...) also creates stress.

GenZ feel that their generation is more 
entrepreneurial and creative than previous 

generations. They Are Forging Their Own Paths but 
also feel an immense pressure to succeed. This is due 
to the constant comparison of yourself to others on 

social media that results in low self- esteem and a 
constant  unsatisfaction or feeling of not doing 

enough.

pressure to 
succeed 

and social 
media

Telehealth 
consultation is now 
considered a cost- 

effective first line of 
treatment for non- 
urgent and follow- 
up appointments

We can expect to see 
healthcare providers and 

insurance companies 
working together moving 
forward to broaden the 

availability and accessibility 
of telehealth.

Telehealth 
reduces 

costs of a 
care plan

Telehealth has the 
potential to improve 
patient engagement 

and adherence to 
lifestyle choices and 

preventative care 
methods

the covid-19 
pandemic 

disrupted metal 
health services in 
93% of countries 

worldwide

to continue treatment in covid 
crisis therapists, counselors and 

doctors turned to video 
conferencing. development of 

Teletherapy and telepsychiatry  
is moving forward and will 

become more widely accepted as 
treatment

patient demand in 
convenient access 
to care services is 
driving the growth 

in telehealth

data sharing between apps 
and individual's devices is 
getting easier, providing a 
more rounded view of a 
person's lifestyle for the 

healthcare professional icw 
electronic healthcare 

records

providers need to move 
from just providing and 

recording facts to passing 
on these critical insights 

back to maximize the 
benefits to the patients.

telehealth makes it 
easier to monitor sick 

children, that are often 
good at masking 
symptoms or are 

shy/scared in frotn of 
medical staff

pediatric telehealth will 
grow more widespread 

as the upcoming 
generation of parents 
is more accustomed to 

using virtual 
technology

Telehealth will 
reduce pressure 
on the workforce 
and potentially 
allow them to 

deliver better care

pediatric 
telehealth

remote 
prenatal care

mental 
telehealth

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.

As creators become influencers, Gen Z 
consumers seek to buy directly from 

them,  cutting out the retailer as 
middleman.

second hand 
shopping and 

influencers

As parents, Gen Zers are likely to emphasize the 
importance of mental health. They’re expected to 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.

kids mental 
health 

support

motivations for 
second- hand 
consumption

Philips approaches care 
through the health 

continuum. 

This fits a new holistic 
perception of wellness that 

includes sickness  
developing in GenZ

Philips and 
the care 

continuum

business modeling 
capabilities amd 
reverse logistics 

capabilities  should 
be owned by 
supporting 
functions

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.

Several traditional retailers 
are finding ways to move 

into the reselling space. for 
example: through resale as 

a service platform 
ThredUp, Ikea offers a buy 

back & resell program, 
Zalando Preowned

Brand 
expectations

The conscious consumer 
wants the facts, the nitty- 
gritty data proofing the 

sustainability of a product. 
They want no fluff or 
blurbs without details

The conscious 
consumer values 

transparency. When 
something goes wrong, 
brands should not hide 
it but tell what they are 

doing to improve

To build trust with the 
conscious consumer, 
brands need to show 

humanity: the wins, the 
losses , the mistakes 

and the learnings

Trust through 
transparency

Consumer demand for, and expectations 
of, brands’ ethical commitments are 
evolving,”  “They have moved beyond 

simply wanting brands to ‘be ethical’ and 
are demanding to see measurable, 

transparent and consistent actions from 
those they choose to support."

when the conscious 
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

The conscious consumer 
wants to be educated to 

make the most out of their 
purchase, how to reduce 
their consumption habits 
and how to build a long- 
term relationship of trust 

with your brand

make the 
consumer feel part 

of the change

Rise secondhand 
retail

right storytelling 
will enable asking 
higher prices of 
the conscious 

consumer

one in five parents has acquired a greater number of 
second- hand items (baby clothes, toys and equipment) 
for their children since the onset of the 2009 financial 
crisis, in order to save money. Financial benefits are 

widely found to be the main motivation for using 
second- hand retail channels. Being a green parent 

tended to be considered an extra burden: it was more 
expensive, or more time consuming, or more work. 
With the practice of buying, or otherwise acquiring, 

second- hand and the awareness of second- hand and 
alternative retail channels saved parent’s money and 

enables green parenting.

Parents are more likely to buy 
second hand for their second 

child; because of financial 
motivation, having less concern 
about hygiene and safety, less 

desire for new thing and through 
the parent network they have 
build they know about more 
second hand opportunities.

Second 
hand

biggest impact of 
our products is 

sterilisation by very 
far, and energy use 

in general for PH 
products

We need to push the bondaries with new 
business models (e.g. business model for 

recollection), rethink our supply chain 
and understand how to involve external 

parties, create partnerships. 
Partnerships  should be driven above the 

business level, at least at a PH level or 
higher, but bottom- up initiatives for 

specific businesses and markets could 
inspire it.

People seek moments of 
calm into everyday life, from 

silent cafés to meditative 
bathroom rituals

In most working situations analized the woman tends 
to take up most of the household work and the 

organization of the family. Even when the woman is 
the breadwinner. Despite this inequality, this 

arrangement was 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.

Mental load 
is on woman

Quote

More parents acquired second- hand items for their children since the onset of the 
2009 financial crisis, The motivations for second- hand consumption are

1 Search for fair price;
2 Gratificative role of price;
3 Distance from the system;

4 Ethics and ecology;
5 Originality;

6 Nostalgic pleasure;
7 Treasure hunting;

8 Social contact

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

reusing items (baby clothes, toys and equipment) 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, because kids grow quickly out of things before those items have reached the 

end of their useful life. There is also a sense that another child should have the 
chance to use an item, if it had been useful to the participant’s own child and/or 

gave them pleasure.

Formal or informal 
mummy network 

provide opportunities 
for second hand items 
and awareness of the 

channels (e.g. the 
'nearly new sale')

Second- hand consumption 
is still considered as a niche 

form of consumption, a 
deviation from the norm, 
while waste is an obsolete 
term in the natural world 

where process by- products 
are simply a useful input 

for another process

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 
for plastic from oil (material itself and 

certification also has extra costs). There is 
research ongoing in  Philips and outside 
on materials to find solutions. There is 

also a need for better partnerships with 
recycled/eco- plastic suppliers  to get 

long- term supply and certify the 
manufacturing process.

There is lack of 
consistency when it 
comes to the user 
group, the terms 

keep changing and 
the definition of the 

target group.

There is lack of 
sustainability 

perspective and 
understanding of 

what sustainability 
means for the 

consumer.
new interaction 

technologies (augmented 
reality, virtual reality, digital 

assistants) make the 
remote use of diagnosis 

tool more accessible to less 
trained users.

Digital assistants 
and bots are new 
ways to approach 

mental health 
support with quickly 

developing 
capabilities (AI)

In 2019, 59 percent of Gen Z respondents stated that they 
participated in outdoor activities, making them the generation 

with the highest participation.  65% of millennials and Gen Z- ers 
think it is essential to do physical activities in open and outdoor 

spaces to maintain mental and physical health. 

There is a move toward leaving cities toward suburbia  since 
2017, and the pandemic has accelerated this trend.

The IVP Young parents report is focusing on the two target groups of hyper- quantifier and the buy- ologist who are first time parents.
 The audience here are Gen Z Young parents. Overall the reseach has shown that this generation is looking for holistic family solutions that are inclusive and 

personal.

There have been 5 tension identifies: Allowing time for myself, keeping my energy balance, Dealing with Anxiety, Discover our new normal- routines and 
Understanding and planning parenthood. As well as 9 need domains Social, Work Finance,Sleep&Energy, Appearance, Nutrition, Activity, Baby development, Physical 

health and Mental balance.

Health&Wellbeing+ (Care for a healthy family today and tomorrow) resulted in the most attractive IVP direction, empowering parent to care of their own and 
families health.This IVP positions itself on the health& wellbeing domain with a promise to be the daily companion. Further this IVP is able to address both the HCP 

as Consumer needs and fits with the company ambition.
The solution is about a family- health partner which goes beyond the baby's wellbeing and supporting the parent's wellbeing as well.The vision is to empower the 

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 offers opportunities for alternative business models such as Rent, 

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

Mental 
health

(holistic) 
Wellbeing

Medical 
conditions (OUT 

OF SCOPE)

the great 
resignation

Raised with the perception that health and wellness is about holistic balance, this idea is second nature to GenZns, Gen Z takes a holistic view of health, emphasizing 
physical fitness, healthy eating, and mental well- being and influencing factors like their social lives, emotional health, sleep. Good health is indicated by both looking 

good and feeling good, and they have a sense that these two should come together. Everything they do is connected to health and they are dedicated to being 
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- esteem, and having time to 
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/flu, and ahead of weight 
issues. Exercise is a key stress management technique, and is in fact central to how teens 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 teens take an active role in carving out time to 
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 differently, in line with wider gender 
differences in exercise perceptions. Girls often see it as a way to build feelings of control over their body image and the guilt associated with eating, while boys are 

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

Simply put, physical fitness, healthy eating and mental health are more important to a much larger percent of Gen Z than it is for their baby boomer parents. 
Reaching a state of complete physical, mental and social wellness is central to the identity of many - an especially stark contrast when compared with previous 

generations.

The new plant based trend has also gained significant traction as of late. Gen Z kids think a lot about being ‘balanced’, and are sensitive to fresh and less processed 
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

GenZ holistic 
approach to 

wellbeing and 
health (pro- active, 
 holistic, creating 

good habits)

When it comes to food, Gen Z wants healthy, convenient options. Gen Z members 
are seeking out portable and easy- to- prepare foods, but they’re also choosing 

healthy items when they do. As a result, there’s a growing opportunity for 
manufacturers and eateries to launch healthy snack or grab- and- go products that 

appeal to this demographic.
In terms of dietary choices, Gen Z is in favor of high- protein, low- carb foods, with 

51% saying sugar is an obstacle to a healthy life. And this group is far more likely to 
consume plant- based products and is open to becoming vegetarian. Nearly 80% of 

american Gen Z plan to go meatless 1–2x per week, citing health and 
environmental concerns.

The new plant based trend has also gained significant traction as of late. Gen Z are 
sensitive to fresh and less processed distinctions and transparency with 
ingredients, package facts and product sourcing in foods and beverages.

 Gen Z accounted for 38% of gym sign- ups globally in 
2018. As the most active membership category, 87% of 

Gen Z reported exercising three or more times per 
week.  43% of respondents working out at home, 65% 
using fitness apps, and 28% depending on wearable 
technology to track workouts. They want apps with a 

simple brand message that resonates with people out 
recreating who may not be mega- athletes, and online 

workout community that focuses on at- home 
workouts. They want to be and feel healthy no matter 

who they are or where they are.

fitness

GenZ look for more 
“effectiveness, 

convenience, efficiency, 
and transparency”, with 
53% of the respondents 

preferring telemedicine to 
traditional in- person visits.

telemedicinefood

Gen Zers are dedicated to their mental health just as much as their physical 
health and are actively taking measures to not only protect their positive 

emotions, but to cope with negative ones, too. Having come up in a world of 
increased anxiety and rapidly changing (rapidly changing (i.e. active shooter drills 
at school, a pandemic, climate change)) 72% of Gen Zers say managing stress and 

mental health is their most important health and wellness concern. This 
generation embodies resilience. They are constantly iterating, yet they stay true 

and honest to themselves when it comes to their mental wellness. Nearly all (75%) 
of Gen Zers are open to talking about the state of their mental health and they 

are 27% more likely to report that their mental health is fair or poor compared to 
other generations.

Anxiety has overtaken depression as the most common reason Gen Well seeks 
mental health help. Over half (52%) admit that they are constantly stressed. But 

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

mental 
health

consumers are 
often unaware 

of our 
sustainable 

products

Philips 
sustainability 
PH marketing 
focuses on the 
buydeologist

PH has developed a playbook on 
sustainability  marketing  

communication. The core idea is 
'Use less. reuse more.' The 

message to the audience has to 
be tangible, relatable. There is a 

focus in the messaging on 
material, engineering and energy 
as these are well understood by 

the consumer. Sustainability 
should not be the main message.

By 2024 all PH 
products 

should have 
an 

ecopassport.

By 2025 Philips 
want to be known 
as the sustainable 

health and 
wellbeing brand

We need more 
green products in 
the MCC portfolio 
and a longer term 

vision and 
roadmap.

Philips aims to have a strong sustainable 
narrative and position against green 

washing. This is not only crucial to have 
true sustainable impact but also is in 
alignment and building a strong trust 
relationship with the consumer since 

there is a rising criticism regrading green 
washing. Further this offers a strong 

differentiation from current competitors 
which have shown to practice green 

washing.

Consumers want companies to take responsability for 
sustainability. But they also want to be informed and 
involved. Philips foresees a shared responsibility on 

sustainabilty between the consumer and the 
company. There is unclarity on how to define and 

create a narrative around this shared responsability 
and cooperation that brings the consumer along.

Philips has ambitious ESG 
goals, and has delivered on 

sustainability in the past, 
which makes it a 

recognized leader in 
sustainability in the 
healthcare domain.

PH 
sustainability 

marketing and 
target groups PH 

sustainability 
targets

There is a narrative present at 
Philips and in consumers that 
sustainability and convenience 

are opposite, and that 
convenience is prioritized by 

young parents. However, 
sustainability can join 

convenience for example 
through durability and services 

that imply less ownership for the 
user

Intuitive 
Independents/ 

Committee 
Confidents

Sustainability 
is a premium 
when buying 

baby products
The top down commitment and the bottom- up 

motivation is there to work on sustainability at Philips.

Good collaboration dynamics and role definitaion in 
I&S between GSO, XD, ES. Research has an important 

role but could be more pro- active to anticipate on 
technologies that enable sustainability. The 

collaboration with the business is improving, a good 
team is 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 more resources (time and money) 
to activate sustainability.

We need to shift the mindset 
from transactional ownership to 

temporary ownership.

We need alignment between 
company and consumer, and a 

crisp definition of what 
consumers expect from products 

in term of sustainability.

we have parenting + app 
that is limited to to 2 years 

old, while ORC and 
grooming goes on for 80 

years. Health&Wellbeing+ 
App could extend on a 

longer timespan.

MCC is the most 
inetersting business 

for planet tinking, 
due to the 

commitment of the 
parents

Personalised care is a major 
topic for Philips. THis connects to 
GenZ for which personalisation 

is key and who demands 
products and experiences that 

are unique. This is partly so that 
they can share them online and 
develop a persona that has the 
flexibility change to over time.

Gen Z choose rental 
over ownership, 

because they favor 
sustainability over 

price and 
experiences over 

possessions

The Sharing 
Economy will 

continue to grow 
as more Gen Zs 

enter the 
consumer market

Rental

While less than 20% of Gen Z participate in organized 
religion, more than 80% have a sense of spirituality 

and believe in cosmic power. Combined, this emphasis 
on stress management and belief in spirituality could 

explain the growing popularity of healing crystals, 
mindfulness, and astrology apps that, despite 

conclusive evidence of their effectiveness, fall under 
the expansive umbrella of wellness

spirituality Millennial / Gen Z digital and technological attitude

Digital

GenZ digital and health 
(what type of services 
are they looking for?)

71% of Gen Z discover new fitness opportunities and 
healthy restaurants on social media, compared to only 

25% who find them from television commercials. 
Additionally, with 70% of Gen Z watching two hours of 

YouTube each day and the same percentage 
consulting the platform before making a purchase, a 
mobile video presence has become mandatory for 

attracting a younger demographic.

online 
health 

information

GenZ is destigmatizing mental health by talking about it openly on social media, 
where they are also getting advice.

An increase in the number of young people seeking professional mental health and 
mental health alternatives. The number of young people who have spoken to a 

mental health professional went from 41% in 2017 to 56% in 2020. But self- guided 
mental health tools have also been in- demand: 74% want to learn more about 

mindfulness and meditation. So while apps that provide meditation and 
mindfulness guidance, like Headspace and Calm, have been growing for some 

time, they have taken off even more in the COVID era. One in three young people 
have tried a mindfulness/mediation smartphone app (31%) in the last year to 

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

Nearly half (45%) of Gen Z use wearable devices to monitor their health. GenZ is 
the generation most interested in self- tracking, especially for fitness, social media 

use, water intake, and sleep (but less in calorie counting than millenials and Gen X). 
They close their rings, track their sleep, and compete with close friends on workout 

goals. They’re also using apps like Daylio to track everything from how they’re 
feeling mentally and emotionally, to what’s physically aching and how much water 

they’re consuming. The app uses the data and discovers hidden patterns to help its 
users create useful habits like waking up earlier or cutting back on alcohol 

consumption. Their affinity for such apps  signals a need for a high level of user 
experience and data visualization. But it’s not enough to make beautiful apps and 

websites — it needs to be about them.

They have a very low trust in tech companies (Gogle, Apple, etc) to protect their 
personal data.

The quantified self becomes enabled by the rise of unobtrusive sensing 
technologies (wearable, camera- based...) both for physical and mental health 

tracking .

mental 
health 
apps

GenZ and 
health 

monitoring

The segmentation study/Bond gave insights on the American, Chinese and German market. The study has 
shown, that for many parents making sustainable choices is important, there is a general desire to continue 

fulfilling personal goals and that giving birth has impacted their life and identity.
Specifically in Germany 71% pf the participants aspire to give their child(ren) the best live possible.

The research presents 7 different segments on the market: pressured performers, confirmation carvers, 
planning pragmatists, ambitions achievers, solution seekers, committed confidents, intuitive independents.  
The German consumers being more intuitive and internally motivated (less advice seekers and less aspiring) 

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 confidents. Those two groups mark one 
of the largest potential markets Intuitive Independents (16%) and committed confidents (16%). The Intuitive 
Independents are likely to be the ultimate fit with the brand positioning of MCC, which is resonating with the 

Commited Confidents.

Segmentation 
study/Bond

IVP Young 
Parents

The target group is aiming to keep their children safe from harmful chemical and wants to save the environment. However, convenience seems to always be more 
important.

First thing parents act on in terms of sustainability are single use consumable products. This means a call for action for Philips to offer sustainable alternatives to 
multiple use products and durables by creating more awareness and convenient solutions.

The identified opportunities for innovation are guilt- free consumables (recyled plastic, natural materials), increasing lifetime of durable product though business 
models, energy efficiency and materials and solution foe the waste created in the first phase of parenting. The identified opportunities for communication are 
strong claims about plastic- free packaging, recyclable products, eco- freindly materials to convince the consumers for a sustainable choice without giving up on 

convenience.

MCC 
Sustainability 

Inights

For MCC Feeding Journey the following 6 macro trends (social, technological, economical and environmental) driving future lifestyle have been found: the nurture 
economy, holistic wellbeing, planet conscious, personalized everything, beyond health and product&prevent.

Planet conscious is focusing on the narrative of good for me, good for the planet. The Keywords are Pure&Natural, Conscious Consumption and Inclusive Care. In 
times of conscious consumerism people are seeking for a fairer, more sustainable and equitable world.

Conscious consumption is a movement against the excess mentality, plant based diets, transparency, minimalism, shared economy and ethical concerns are topics 
of interest.

Pure&Natural one major concern of parents is harm done by substances, toxins or pollution. Creating a priority of homegrown products, reassurance of food safety, 
concern about micro plastics a higher demand for natural products.

Inclusive Care is focusing on the rising awareness of the need for good care for everyone, leading to communities, brands and employers to become more caring 
and seeking for ways to protect everyone wellbeing. Resulting in decision for social reponsible rands, worry about poor healthcare, demand on affordable 

medication and care for the vulnerable.

One Feeding 
Journey

by 2024 Philips wants to be 
knows as a sustainable 
consumer healthtech 

brand, leading the way to 
enable a circular economy, 

whilst reducing CO2 
emissions and improving 

lives.

The approach to the environmental and social dimensions reflected in the commitment to the United Nations 
Sustainable Development Goals:

 3 GOOD HEALTH AND WELL BEING: Ensure healthy lives and promote well- being for all at all ages (improving 
people health and well- being and expanding access to care for undeserved communities)

12 RESPONSIBLE CONSUMPTION AND PRODUCTION: Ensure sustainable consumption and production 
patterns (Ensuring sustainable use of materials and driving the transition to a circular economy)

13 CLIMATE ACTION: take urgent action to combat climate change and its impacts (Ensuring sustainable use 
of energy, reducing emissions and operating carbon- neutral)

17 PARTNERSHIPS FOR THE GOALS: Teaming up with our suppliers to increase social and environmental 
impact throughout our supply chain and building strong coalitions to drive global change

Philips and 
the 

sustainability 
goals

MCCs perspective on what is needed to become a sustainable 
brand is that there is a vision and a roadmap needed to be 

created though multiple work sessions with a cross- functional 
team. The sustainability critera needs 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 
approach 
towards 

sustainability

Forbes did an research on the best pregnancy apps on the market, Philips app was not represented here. The 
criteria of the evaluation was the following: Availability for iOS and Android, Price, Average user rating, Fetal 
development photos, videos and 3D renderings, Availability of community group or social network, Inclusion 
of customized pregnancy timeline feature, Inclusion of contraction timer, Inclusion of kick counter, Inclusion 

of weight tracker.  The overall winner was babyCenter with a lot of personalization options. Other highly 
ranked apps are: Ovia Pregnancy Tracker, Pregnancy & Baby Tracker WTE (Best for Social Support), The 

Bump— Pregnancy Tracker (Best for New Moms), WebMD Pregnancy(Best for Medical Advice), My 
Pregnancy(Best for Simple Tracking) and Pregnancy App Preglife (Best for Dads, Partners and Caregivers).

Apps for support in family life on the other hand are mainly focusing on planning and organization.Those 
apps can be used by kids as well as productivity tools. Features considered important in this kind of app are 

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.

Apps for 
planning, support 

and helping

Gen Zers consistently expressed that they felt empowered to control and improve all aspects of their own health. From their perspective, personal behaviors like 
eating well, working  out, meditating, sleeping or managing stress are the key to being  healthy. In their eyes, being healthy is a matter of having the desire,  putting 

in the work, and staying focused. These young adults have set high standards for themselves in terms of what it means to live a healthy lifestyle. As a result, they 
often fall short of their own expectations. About the state of their health, many discussed intentions to improve their health— but those intentions didn’t  always 
align with their day- to- day behavior. Members of Gen Z demonstrate an interest in health apps— but ethnography found that engagement is often short- lived. So 

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

Additionally, one in four young adults between age 18 and 24 report zero health care visits in the past 12 months.  This suggests Gen Z may not yet see a clear 
connection between seeking  health care in traditional ways and living a healthy lifestyle. Gen Z cares about health, but they aren’t using traditional sources for 

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 specifically, 34% rely 
less on health websites, 21% rely less on doctors and 18% rely less on  pharmacists for healthcare information. According to the study, 41% of Hispanic consumers 

use TikTok for health information,  which is 37% higher than average. Meanwhile, 25% of Black consumers say  social media discussion on prescription drugs is 
more important today  than it was pre- pandemic, and 40% of Asian American and Pacific Islander  consumers report relying more on social media to stay informed 

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 offers might not stick with this  bunch.

GenZ 
healthcare and 
empowerment

HEALTHY FOOD AND 
DIET FOR PARENTS

comms & 
branding & 
marketing

PHILIPS (ph) VIEW ON 
SUSTAINABILITY?

GEN Z & money

FOOD (? IF APPLIABLE)
SEE IF APPLICABLE

There is an 
over- 

abundance of 
choice in 
wellness.

democratisation of 
care

Include care 
continuum in IVP 

insights

Sustainability is one of the 9 PH big bets. Most cirular 
initiatives are driven by MG and beauty until now, due 
to less ressources in MCC. We have sustainability KPIs 

but we need ways to implement solutions. We also 
need to understand how we earn back on investment 

(linked to how to make consumers pay more for 
sustainability)

3) Philips is not a leader in sustainability in PH, 
competition on OHC and MG is ahead with e.g. 
reparability solutions, competition in MCC has 

breastpump rental services for long. Not all solutions 
are copy- paste in PH. 

MCC is a market where you need products only for a 
certain amount of time, ideally it could be completely 

based on leasing models.

PH 
sustainability

comms & 
branding & 
marketing

They value craftsmanship and want to be able to know the production process behind 
products and services.

own insight 
box

mental health

Woman accept 
the inequality

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.

Loss of the female libido is a major issue for couples in the postnatal period. 
Despite this, studies have shown that only 18% of postpartum women at a 

London teaching hospital had received information about changes in postpartum 
sexual function. Resulting in disappointment and concern after birth.

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.

Even when both parents spent an equal amount of time in paid work, the woman 
tends to be responsible for most of the organization of  everyday family life and 

more of the domestic work. This results in high mental load of the organizational 
balance management(i.e., familial coordinating and synchronizing— the first level 

of doing family). Woman with this high pressure tend to have burnout more 
frequent.

Although the interviewees often referred to their exhaustion due to the demands 
on them in the private and public domains, they also emphasized their priority of 

spending time with their family. Especially in the  evenings, at weekends and 
during holidays, they carved out time to  engage in family activities, perhaps also 

to reassure themselves and  others that they belonged together and that their 
family did not differ  from others.

Once a week we go to the library, that’s another one of those 
rituals ( . . . ), let’s just say that it is also important to me ( . . . ) 

going  to Sunday school ( . . . ) or to mass, that is what we do on a 
Sunday  morning at the weekend, the ritual. ( . . . ) In the summer 
we’ll want  to go to the lake again ( . . . ) and then out to supper. 

Then we read  to them ( . . . ). We have been reading for years, we 
are already on  Volume 7 of Harry Potter because they love him 

so much. ( . . . ) so my  husband always reads Harry Potter to 
them for about 20 minutes and then I  take them to bed.

Gen Z trust recommendations from social media feeds 
when it comes to brands and products, this may also 
bleed into their shopping choices for children. They 
currently respond well to the recommendations of 

peer influencers, which may later translate into 
parenting purchase decisions and kid- friendly brand 

advice.

parenting and 
social media

parenting 
values

As parents, Gen Zers are likely to value 
empathy and teach their children. They 
resist restrictive labels and are instead 
embracing fluidity when it comes to all 

aspects  of their identity — gender, 
sexuality and personal  brand.

genZ consider more than 
millenials not having children, 
due to various factors such as 
climate anxiety. The pandemic 

has accentuated this trend.

desire of 
having a child

genZ embrace a holistic, all- inclusive 
approach that shapes who they are as 
parents and individual 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. 

Technology (sensing) can be used in a 
mindful way by helping consumers to 

better understand their own bodies and 
psyche.

holistic identity 
(parent + 

individual)

new family 
dynamics

the age of having the first 
child is increasing. In 

Germany, it is 30.2y old i 
n2020 vs 28.8y in 2009. The 

second and third child 
come between 30 and 35 

ye old in average

There is a rising 
levels of divorce 

and births to 
unmarried 

parents.

The arrival of a child can 
put financial pressure due 

to the mothers cutting 
down their working hours 
or not returning at work. 
However GenZ say that 
they are not planning to 
buy less for themselves 

after the arrival of a baby.

 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.

gender roles

GenZ are Defined By Self- Expression and Open- 
Mindedness.

They are the most diverse cohort in history. This has 
already built a generation of outspoken individuals, 

taking a stand on issues like LGBTQ rights, racial bias 
and inequality, etc.

They like gender- neutral and inclusive brand voice that 
resonates with an entire lifestyle and welcomes a wider 

range of consumers. The narrative around inclusivity 
evolves to better understand the needs of the 

individual. This will enable consumers to do precisely 
what is needed to improve their own wellbeing rather 

than focusing needlessly on hyped up fads.

genZ & 
diversity

Gen Z and 
believe of impact 

of diet

believe in the 
possibilities for 
an individual to 

make a 
difference

 more positive 
attitude towards 
climate- friendly 

behavior, 
unquestionably due 
 to their educational 

background

‘ People are more confused 
about what to eat than 

ever before. This has been 
exacerbated by social 

media, with a new fad diet 
hitting our Facebook feed 

every day. ’

Confusion 
about diet

impact of ready- 
made baby food

In ready- made baby food the greatest contribution is from meat- based 
ingredients, which cause almost 30% of the impacts.

This is followed by >20% contribution from the dairy products, 15% each from the 
vegetables and beans and 10% each from the oils and sugar, cereals and the 

fruits.

The baby food sector is one component of the broader food sector and shares 
many common ingredients with adult food products, with key differences lying 
primarily in processing methods, product size and packaging. The key hotspots 
for environmental impact across the meals were raw materials and packaging. 

Manufacturing also played a significant role

breast is 
best

Breast feeding is the best source of nutrition for the baby’s growth, but 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. Clear environmental benefits 
include saving the energy and resources of producing formula milk. There’s no hassle of preparing bottles at 

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

Feeding breastmilk substitutes has a larger carbon footprint than breastfeeding.  Dairy farming contributes 
most to the carbon footprint of breastmilk substitutes. Sterilisation of bottles contributes most to 

consumption phase emissions.

Brands should adress the genZ consumers’ mental 
and emotional wellbeing and provide a platform for 

consumers to  connect and support one another. They 
should help combat the pressure to be perfect that 

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

brand 
approach 
to mental 
well being

the slow- 
down 

movement

 anxiety 
(ecological 

and 
financial)

genZ see no distinction between their On And Offline Lives and 
use digital as an extension tool. 55% of GenZ are more 

comfortable connecting with people online than in person. On 
the other side, 50% of millenials in the UK want to digitally detox. 
GenZ consumers like to be brought closer to a brand through e.g. 

live- streaming broadcasts that directly engage with them as 
consumers, and connected to influencers, executives, innovators 

and online communities through fun digital community 
experiences.

online 
identity

GenZ Seek Brands Whose Purpose Aligns With Theirs. 71% of Gen Z believe that brands and corporations 
should help them achieve their personal goals and aspirations.  When asked to choose the most important 

trait for a brand  to have, 58% of Gen Z choose a brand’s purpose, values &  mission, making it their #1 most 
important trait, whereas  Millennials rank it as their third most important trait. 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. They value craftsmanship and want to be able to know the production 

process behind products and services.

GenZ  are insatiably inquisitive and constantly investigating. They expect fast information and services, and 
are less prone to attention- getting marketing gimmicks. They are recpetive to througtful and sincere 

messages.  Most of GenZ want to see behind the curtain, they will research safety or brand of a product e.g. 
on social media.

digital 
branding

comms & 
branding & 
marketing

Adding gamification elements to your content (the use of game elements in a 
non- game context) is a great way to keep Gen Z interacting with  your brand. It’s 

also a very flexible element in your marketing arsenal,  as it can help you hit 
multiple engagement, awareness and conversion  objectives. Gamification can 

range from advergames (games custom- built  specifically to showcase your brand 
in an interactive game environment)  on web landing pages, branded minigames 

on platforms like Snapchat or  bitesize in- app rewards. You could encourage users 
to continue using  your platform by offering progress reports in a fun way — for 
example,  logging 100 hours on your mindfulness app unlocks something new.  
Gamification elements could also include engaging trivia quizzes, polls  or Q&A 

sessions on your social feeds. The options are almost  limitless and can be scaled 
according to your budget.

Gen Z and 
Gamification

Wellbeing apps are generally gamified, 
subscription- based model. New 

approaches are emerging: for example 
equipping users to practice mediation 
away from the screen, creating more 
focus on empowerement; 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 supported by other people.

shift in digital 
engagement 
and digital 

detox

The pandemic has led to people 
spending more time on social media, 

video calling (people reach out to 
cellphones for comfort in uncomfortable 
times), more e- commerce, but also more 

digital detoxes.

Approximately 25% of the population have taken a 
digital detox in 2020. Additionally, Gen Z is 5x more 
likely to have taken at least one detox compared to 

older generations. The main motivations for 
undergoing a digital detox include spending too much 

time in “virtual” life than real life, focusing on too 
much technology, missing human connection, and 

increasing wellbeing.

Gen Z is the loneliest generation. Their average loneliness score is 
nearly 10 points higher than the least lonely generation — the 

Greatest Generation, those 72 and older.

GenZ spend a lot of time connecting online with their friends 
(often more than in reality). While it’s tempting to blame Gen Z’s 
reliance on smartphones and social media, the data don’t bear 
that out: there is no significant difference in loneliness levels 
between those who used social media often or infrequently.

loneliness

Gen Zers say YouTube is the No. 1 platform they turn to when they want to relax 
or cheer up. Instagram and Snapchat are also very popular among Gen Z. And 

TikTok will soon surpass Instagram in this generation.

The majority (97%) of Gen Z consumers say they now use social media as their top 
source of shopping inspiration; 65% say they use social media to find entertaining 

content; and 61% of them  are specifically interested in watching more video 
content. Brands that  want to capture this audience’s attention need to prioritize 
authentic,  organic content rather than the more polished output they became  

accustomed to producing for millennials.

Gen Z and 
Social 
Media

Digital avatar looks remarkably lifelike and will continue to evolve. They are becoming a new type of care 
providers. They can be customized and display empathy; they are able to analyze facial expressions and 

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

Using sensors (camera- based facial expression detection, skin- response, brain activity), the system can also 
deep- read the user by tracking their emotional and cognitive state. The system can detect stress and 

engagement better than humans.

New technologies enable natural interactions away from the classical screen (haptics, voice control., virtual 
and augmented reality..). 

The physicals and digital worlds are blending ((mirror world, cloud, digital twin). GenZ thrive in blended 
experiences where they can live on both sides of the screen.

interaction 
tech 

trends

Systems based on AI and 
NLP can be a collaborator 
or assistant for the user 
and help them in many 

daily tasks like scheduling, 
data logging and 

journaling, giving the right 
information at the right 

time in the right context.

1 in 7 couples 
[in Germany] 
is affected by 

fertility 
problems

of 1.8 millions 
woman trying to 

conceive, 1.1 
millions will need for 

counseling and 
support

[in Germany]

Fertility treatments 
are stressful for 
both health care 
professional and 

patients, drop out 
rates are high

Fertility 
problems

This health care democratization is characterized by two major factors: the distribution of data and the ability to generate and apply insights at scale. It promises a 
world in which patients— armed with data, technology, and access to expertise— can take charge of their own well- being and manage their own health. 

Democratization will mean that providers focus less attention on routine tasks and more on the areas where they provide the most value and find the most 
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 inflection point in the consumerization of healthcare, driven by evolving patient expectations, new and advancing health tech and the Covid-19 
pandemic, accelerating the shift toward  more personalized and convenient care. That’s why we’re seeing consumers increasingly adopt solutions that deliver a 

better user experience. Patients crave a dose of compassion and humanity in the products they use every day. And they’re beginning  to receive that treatment with 
solutions like telemedicine, prescription  delivery services, asynchronous mental health services, contactless  health tracking integration and other tools.

Accessible services are flipping the healthcare dynamic. Consumers are no longer at the mercy of the industry; they are becoming empowered  to receive care 
according to their convenience and expecting service to  come with empathy and innovation. It’s incumbent on health tech companies to meet consumers’ demand 

for convenient, seamless and individualized care.Enter solutions like wearables and smart home appliances. In addition to supporting overall daily health, these 
services can also help providers glean a holistic view of their patients' wellness by  providing a detailed and data- oriented view rather than relying heavily  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, and with histories of trauma and data extraction. 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.

Democratization 
of healthcare

Digital front door. In many 
health care systems and 
organizations the “digital 
front door” has become 
“the only front door” for 

patients to access clinical 
services

scalable care 
(telehealth)

More and more 
governments are 

showing an 
interest in the 
universal basic 

income

Germany is the 
latest country to trial 

a universal basic 
income. 120 people 
will receive €1,200, 

every month for 
three years.

Basic 
income

After the lockdown 
experiences workers 

are calling for 
flexible working 

hours and locations

Working in 
flux

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.

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

INFLUENCE IN 
PARENTING????

the rural 
exodus

 Having witnessed the student debt crisis 
and the Great Recession, Gen Z is 

starting to save earlier than previous 
generations: 71% are already saving for 

the future. But despite being 
conservative with their money, Gen Z is 
willing to pay a premium for wellness 

products and healthy foods, such as all 
natural, GMO- free, sustainable, or 

vitamin- fortified foods.

GenZ 
and 

money

63% of German Gen Zs think wealth and income is unequally distributed among their countries population 
and they believe that government intervention will be needed to drive change. German Gen Zs believe the 
most effective method of tackling inequality would be to increase tax on wealthy. Further more then half of 

respondents believe that that basic income would help.

Globally speaking Gen Z observed the previous generations and tried to learn from them to not make the 
same financial mistakes. Gen Z shows to have less interest in student loans and are accepting lower 

education. 64% of Gen Z started research and talking to other about financial planning. However one of the 
biggest challenges is the source of information (84% refer to mainly to family) and the internet as digital 

natives. Further Gen Z differentiates from Millennials wen it comes to housing. Millennials is considered the 
generation of perpetual renter and Gen Z aim to own a house.  86,2% of Gen Zs ages 18-24 have their sights 

set on home- ownership, while 45% of this group plant to own a home in 5 years' time. If these emerging 
home buyers could achieve this, they would be between the ages of 23 years old and 29 years old when they 

buy a home.

Gen Z perceive financial challanges as their biggest obstacle and show high willingness to become better with 
money. They show high financial responsibility and focus on savings.

Education on 
sustainability/ 

misinformation 
and 

greenwashing

Sustainability- targeted marketing has become increasingly prevalent as companies try to appeal to the Gen Z 
audience. “Greenwashing”, the deceptive practice of branding a company as environmentally- friendly without 
adopting legitimate sustainable operations, is a rapidly growing marketing tend, in response to Gen Z making 
it clear that protecting the environment and combating climate change are a priority for them. “he 
combination of pressure and expectations from Gen Z as trendsetters along with a desire to “be more green” 
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. This makes  being an ethical consumer difficult, frustrating and requiring 
a lot of thought and education and care. 

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.

Regulation are 
unclear e.g.

'plastic- free' means 
compostable plastic, 
but not plastic free.

There is a lot of confusion from the 
consumer perspective when it comes to 
sustainable materials, they don’t know 

what is right and it is a difficult and 
overwhelming topic for them.  

Sustainability for the consumer means 
mainly plastic free and reduction in single 
use products – there is a demystification 
of knowledge of the customer needed.

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.

comms & 
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When considering issues about climate change, 54 percent of 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.  

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

Climate change/protecting the environment was the No. 1 concern for Gen Z, followed closely by unemployment and health care/disease prevention, according to a 
recent Deloitte survey. 73% of Gen Z consumers surveyed were willing to pay more for sustainable products, more than every other generation. They want to work 
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.

Gen Z  expresss negative views of supermarkets and big business, saying they are not doing enough to reduce plastic and help consumers be more environmental. 
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 difference in price. Similar to other groups, consumers in this group also 
tend to notice logos once they are at home, and thus after they have purchased the product. Consumers in this group recognize the need for more education about 
recycling and waste collection.

Generation Z consumers says that they do not shop online, except for those whose parents buy groceries for them. Most of these consumers stated that they do 
not shop online and the main reason mentioned is the tangible feeling of seeing and touching the product. 67% of Gen Z prefer to shop in brick- and- mortar stores.

Attitude 
towards  

ecological 
actions e.g. 

recycling

Overconsumption and materialistic practices are not 
only damaging for the environment, but may also 

reduce psychological well- being. In order to reduce 
trade- offs between social and environmental goals, 
policies should target changes in higher- order need 

satisfiers, such as social structures and practices, and 
reimagine forms of need satisfaction within 

environmental constraints. Redesigning consumption 
practices, public spaces and social structures through 
voluntary simplicity and sharing may reconcile lower 
carbon emissions and higher well- being. Collective 
solutions and investment in social infrastructure 

(universal basic services and universal income) hold 
potential to deliver the social services necessary for 

human well- being in coherence with the principles of 
equity, efficiency, solidarity and sustainability.

minimalism, 
nomads and 
tiny houses

GenZ main values are individuality, 
skepticism, connectedness, and an
ability to embrace change. They are 

financially focused, having
observed the mistakes of generations 

past. Work is primarily seen as a way to 
make a living rather than as the

main source of meaning and purpose in  
live’. They are the most informed 
generation, and because of this 

information abundance  tendency to 
become involved and passionate about 

social and political issues of 
consequence.

GenZ 
values

houselholds 
environmental 

impact

Northen European households have generally the 
highest carbon footprint (German families have the 6th 
highest)  in Europe. The main contributor is land travel, 

closely followed by food and housing. The need 
satisfaction and social inclusion are dependent on car 
use and ownership, especially in suburban and peri- 

urban .Emission reductions in the travel category 
require decreases in the number of vehicles and travel 
distance and the shift to low- carbon transport modes. 
This is hindered by infrastructural, institutional, social  
and behavioural lockins and powerful forces of highly 
profitable (fossil fuel) industries. Political (regulation 

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

emissions per 
person are trending 
downward in most 
rich countries. With 

the right policies this 
trend can be 
accelarated.

There can be a 100- fold variation 
in environmental impact 

between a baby from different 
geographies in the world. For 

example, 96 percent of American 
babies wear disposable diapers 

(A typical baby goes through 
3,800 disposable diapers in her 
first 2.5 years) while in China, 

only 6 percent do and in India, 2 
percent.

Disposable nappies... 
Biodegradable nappies are not 
fully biodegradable but are a 

better option, and cloth nappies 
are making a comeback and are 
now more absorbent, less bulky, 

and cheaper. There are nappy 
services that take care of the 

cleaning.

Eu commission really pushing, 
will see more regulations on 

making claims and on 
addressing the design 
(dismantling, recycling, 

upgrading)
will empower consumer with 

digital solutions and info
Massive change in 5-10y

european 
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 December 2019, the Commission launched 

the European Green Deal,  which should help to focus EU policies on making Europe the first  climate- neutral continent in the world. The new programme endorses 
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,

- 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).

On 30 January 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.

EU and 
sustainable 
regulations

playbook 
inisghts

Product 
Innovations

Philips as a 
sustainable 

brand

strategy 
(roadblocks 

and enablers 
for 

sustainability)

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, etc. 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 voice that 
resonates with an entire lifestyle and welcomes a wider range of consumers. This narrative around inclusivity evolves 

to better understand 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 ye old in average. GenZ consider 

more than millenials not having children, due to various factors such as climate anxiety. The pandemic has 
accentuated this trend. Further 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 recommendations from social media feeds when it comes to brands and products. They respond to the 
recommendations of peer influencers, which may later translate into parenting purchase decisions and kid- friendly 

brand advice.

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.

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 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.

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.

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.

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. The issues that GenZ treat or prevent 
the most are skin problems and colds/flu, followed by stress and anxiety, then weight loss. Good health is indicated by both looking and feeling 
good. Gen Zers feel 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. 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 “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. Resulting in Gen Z not using 

traditional sources for health information. Globally they 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, they rely less on health websites, 

doctors and pharmacists for healthcare information. This represents a trend toward self empowerment related to health. Technology is central 
for them to health and wellness practices: apps and wearables seamlessly become part of their daily rituals. Although the engagement with apps 

is often short- lived.

GenZ view exercise as an important part of a healthy lifestyle. Resulting in the most active membership category in gyms and works 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 often 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.

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 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 involved 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 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 difference in price. Similar to 
other groups, consumers in this group also tend to notice logos once they are at home, and thus after they have 

purchased the product. Consumers in this group recognize the need for more education about recycling and waste 
collection.

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.

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.

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 role of 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 the participant’s 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 financial motivation, 
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 MENTAL HEALTH

Gen Zers are dedicated to their mental health just as much as their physical health and are actively taking 
measures to not only protect their positive emotions, but to cope with negative ones, too.

72% of Gen Zers say managing stress and mental health is their most important health and wellness concern. 
Anxiety has overtaken depression as the most common reason Gen Well seeks mental health help. Over half 

(52%) admit that they are constantly stressed. Almost half are actively treating or preventing anxiety and stress.

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. 
Nearly all (75%) of Gen Zers are open to talking about the state of their mental health and they are 27% more 

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

Exercise is also 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. They’re expected to 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 should adress the genZ consumers’ mental and emotional wellbeing and provide a platform for 
consumers to connect and support one another. They should help combat the pressure to be perfect that is 

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 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. 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 connected to influencers, executives, innovators and online 

communities through fun digital community experiences.

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.  Tiktk is 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). Brands that want to capture this audience’s attention need to prioritize 
authentic, organic content rather than the more polished output they became accustomed to producing 

for millennials.

Adding gamification elements is a great way to keep Gen Z interacting with your brand and offer progress 
reports on platform use. Gamification can range from quizzes, polls, Q&A sessions, advergames (games 
custom- built  specifically to showcase your 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

Gen Z is destigmatizing mental health by talking about it openly on social media, where they are also 
getting advice. There is an increased number of young people seeking professional mental health 

support and mental health alternatives, such as self- guided mental health tools for mindfulness and 
meditation. Apps like Headspace and Calm, have been growing for some time, especially during the 

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 fitness, social media use, water intake, and sleep (but less in calorie counting 

than millennials and Gen X). They’re using apps to track everything from how they’re feeling mentally 
and emotionally, to what’s physically aching. The app helps its users creating useful habits like waking 

up earlier or cutting back on alcohol consumption. Their affinity for such apps signals a need for a 
high level of user experience and data visualization. But it’s not enough to make beautiful apps and 

websites — it needs to be about the individual.

The quantified self becomes enabled by the rise of unobtrusive sensing technologies (wearable, 
camera- based) both for physical and mental health tracking . Using sensors (camera- based facial 

expression detection, skin- response, brain activity), it is possible to deep- read the user by tracking 
their emotional and cognitive state and detect stress and engagement. Digital avatars, who look 

remarkably lifelike and will continue to evolve are becoming a new type of care providers. They can 
be customized and display empathy; they are able to analyze facial expressions and analyze voices to 

detect emotions like joy, sadness, and frustration.

New technologies enable natural interactions away from the classical screen (haptics, voice control, 
virtual and augmented reality). 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 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.

GEN Z AND MONEY

GenZ are financially focused and responsible, having observed the mistakes of past generations, are interested in 
financial planning and save earlier than previous generations. They 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 shows to have 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 will be needed to drive change. German Gen Zs believe the most effective method 
of tackling inequality would be to increase tax on wealthy. Further more then half of respondents believe that that basic 

income would help.

Gen Z differentiates from Millennials when it comes to housing: millennials is considered the generation of perpetual 
renter while Gen Z aim to own a house, half of them before their 30s.

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, and the 

pandemic has accelerated this trend. The need satisfaction and social inclusion are dependent on car use and 
ownership, especially in suburban and peri- urban. Emission reductions in the travel category require decreases in the 

number of vehicles and travel distance and the shift to low- carbon transport modes. This is hindered by 
infrastructural, institutional, social and behavioural lockins and powerful forces of highly profitable (fossil fuel) 

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

Overconsumption and materialistic practices are damaging for the environment and may also reduce psychological 
well- being. New consumption practices, public spaces and social structures (universal basic services and universal 

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 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.

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” 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. However, sustainability for the consumer 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. Most of Gen Z want to see behind the curtain, they 
value craftsmanship and want to be able to know the production process behind products and services. They 
want facts, the nitty- gritty data proofing the sustainability of a product. They want no fluff or blurbs without 

details. Consumer demand for, and expectations of, brands’ ethical commitments are evolving,” “They have moved 
beyond simply wanting brands to ‘be ethical’ and are demanding to see measurable, transparent and consistent 

actions from those they choose to support."

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.
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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.

Most circular initiatives are driven by Grooming and Beauty until now. However MCC is a market where you need 
products only for a certain amount of time, so favorable to circular opportunity for e.g. leasing models. Due to the 

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

Philips is not a leader in sustainability in PH. Competition on OHC and MG is ahead with e.g. reparability solutions 
and competition in MCC has breast pump rental services for a longer time. 

The MCC target group is driven by the Planet conscious macro lifestyle trends (focusing on the narrative of good 
for me, good for the planet). This includes 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 harm done by substances, toxins or pollution (e.g. micro plastics), creating a higher 
demand for natural products. Furthermore they are aware of the need for inclusive care, resulting in decision for 

social responsible brands. All in all, parents are aiming to keep their children safe from harmful chemicals and 
wants to save the environment. However, convenience seems to always be more important.

The first thing parents act on in terms of sustainability are single use consumable products. Identified 
opportunities for innovation are guilt- free consumables (recycled plastic, natural materials), increased lifetime of 
durable products, energy efficiency (the biggest impact of our products is sterilization and energy use in general 

for PH products) and materials and solution for the waste created in the first phase of parenting. Identified 
opportunities for communication are strong claims about plastic- free packaging, recyclable products, eco- friendly 

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

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 research ongoing in Philips and outside 
on materials to find solutions. There is also a need for strong partnerships with recycled/eco- plastic suppliers to 

get long- term supply and certify the manufacturing process.

Another focus for MCC are the digital products, the parenting apps. The IVP Young parents research (GenZ, hype 
quantifier and buy- ologists) has shown that this generation is looking for holistic family solutions that are inclusive 
and personal. From the IVP came the direction for a Health&Wellbeing+ app, empowering parent to care of their 

own and families health on a long time span (in constrast with the Pregnancy+ and Baby+ apps that have a 
consumer engagement span of ~2years). The solution is about a family- health partner, a daily companion,  which 

goes beyond the baby's wellbeing and supporting the parent's wellbeing as well.  The vision is to empower the 
young parents to stay in control of their health and wellbeing during pregnancy and parenthood. In terms of 

sustainability it offers opportunities for alternative business models such as renting or lease solutions. 
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PHILIPS POSITIONING & STRATEGY TOWARDS SUSTAINABILITY

Philips has ambitious ESG goals and CEO commitment and visibility, and has 
delivered on sustainability in the past, which makes it a recognized leader in 

sustainability in the healthcare domain. In alignment to this 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. The 
approach to the environmental and social dimensions reflect the commitment to 

the United Nations Sustainable Development Goals:
 3 GOOD HEALTH AND WELL BEING, 12 RESPONSIBLE CONSUMPTION AND 
PRODUCTION, 13 CLIMATE ACTION and 17 PARTNERSHIPS FOR THE GOALS

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. Partnerships 

creation should be driven at a PH or higher level, but bottom- up initiatives for 
specific businesses and markets such as the breast pump renting service in France 

could inspire it.

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

Confidential
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FINAL INTERVIEW SETUP    

Milchpumpe (elektrisch
und automatisch)

Brustpflege
Produkte Babyflaschen und 

Sauger

Sterilisator
Flaschenwärmer

Babypflege- Set
Babyphone

(Audio & Monitor) Soothie- Schnuller

Schnuller

Snuggle

Schwangerschafts App

Baby App

Nahrungsmittel
Zubereiter

Nahrungsmittel 
Mehrwegbecher

Übung 1 Übung 2
Was bedeutet es für dich ein 
Elternteil zu sein?

Selbstgemacht

Ziehe hier 1-2  Metapherbilder her um deine Gedanken 
auszudrücken.

Was war das letzte 
Babyprodukt, welches du 
gekauft hast, so du dich mit 
mit Nachhaltigkeit 
auseinander gesetzt hast?

Du kannst hier ein Bild aus der Inspiration herziehen 
oder wir suchen ein Bild aus dem Internet zu dem 
Produkt worüber wir reden werden.

Digitalthermometer
(Messung Bad und 

Schlafzimmer)

Inspiration Produkte

Inspiration Nachhaltigkeit

Second 
hand

Ausgeborgt
Nachhaltige 
Materialien

Energie
effizient

Verpackungsfrei Gemietet Restauriert 
/Repariert ...Modular

Was bedeutet es für dich 
nachhaltige Eltern zu sein?

Ziehe hier 1-2 Metapherbilder her um deine Gedanken 
auszudrücken.
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SEMI STRUCTURED INTERVIEW 
GUIDE      
INTO AND WARM UP 

•	 Moment to get to know each other (Personal introduction) 
 

•	 Project introduction 

FIRST QUESTION 

General understanding of parenting 
•	 What does it mean for you to be a parent? 
 
•	 What are the most important values or principles for you as a parent? 

General understanding of sustainable parenting 
•	 What does it mean for you to be a sustainable parent? 

•	 What actions do you consider to be sustainable? 

•	 Do you think it is easy to be a sustainable parent?  

Self perception of sustainable behaviour 
•	 Do you consider yourself a sustainable parent?   

•	 If No – Do you want to be more sustainable? 
•	 Why/Why not?  
•	 What would trigger you or help you to be more sustainable? 

•	 If Yes – What makes you a sustainable parent?  
•	 Why did you become a sustainable parent? 
•	 What would trigger you or help you to be more sustainable? 

SECOND QUESTION 

Gathering information and social media 
•	 How did you conduct research for the product? 

•	 How did you approach it? 
•	 How do you inform yourself? 
•	 What platforms did you use?  

•	 What role did social media play in the decision-making? 
•	 What other factors influenced your decision? 
•	 What role did people around you (family, friends, colleagues...) and in-store visits play in the 

decision making?  
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Role of Sustainability 
•	 Which are the factors which influence your choice?  

•	 Did you look into sustainable information when you bought this product? 
•	 If no - Why not? 

Openness towards sustainable products? 
What do you think about people who go for sustainable products? 

•	 If  yes: How did you learn about sustainability of the product? 
Was the sustainable information easy to read and understand? 
Did you felt overwhelmed? 

Pressure to be a holistic parent 
•	 When looking into the product did you feel pressured into being sustainable? 

•	 Why? 
Where was this pressure coming from? 

Concerns of climate crisis 
•	 How do you feel about the environment? 

•	 How do you feel about your kids growing up in this climate crisis.  
•	 Is there something you would like to do about it?

•	 What are the main considerations when you looked into this product? 
•	 Was sustainability a consideration or not? 

Why? 
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QUOTE MAPPING       

Sustainable life

Difficulties
There are several difficulties parents face when it comes to being a sustainable parent. The most 
frequently mentioned difficulty is the integration into daily life, which includes easier and more 
difficult days and a lot of preparation. Sustainability in terms of being zero waste and producing all 
the products on your own and using cloth diapers is too much work.

Being sustainable is perceived as energy and time consuming and, therefore, adds to the mental 
load as well. Parents before had high expectations on how to tackle sustainability in daily life. 
However their practical attempts, such as making their own pap for the baby didn’t work out since 
the child didn’t want to eat the food, leading to disappointment. Mobility was highlighted as 
another area where sustainability is difficult to integrate in the daily life of the parents. Lastly, the 
topic of sustainability is seen as too big for parents to be an expert on thus, making it impossible 
to achieve a sustainable life.  

Keeping the difficulties in mind, sustainability is seen as a privilege among parents. In the 
interviews conducted, 2 main specifications of privilege could be identified..
Money: Parents want to buy high quality sustainable products and regionally produced food from 
farmers markets, which requires a higher income.
Time: Having the time to be able to do sustainable activities such as making their own baby food, 
but also, in terms of time investment, to conduct research on products and sustainable lifestyles. 
This topic shows a large overlay with “informing about sustainability” since parents have shared 
that they see access to the right information through having an expert in reach and the social 
environment to learn about sustainability.
 

Sustainable life

Social Media

Social Media has become a relevant tool for 
parents on the journey of parenthood. 
Representatives from both parent groups 
confirmed the influence of other parents they 
trust and influences in their decision making 
and the discovery of new products. However, 
more than that, social media was being used 
by the interviewees to gather information and 
for inspiration on parenthood. A strong 
example can be found in the interview 
8I_G_2802 where the interviewee explained 
that she created a social media account 
specifically for education. On the other hand, 
some parents have no interest or are critical 
towards social media. To conclude, for this 
set of interviewees it cannot be concluded 
that social media is universal to all parents 
and that it has influence on their parenting 
style and decision making. 

Lastly, the relevance of an offline parent 
community was also highlighted by multiple 
interviewees. Having a community helps 
parents go through the journey. They learn 
from each other about parenting styles, 
products, exchange information and even 
share products.  

Social Media
Short time consumption

One key insight from the interviews was the short 
time usage of products. SAP group respondents 
buy products in advance, not being certain if they 
will need the products. Safety and preparedness in 
case a certain product is needed were the reasons 
identified by the SAP group for the premature 
purchase. Such an act was most prevalent in 
parents who lacked experience with children. In 
interview 1I_I_1502, the parent gave an example 
where she bought a breast pump in case she would 
not have been able to breastfeed her child. 
Fortunately, there was no problem, but the product 
was already bought and not used. Also, some 
products, such as sterilisers, toys, bottle warmers, 
food processors, diapers and pacifiers,  were 
bought with the idea that they would be useful but 
then turned out to not be used as much as 
expected. Another reason for unnecessary 
purchase is that parents are overwhelmed with the 
choice of products. It is very difficult to navigate 
through the mass of products and identify which 
ones are needed.

Consuming less or minimalism is one of the most 
common strategies of both parent groups to avoid 
short- time consumption. Most parents try to make 
this actionable by actively questioning if they really 
need the product they are planning to get. 
Consuming less has also shown an overlay with the 
definition of sustainability of some parents.

One major takeaway to handle short time 
consumption:  
The parents interviewed have also shared that 
every child is different, which makes the selection 
of the products needed even more difficult. Such as 
buying a toy, a carefully selected toy might not 
bring joy to one's own child but maybe to another. 
Also, parents handle the usage of products from 
child to child differently. Other examples would be 
children not liking the food of the food processor, 
not wanting to use pacifiers. This all leads up to the 
need for a trial space for young parents with 
different products, helping them explore what 
would work well for them as parents with their 
parenting style and what gives the biggest joy to 
their children.   

Short time consumption

Compromises

When it comes to the difficulty of incorporating sustainable 
behaviour, both parent groups try to find compromises to make it 
actionable and feasible in their everyday life. 

Two parents (4I_KM_2302, 2I_M_1602) specifically explained that they 
set sustainable ambitions, read into the matter and felt prepared. 
However, theory and reality are two different things. This is when 
compromises were needed to balance ambitions and daily life.  
Combining sustainable and unsustainable actions was the most 
frequent strategy of compromise identified. One returning example 
was cloth diapers. Parents had aimed to use them instead of 
conventional diapers to reduce waste. However, once the child 
arrived, and their daily life got busy, cloth diapers seemed unfeasible 
since they require a lot of work and time. Therefore, parents tried to 
find a compromise. Some decided to get a Co2 neutral diaper with 
sustainable materials, others decided for a hybrid solution between 
cloth diapers at home during the day and conventional diapers when 
outside or during the night. These strategies still aim to be 
sustainable when it comes to diapers but integrate them in daily life 
in a feasible manner. 
Further, some parents explained that they try not to find 
compromises only in their own actions but also in their children’s 
daily life. The most common example was toys. Parents listen to what 
their child would like to have and try to find the toy secondhand. 

Compromises

Others needs

Parents look beyond the child's needs when buying products for 
the child. Parents like to buy products they consider interesting 
and nice from their perspective and not only from their child's 
perspective. For example, they would buy products which are 
considered good looking but impractical or toys which would 
have made the parents happy in their childhood.  

However, the grandparent’s perspective also plays a role in the 
products the children get. This has been identified as a conflict 
between the generations, where different parenting styles and 
ideologies cause friction. When it comes to sustainability, SPP 
have disagreements regarding the presents their children 
receive from their grandparents. In 5I_E_2302, the interviewee 
explained that the mother- in- law perceives second hand as 
being poor. In 4I_KM_2302, the mother- in- law saw second hand 
as low in quality. Presents are a difficult topic to discuss, since 
quite some younger parents would prefer quality time over 
presents, and they create a list to control the amount of 
presents their children get from their grandparents. 

Others needs (grandparents, parents, friends)

00:11:37 Speaker E
(...)Ich finde, das braucht viel mehr Anstrengung und ich finde, dass Nachhaltigkeit 
auch auf jeden Fall von der Politik kommen müsste. Weil ich nicht find, das es die 
Verantwortung von Eltern allein ist oder hat es dann den Einzelpersonen. Was die 

machen es einfach ein riesen Thema ist und...auch wenn sie immer schön ist, wenn 
man sagt...jeder Tropfen ist halt einfach wichtig also alles, was jeder Schritt ist 

wichtig und so ist es trotzdem zu wenig um  das Thema einfach gut anzugehen und 
das macht mir auch als Eltern sorgen. Also Elternteil macht es mir Sorgen, dass 

einfach von oben so wenig passiert und ich mir denke ja, ich mit meinen 
Möglichkeiten kann vielleicht etwas langfristig in hundert Jahren viel bewegen. 

Aber wir haben nicht mehr die Zeit, also ich seh das schon so als Zeit Thema. Auch 
also auch dieses Argument was man ja immer wieder...also ich auch...also um 

Leute nicht unter Druck zu setzen sagte ich das eben auch, dass ich mein ja jeder 
geht jetzt deine Schritte und voll super, dass du dir schon Gedanken machst. Aber 
meinen durch das inzwischen einfach nicht mehr so, weil ich mir echt denke: Leute 
echt es geht nicht mehr, aber eben andererseits kann man halt finde ich nicht die 
Einzelpersonen in die Verantwortung ziehen, weil es dann immer nur dieser ganz, 

ganz kleine Bereich ist und das müssten die Großkonzerne sein, die in die 
Verantwortung gezogen werden und so.

5I_E_2302

00:06:02 Speaker K
Unterschiedlich. Also, wenn es jetzt gut läuft, wenn sie 

gesund ist und gut drauf und dings und der Alltag 
irgendwie funktioniert...dann ist es einfacher, dann bin 

ich teilweise so...ich bin schon genug mit ihr 
beschäftigt, teilweise so intellektuell, bin ich dann nicht 

unbedingt groß gefordert. Das fehlt mir schon 
manchmal, auch wenn es durch den Schlafmangel aber 

auch Input den mangelnden nicht unbedingt 
gescheiter im Moment. Es ist das eine, aber das andere 
wenn das nicht funktioniert..dass sie isst, zum Beispiel 
super schleissig, schlaf kaum und sie weint jetzt sehr 

viel, dann ist das schon auch sehr, sehr stressiger und. 
Das ist halt jetzt gerade so...

4I_KM_2302

00:42:50 Speaker K
Weil eigentlich unser Plan war, den Kinderwagen gebraucht zu kaufen und wir 

haben uns...oder ich hab mich ziemlich auf so eine Marke niederländische glaub 
ich Bugabu eingeschlossen und da gibt es natürlich mehrere Modelle. Und die 

heißen alle mit Tieren und voll lieb. Da gibts jetzt dann zum Beispiel... also war so 
für mich im Kopf ich möchte entweder den Kameleon 3 oder den Fox 2 haben. Und 
den Kameleon 3 gibt es vielfach gebraucht zu kaufen, den Fox weniger. Den Fox 2 

fast gar nicht, weil der ist ziemlich neu...zwischen gibt es den Fox 3 aber ist 
wurscht. Und dann waren wir die halt irgendwann die ausprobieren im Sommer im 

Babygeschäft und der Kameleon 3 war halt nicht annähernd das, was ich haben 
wollte. Der hat kleine Vorderräder, war nicht so ganz stabil, weil die Wanne war viel 

weiter unten...also das Baby war auch viel weiter unten. Und der Fox 2 der hat 
wirklich also der hat gewusst, was ich von ihm will. Der hat perfekt auf mich oder 
auf uns abgestimmt und der Fahrt sich nach wie vor einfach richtig leicht und toll. 

Und das hat überwogen. Weil ich ihn unbedingt haben wollte oder wir den 
unbedingt haben wollten. Als das das andere Modell eben nachhaltiger weise 

gebraucht.

4I_KM_2302

00:45:29.610
gaby: I mean we normally do put it into 
the washing machine. But they normally 

also put, for example, I do check it 
because I am a little bit...urg...hen it's 

mostly second hand. So I do check that 
they don't... normally they write it down. 
But normally I do check what it says. But 
at the end we just wash it and I normally 
get everything checked that it is perfect 

to use.

8I_G_2802 Segmentation

00:50:44.520
Felix: That's all sort of often a say misconception about protection of the 

environment and sustainability that it means I have to leave some of my desires. I 
have to limit myself to make the planet a better place or to not destroy the 

environment as much. And that is something that I think this encourages many 
people being conscious about the environment, including our parents generation. 
And there is one researcher from our parents generation named Hans Roslinger, 
but I don't know if you know him. you know him. He is Swedish and his field was 
like...his quest... .The quest of his life, but he passed away...it was to explain the 

world with numbers. And his key takeaway was towards his end of life was you can 
obviously instead of you can...you can avoid doing one bad deed. And that is then 

the value of one bad deed. So let's say going minus but instead of avoiding that 
you can do something good. By that you will always have a much bigger impact 

than restricting yourself on when we're limiting yourself when it comes to... I don't 
know...driving to vacations with your car instead of going on vacations with a 
plane. And this idea of, say, doing a good thing as opposed to not doing a bad 
thing. This is very interesting, and I do think if you create offers if you create 

options to do the right thing. They will eventually do it as well. And that's where 
you need companies like Patagonia that create a viable alternative to mass 

consumption, fast fashion paradigms that we still live in.

8I_G_2802

00:42:12 Speaker J
Ja, oder es gibt grad 

irgendjemanden in der 
Verwandtschaft, der grad 

ausmistet so in die Richtung 
würde ich das dann halt machen. 
Derweil ist sie erst 6 Monate also 
braucht sie keine Barbie Puppe.

10I_J_0503

To parents sustainability means 
more then materials, they also 
consider the social aspect and 
look for information about this 

when looking for products

Influence of 
becoming parent

Buying products 
for themselfs

00:44:14 Speaker 3
Aber jetzt ist wieder auch das ist wieder ein Privileg. Ja, 
ich muss mal sagen, dass wir halt einfach die finanzielle 
Möglichkeit gehabt haben. Und dann halt einfach auch 
mal...halt gerade ich glaube, dass es einen Unterschied 

macht, ob es das erste oder zweite Kind ist. Aber 
einfach beim ersten Kind was...da ist es die egalwenn, 
wenn du dich jetzt nicht hochgradig verschuldet. Es dir 
egal einfach es ist egal, nicht, aber es ist weniger wert. 
Und es ist genau jetzt das, wo du glaubst, da wird das 

Kind am besten drin sitzen und am besten darin 
schlafen. Und das ist dann zumindest bei uns, schon 
darüber über Nachhaltigkeit gegangen. Muss man 

eigentlich so sagen. Das ist bei uns einfach so.

4I_KM_2302

00:21:47 Speaker 3

Ich glaube, das letzte 
größere was wir gekauft 

haben, das war der 
Hochstuhl fürs Baby. Auch 

gebraucht und. Ja über 
Willhaben - Klassiker.

7I_L_2402

00:32:30 Speaker L

Ja, da hat sich in den letzten Jahren a bissl was 
geändert an meiner Denkweise. Ich habe am Anfang 
auch gedacht, dass ich das und das und das brauche 

ich alles . Damit mein Kind gut geht. 
Mittlerweile...denke ich je weniger desto besser. Ja also 

ich finde jetzt die zwei Sachen müssen Sie jetzt nicht 
ausschließen. Man muss einfach bewusst konsumieren 
und eben schauen welche Alternativen gibt's also? Ich 
muss jetzt alles neu kaufen, ich muss nicht alles beim 
online Riesen kaufen. Ich kann den Händler vor Ort 

unterstützen, wenn es was Neues sein muss.

7I_L_2402

00:19:22 Speaker 3
Ab und zu hab ich schon das Gefühl, dass 

das ich das ruhig ein bisschen lockerer 
angehen könnte. Dann merke ich schon 
wieder, wie wichtig mir das eigentlich ist 

und dass ich das eigentlich schon von mir 
aus mach. Aber ich will trotzdem nix 

erzwingen, also ist so immer noch Spaß 
machen. Das ist wichtig.

7I_L_2402

00:17:22 Speaker 2
Also, wenn der große Wünsche 

äußert, die jetzt nicht mit meinen 
Vorstellungen zukommen schau 
mal, ob man es vielleicht second 

Hand irgendwo herkommen. 
Also wir schauen immer 
Kompromiss zu finden.

7I_L_2402

00:02:26 Speaker E
Ja, und auch das eigene Wachstum fällt mir gerade dazu auf das passen sie auch zu 
dem Bild, dass jedes Kind einfach so unterschiedlich ist und man dadurch einfach 

permanent durch dieses...also wenn man sich entscheidet, für Individuelles 
begleiten, dass man sich selber einfach auch voll weiterentwickeln muss und offen 

sein muss für persönliches Wachstum. Genau weil einfach immer wieder neue 
Challenges kommen, gerade wenn man mehr als ein Kind hat. Beim ersten Kind 
denkt man nach, man hat das beste Konzept und dann kommt das zweite Kino 

merkt wo die gesamten Konzepte funktionieren beim Zweiten geht nicht mehr. Es 
liegt nicht an der perfekte Erziehung, sondern daran, dass dieses eine Kind halt 

einfach so waren. Das andere ist aber ganz anders.

5I_E_2302

00:24:24 Speaker E
Wenn ich dann sag: M., Ich hab mich echt 

angestrengt, haben alles gemacht, was 
irgendwie möglich war für uns als 

Kleiner. Aber leider ist einfach zu wenig 
von oben gekommen usw. Das ist also 

das ist für mich ein, kannst du dich selbst 
noch in den Spiegel schauen? Das ist 
auch sehr, also ist natürlich auch mit 

Egoismus verbunden, der jetzt bezogen 
ist auf mein Leben.

5I_E_2302

00:17:40 Speaker 1
Ok. Und wie ist für dich 

Nachhaltigkeit ein Verzicht?

00:17:54 Speaker 2
Hm, am Anfang schon 

mittlerweile eigentlich nicht 
mehr so ne.

7I_L_2402

Platfroms 
parents buy 

Second Hand

Product 
Criteria

00:22:31 Speaker 3

Wir haben schon einen für den großen 
Kopf und eigentlich, der hat gepasst für 

uns. Der ist von der Qualität super, dann 
findet man gebraucht gut. Also das war 
jetzt eigentlich net so da....Ja, wir haben 

es schon kennt und deswegen haben wir 
uns wieder mit einer entschieden.

7I_L_2402

00:24:03 Speaker 2
Ja gibt es irgendwelche Produkte, wo die ihr nicht so gerne Second Hand kauft...wo 

die ihr dann nachhaltige Alternativen sucht?

00:24:13 Speaker L
Ja, alle Hygiene Produkt. Eigentlich also...Milchpumpen zum Beispiel würde ich 
wahrscheinlich nicht gebraucht kaufen. Oder Babyfläschchen, Schnuller...lauter 

Sachen, die eben hygienisch rein sein soll.

00:24:38 Speaker 2
Ja, das versteh ich und da geht es einfach darum, dass, du wieder vorher erwähnt 

hast du willst das Beste für dein Kind? Du möchtest sichergehen, dass da jetzt 
keine Bakterien sind und es hygenisch ist?

00:24:52 Speaker 3
Ja genau.

7I_L_2402

00:24:55 Speaker 2
Sehr verständlich. Und so generell bei der Suche von Produkten. Jetzt beim 

Hochstuhl habt ihr ja den Hochstuhl gekannt, aber spielt mach mal Instagram oder 
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 beeinflussen, merke ich . Die von 
Instagram oder eher so Empfehlungen von Menschen, die ich vielleicht wirklich 

kennen, also die Elly zum Beispiel.

7I_L_2402

00:25:40 Speaker 2
Ja, das heißt du, du hast in so einem ein bisschen ein Netzwerk an anderen Mamas, 

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

Influence of 
social media

Social Network 
(offline)

Pressure
Sustainability

00:26:46 L:
So ist es nach der Geburt vom ersten Kind gegangen. Also da hab ich auf jeden Fall 

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:
Ach so. Ich glaub, weil mal eben immer die auf Instagram eben...die perfekten 

Bilder gesehen hast. Die von aufgeräumten Zimmer und so...Aber auch teilweise 
das...du darfst es nur so machen und nicht anders, weil wenn es anders macht, ist 

es schlecht für dein Kind...so in die Richtung. Aber mittlerweile habe ich ja zum 
Glück raus gefunden aus dem. Und ich benutz Instagram mittlerweile nur als 

Inspirationsquelle.

7I_L_2402

Pressure 
Parenthood

00:27:53 Speaker E
(...) Und war dann vielleicht auch noch damals bei dem Druck war da auch noch 

extra Druck, nachhaltig zu sein für dich? Oder war es einfach nur mehr wie du das 
Kind erziehst, das das ordentlich ist, dass du eben die richtige 

Erziehungsmethoden hast und was weiß ich?

00:28:25 Speaker L
Ja schon an Nachhaltigkeit. Ich mein früher war es eher so, dass ich die einzige war, 

die Stoffwindeln und genutzt hat. Ja, man ist dann meistens schon mal komisch 
angeschaut worden. Oder wenn du bestimmte Dinge nicht kaufen wolltest, obwohl 
das andere auch kaufen weil du eben.... .Schwer zu erklären! Aber da war eher der 
Druck, dass du komisch angeschaut worden bist , wenn dir das Thema im wichtig 

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

00:29:25 Speaker E
Okay also, wenn ich das richtig verstehe früher warst du so eine Öko Mama und 

man fand es ein bisschen komisch und jetzt finden es irgendwie alle ganz cool, wie 
du das machst?

00:29:35 Speaker L
Genau und es machen auch mehr mit!

7I_L_2402

00:29:51 Speaker L
Manchmal ja also mir ist wichtig, dass 

wenn...sie was wissen wollen und sie zu 
mir kommen und das ich nicht sag du 
musst das so oder so machen. Ich Hab 
glaub das baut eben so Druck auf und 
dann passiert ihm oft gar nichts, wenn 

man dann Druck spürt

7I_L_2402

00:30:45 Speaker L
Und dann ist es so wichtig, dass man eben... .Es muss 

ja nicht... . Also das eine Thema, was für die eine 
Familie klappt und das andere für die andere. Also es 

ist keine Einbahnstraße es gibt Tausende 
Möglichkeiten, wie man nachhaltig sein kann.

00:30:59 Speaker E
Ja ja genau und du würdest dann einfach sagen, dass 

jeder für sich sein Weg finden kann?

00:31:06 Speaker L
Genau einfach ausprobieren, ja.

7I_L_2402

Finding 
information is a 

lot of effort

00:33:20 Speaker E
Ja, aber hast du das Gefühl also dieses 
bewusst konsumieren und dieses man 
muss nicht alles online kaufen...ist es 

schwierig sich zu erkundigen, was 
nachhaltiges und was nichts, also diese 

ganze Informationssuche?

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

7I_L_2402

Identification of 
a sustainable 

product

Accessibility of 
sustainable 
information

00:36:30 Speaker E
(...)Aber würdest du dann generell sagen, es ist einfach 

ein nachhaltiger Eltern zu sein oder nachhaltige 
Elternteil zu sein?

00:37:30 Speaker L
Ich würd sagen wenn man sich das wirklich dafür 

entschließt, was man nachhaltig sein möchte ist es 
definitiv machbar. Einfach...es wird mit der Zeit einfach. 

Also, sobald das Umdenken stattgefunden hat, finde 
ich dich auf jeden Fall einfacher aus vorher.

7I_L_2402

Making a 
sustainable 

lifestyle easier

00:39:17 Speaker E
Ja, und wenn man generell Konsum reduzieren will, gibt es da vielleicht noch ein 

paar Tipps, die du geben würdest?

00:39:29 Speaker L
Also überleg mir mindestens eine Wochen lang hab ich das wirklich brauch, als ob 

wir das wirklich brauchen. Und wenn es dann wirklich nicht aus dem Kopf geht und 
ich der Meinung sind wir brauchen das auf jeden Fall. Dann schau ich ob, ob ich 

eben gebraucht irgendwoher gekriegt und wenn das nicht der Fall ist, dann schaue 
ich, ob ich vielleicht im Bekanntenkreis, im Freundeskreis oder ob ich tauschen 

kann oder mieten kann. Und wenn das alles nicht geht, dann schau ich halt, dass 
es vielleicht ein Händler vor Ort unterstützt. Oder schau ob ich es beim Online 

Händler meines Vertrauens bestellen kann?

7I_L_2402

00:37:58 Speaker E
Okay, das ist schön. Was wären so also das wäre jetzt auch so meine letzte Frage 
was wären so Tipps, die du anderen Eltern geben würdest, dass sie nachhaltiger, 
also, wenn sie sagen, sie wären gerne nachhaltiger? Lena was kann ich tun? Was 

für Tipps würdest du da geben?

00:38:21 Speaker L
Ah, ich würde mit Baby Steps anfangen. Die Klassiker, wie mit Stoff Taschen 
einkaufen gehen...die üblichen Sachen, die jeder machen kann. Aber eben 

dadurch, dass Kinder so schnell wachsen schauen, dass man ganz viel Second 
Hand kauft. Es gibt ja alles gebraucht zu kaufen. Man muss nicht nur mehr 

Ressourcen verbrauchen. Mhm und vielleicht aber mann Flasche benutzt auf 
Glasflaschen umsteigen oder wen es interessiert Stoffwindeln oder Windel frei? Ja, 

das wären so die ersten Schritte würd eich sagen

7I_L_2402

00:33:40 Speaker E
Ja, ja und wie gehts dir damit? Hast du das Gefühl du 
kannst gut rausfinden, ob etwas nachhaltige ist oder 

nicht? Was sind deine Kriterien?

00:33:54 Speaker L
Es kommt drauf an, wie mein aktuelles Zeit Pensum ist. 

Also ob ich wirklich Zeit dafür hab, dass ich jetzt eine 
aufwändige Suche machen kann, recherchieren kann. 
Wenn ich mir das grad nicht leisten kann, dann greife 

ich einmal auf einfache Lösungen zurück .

7I_L_2402

A lot of time in 
needed to find the 
right information

00:33:40 Speaker E
Ja, ja und wie gehts dir damit? Hast du 

das Gefühl du kannst gut rausfinden, ob 
etwas nachhaltige ist oder nicht? Was 

sind deine Kriterien?

00:33:54 Speaker L
(...) Aber wenn es mir grad möglich ist, 
dann schau ich schon, dass ich schon 
schau, wo kommt das Produkt her? Ja, 

wie ist das hergestellt worden? Wie 
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 rausfinden, ob 

etwas nachhaltige ist oder nicht? Was sind deine Kriterien?

00:33:54 Speaker L
Es kommt drauf an, wie mein aktuelles Zeit Pensum ist. Also ob ich wirklich Zeit 

dafür hab, dass ich jetzt eine aufwändige Suche machen kann, recherchieren kann. 
Wenn ich mir das grad nicht leisten kann, dann greife ich einmal auf einfache 

Lösungen zurück . Aber wenn es mir grad möglich ist, dann schau ich schon, dass 
ich schon schau, wo kommt das Produkt her? Ja, wie ist das hergestellt worden? 

Wie waren die Arbeitsbedingungen ja.

00:34:29 Speaker E
Und findest du das einfach raus? Also wo es produziert ist und die 

Arbeitsbedingungen ist das einfach rauszufinden?

00:34:37 Speaker L
Nicht überrall na, es gibt mittlerweile ein paar Firmen und Hersteller die das gut 
ausschildern. Aber ich würd sagen beim Großteil. Ist es immer noch schwierig 

heraus zu finden, ja.

7I_L_2402

Creating 
trust

00:34:57 Speaker E
Kennst und obwohl es so schwierig ist wie kannst du dich dann für ein Produkt 

entscheiden? Ob das nachhaltig ist oder nicht, das da dann vertrauen oder gibt es 
da irgendwelche Faktoren, die dir da helfen das zu verstehen?

00:35:15 Speaker L
Manchmal ist es definitiv vertrauen, ja. Ja, wenn ich es wirklich nicht außer finden 
kann, ob das Produkt wirklich meinen Kriterien entspricht aber eben das dringend 

braucht wird dann vertrau ich drauf.
00:35:44 Speaker L

Ja gibts da Sachen  wie eine Firma...dass  es gibt manche Firmen den du mehr 
vertraust kannst...wie können diese Firmen dein Vertrauen gewinnen mehr oder 

weniger?
00:36:00 Speaker E

Durch Offenlegung der Arbeitsbedingungen vor allem. Wo es hergestellt worden 
ist. Manche Firmen werben auch viel mit solchen Videos, wie es eben produziert 

worden. Das schafft auch Vertrauen, muss ich sagen. Hundertprozentig sicher sein 
kann man sich natürlich nie.

7I_L_2402

00:03:01 Speaker L
(...) Generell auch die 

Nachhaltigkeits Themen 
und ja, das ist einfach alles 
viel aktueller seit ich Mama 

bin.

7I_L_2402

00:04:38 Speaker L
Am das man sieht, wie Nahrung 

wachst, wie sie geerntet wird. 
Wie man...das ein Huhn ein Ei 

legt und. Ähm, dass das gehegt 
und gepflegt werden muss und 
das mal eben...Lebensmittel mit 

Respekt behandeln soll.

7I_L_2402

00:12:28 Speaker L
Sobald das Kind auf der Welt ist 
möchte ich eigentlich immer das 

Beste fürs Kind. Und das soll 
auch  immer so bleiben, also 

auch wenn ich irgendwann nicht 
mehr auf dieser Welt bin, dass es 
meinen Kindern trotzdem noch 

immer gut geht.

7I_L_2402

00:06:21 Speaker L
Ja also. Hmm, wir sehen die 
Pflanzen an, wir pflegen sie 

dann, wir helfen beim Wachsen 
und wir machen das eigentlich 

einfach...und wenn sie Lust und 
Laune haben, dann dürfen sie 

mitmachen.

7I_L_2402

00:05:28 Speaker L
Mir ist wichtig, dass sie mit 
Tiere aufwachsen und dass 

wir generell ganz viel im 
Wald sind, dann ganz viel 

draußen sind...

7I_L_2402

Origin 
sustainable 

mindset

00:10:14 Speaker L
Ja genau...also ich möchte 

nicht, dass sie dann 
unseren Schaden 

aufräumen müssen und 
dass sie auch noch was von 
der Welt haben in der wir 

leben.
7I_L_2402

00:09:15 Speaker L
Das ist eine gute Frage ich glaub, das ist 

das...ja, eigentlich hab ich es schon 
immer in mir gehabt(...)Ja, einfach die 

Idee gehabt die Welt der nächsten 
Generation so zu hinterlassen, dass die 
auch noch Die darauf leben kann. Und 

nicht hinter uns zusammen räumen 
muss ja.

7I_L_2402

00:07:45 Speaker L
Also Vegetarierin war ich schon immer und mir war 
Tierschutz und Umweltschutz immer wichtig. Aber 

durch die Kinder bin ich dann noch mehr zum 
Umdenken kommen und seitdem haben wir unsere 
Ernährung auf vegan umgestellt. Bis auf die Eier, die 

unsere Hühner ab und zu legen. Eben auch dass Kinder 
so viel Gewand brauchen weil sie wachsen...Ja, aber 

das Thema mit den Windeln...da hab ich dann einfach 
auch nach Alternativen gesucht und? Daraus haben sie 
dann eigentlich immer mehr Themen ergeben und...ja, 

da kommen immer wieder neue dazu.

7I_L_2402

Sustainability 
as a process

00:07:45 Speaker L
Also Vegetarierin war ich schon immer und mir war 
Tierschutz und Umweltschutz immer wichtig. Aber 

durch die Kinder bin ich dann noch mehr zum 
Umdenken kommen und seitdem haben wir unsere 
Ernährung auf vegan umgestellt. Bis auf die Eier, die 

unsere Hühner ab und zu legen. Eben auch dass Kinder 
so viel Gewand brauchen weil sie wachsen...Ja, aber 

das Thema mit den Windeln...da hab ich dann einfach 
auch nach Alternativen gesucht und? Daraus haben sie 
dann eigentlich immer mehr Themen ergeben und...ja, 

da kommen immer wieder neue dazu.

7I_L_2402

Next 
generations

Difficulties
00:13:08 Speaker L

Ähm ja dadurch, dass wir im Land wohnen. Wir haben 
keine öffentliche Verbindung da her. Wir sind auf das 

Auto angewiesen. Das ärgert mich schon ziemlich, 
muss ich sagen. Aber ja, ich kann auch nicht mit dem 
Fahrrad einkaufen fahren, weil das alles zu weit weg 
ist. Darum würden wir, wenn wir was Eigenes kaufen 

eben schauen, dass das eventuell zu Fuß oder mit dem 
Fahrra erreichen wäre. Ja...das ist der Hauptpunkt 

eigentlich.

7I_L_2402

Sustainable 
actions

00:14:04 Speaker L
Wir benutzen eigentlich kaum 

Wegwerfwindeln. Wir bauen eben viel 
Obst und Gemüse selber an. Und wenn 

wir einkaufen achten wir darauf, dass ich 
einigermaßen unverpackt ist oder 

Mehrweg Gas oder wir nehmen unsere 
eigenen Boxen mit. Und....ja und 

Kinderkleidung und Spielsachen werden 
hauptsächlich gebraucht kaufen.

7I_L_2402

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

man sollte nix erzwingen weil meine 
Kinder sind schon merken das 

Nachhaltigkeit, Spaß, macht und nicht 
Verzicht bedeutet oder so. Es soll schon 

vor allem Spaß machen. Und...ihnen 
selbst sollte es schon wichtig sein und 
nicht das erzwungene. Ich glaub dann 

sonst führt es irgendwo hin

7I_L_2402

00:14:46 Speaker E
(...) man liest ja immer mehr von 
der Klimakrise hat, machst du dir 
da viele Sorgen? Ist es belastend 

für dich?

00:15:26 Speaker L
Auf jeden Fall ja. Also das geht 

nicht spurlos an mir vorbei.

7I_L_2402

Concerns 
Climate crisis

00:16:36 Speaker L
Dadurch, dass wir Ihnen das eigentlich 
vorleben und sie mitmachen können, 

wenn sie wollen. Und ja, ab und zu 
machen wir auch Spiele draus bis zum 

Beispiel, wenn irgendwann Müll 
herumliegt, dann sammel mal auf, 
oder...ja so Müll- Aufsammel- Spiel.

7I_L_2402

Every child is different 
an there is not one 

solution, which fits all

00:06:48 Speaker E
Ja, es ist schon ein anderes Bild, auch noch das Bild mit der Frau, die da oben...die 

hockt mit dem Monster hinten drauf. Das hat aber weniger mit den Kindern zu tun, 
sondern mit der Gesellschaft mit dem gesellschaftlichen Druck, den an denen 

Eltern besonders eben Mütter ausgesetzt sind. Was eben Kindererziehung betrifft. 
Kindererziehung, aber eben auch der Stellenwert vom Mutter sein, wenn man es 

quasi hauptberuflich macht, dass man sagt, man ist einfach längere Zeit zu Hause, 
das einfach kaum Anerkennung findet.  Also dieser Gesellschaftliche Druck und die 
fehlende Anerkennung und dass das einfach unnötige und immense Belastung ist, 

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

5I_E_2302

Mental 
Load

00:08:17 Speaker E
In dieser Situation, dass das einfach die Erwerbstätigkeit mehr wert hat in unserer 

Gesellschaft und dementsprechend sehr viel von den Arbeiten, die einfach 
nebenbei im Kopf laufen, dass die überhaupt keine Anerkennung finden und auch 
kein Platz haben und zu selbstverständlich sind und das überhaupt nicht gesehen 
wird oder anerkannt wird, was das eigentlich für Arbeit ist, die da im Hintergrund 

abläuft. Dass man ja eigentlich als dann Mutter oder auch Vater, wenn man 
zuhause ist, einfach...wie einen Manager Job eigentlich hat! Und so soll man dann 
aber noch eine Erwerbstätigkeit haben und dazu sagen wir noch gute Ehefrau sein 
und weiß ich nicht was alles. Und dass diese Arbeit einfach so schlecht aufgeteilt 
wird. Dass wir einfach nicht mehr wie früher dieses Dorf haben, wo viele Frauen 
sich dann Unterstützen und es sind einfach tendenziell natürlich Frauen - oder 

leider noch! Und genauso Früher hat es jetzt einfach die Unterstützung im quasi 
Dorf gehen, beziehungsweise in der Gemeinschaft, wo einfach mehrere 

Generationen zusammengewohnt haben. Jetzt hat sich dieses Konzept total 
verändert und das ist oft nur noch Mutter, Vater, Kind. Aber der Vater übernimmt 
nicht den Teil, der notwendig wer von der Care Arbeit und dementsprechend ist 
einfach in diese mentale Belastung für meisten eben die Frauen hier hoch und 

eben auch sehr belastend im gesamten Leben. Was sich eben dann da finde ich 
eben auch auf die Kinder auswirkt und auch eben auf die Beziehung und ja eben 

aufs Ganze.

5I_E_2302

00:09:54 Speaker E
Genau! Diese Dauer Kritik auch, dass naja, wenn man 
irgendwas...egal wie man es ist ja gar nicht so nicht ob 
man irgendwas falsch macht und dann eben...Thema 

zum Beispiel ist stillen. Stillst du nicht ist es falsch stillst 
du zu lang ist es falsch stillst du wie auch immer...so 

lasst du das Kind zu lange nuckeln ist es falsch, lasst du 
es zu schnell nicht mehr trinken und sagt nein für mich 

gibts da einfach ganz klar Grenzen auch falsch. Es ist 
immer, es ist einfach immer alles falsch. Während 

andersherum die Männer einfach das volle Lob ernten, 
wenn sie irgendwas tun. Und genau das ist halt einfach 

so dieser Schatten, der irgendwie finde ich übers 
Muttersein liegt vor allem durch die Gesellschaft 

einfach.

5I_E_2302

Showing the 
child how to be 

sustainabale

Aber auch selber aktiv beizutragen, dass einfach die Kinder einfach eine bessere Welt 
haben. Im Bezug jetzt auf Nachhaltigkeit, Umweltschutz, aber eben auch Nachhaltig, was 
das Miteinander betrifft. Also ich finde Ethik ist einfach auch ein ganzer großer Wert, den ich 
den Kindern einfach mitgeben möchte, weil das für mich eben auch zur Nachhaltigkeit dazu 
gehört. Was sehr oft nicht mitgedacht wird, weil es ihm auf dem einfach nur darum geht, 
dass man sagt ja, ich glaube die Bio Produkte zum Beispiel, das ist schon nachhaltig oder 
sowas. Und dann ist es aber eben zum Beispiel trotzdem Massentierhaltung Bio, das Bio 
heißt ja auch nicht wirklich viel, außer dass das Tiere halt mit Bio Essen versorgt worden 
ist...am voll spalten Boden oder sowas. Also es gibt ja schon ein paar Einschränkungen, aber 
es ist ja im Prinzip nicht wesentlich besser oder sowas. Und für mich ist Nachhaltigkeit 
einfach sehr großes. Also ähnlich eigentlich wie diese vegane Bewegung, wenn jetzt nicht 
sagt veganes Essen, was hier einfach nur pflanzliches Essen ist, sondern vegane Bewegung 
und wo man sagt das ist das Ziel so gut wie möglich auf tierische Bestandteile zu verzichten 
und auf tierisches Leid zu verzichten. Und das ist eben für mich auch Nachhaltigkeit. Eben 
auch, dass es nicht nur um essen oder auch zum Beispiel nachhaltige Mode geht, sondern 
auch das Bewusstsein. Brauch ich so viel Gewand. Brauch ich so viel...keine Ahnung an 
unterschiedlichen Essens, Sachen Ersatz, Produkten, die in Plastik verpackt sind. Eben wo 
kann ich da einsparen? Und eben wie geht es auch der Ganzen...den ganzen Menschen, die 
in dieser Handelskette involviert sind, beziehungsweise den Tieren der Umwelt und so 
weiter. Also es ist für mich sowas ganz Großes eigentlich, was nicht an irgendeinem Punkt 
dann fertig ist. Deswegen bin ich auch immer so kritisch. 

00:11:37 Speaker E

(...) und ich selbst weiß aber auch 
es ist ein Weg, aber ich find ganz 

klar, dass wir auch gewisse 
Punkte haben, die noch 

überhaupt nicht nachhaltig sind 
nur sehr wenig oder zu wenig.

5I_E_2302

00:11:37 Speaker E

Wobei eben trotzdem Dinge 
sind, wo ich weiß...auch wir sind 
einfach am Weg und wir machen 
gewisse Dinge nicht richtig und 

nicht so, wie es sein sollte, wie es 
notwendig wäre.

5I_E_2302

Sustainability 
is a privileg

00:11:37 Speaker E
Aber das ist halt immer noch so ne Frage von den eigenen Möglichkeiten, von den 

eigenen Energie Pensum...ist auch Privilegien Frage finde ich. Also wir sind das sehr 
privilegiert mit dem was wir einfach an Wissen schon mitbekommen haben. 

Deswegen bin ich auch meistens so, dass ich nicht verurteilt, auch wenn ich dann 
eben mit denkbar es ist zu wenig wenn du einfach nur sagst ja, ich fahr jetzt auch 
nicht mehr mit dem Auto zum nächsten Lidl und ich mir denken, dass ist ja echt 

nichts.Aber viele Menschen das unterschätzt nur einfach voll haben einfach nicht 
die Privilegien die ich hab. Das einfach so viele schon Vorarbeit geleistet worden ist 

durch meine Familie, dass wir so viel Unterstützung haben, dass wir auch so 
wohlhabend sind, dass wir uns das alles zu leicht leisten können ohne...also auch 

das, das wir uns leisten können, darüber nachzudenken allein schon. Weil auch oft 
ist im Kopf drinnen zum Beispiel auf Fleisch zu verzichten ist zu teuer was 

überhaupt nicht stimmt, aber wenn du nicht reich genug bist, um dieses Thema 
einfach gar nicht angehen zu können. Dann denkst du ja gar nicht weiter drüber 

nach...wenn du sagst ich hab nicht die Zeit und nicht die Energie mich da 
einzulesen ob es wirklich teurer oder weniger teuer ist und das ist glaube ich auch 

einfach ganz großes Thema. Das Thema im Privilegien das selbe dann oft das 
Gefühl hat naja, Leute sollten halt einfach ein bisschen mehr machen und das ist 

aber eben nicht ganz  so einfach.

5I_E_2302

00:17:59 Speaker E
Obwohl wir uns immer wieder Gedanken 

machen Dinge Second Hand zu kaufen 
und ist trotzdem so, dass wir manchmal 

sagen oder eigentlich relativ häufig sagen 
schneller ist, wenn wir einfach bestellen 
oder schnell einkaufen und dann haben 
wir und dann ist es immer innherhalb 

von einem Tag oder wir kaufen es dann 
direkt in der Stadt.

5I_E_2302

00:21:16 Speaker E
Ja also meine Sorge ist tatsächlich ist glaub ich echt 

einer der wenigen Themen, wo ich wirklich 
Zukunftsängste hab. Und ich glaube ich bin 

grundsätzlich in meinem Leben relativ Angst frei. Es ist 
jetzt keine Angst, die mich schlaflos machen lasst. Aber 

die mir einfach immer wieder soll ich mir Gedanken 
mache. Und wenn die Kinder...zum Beispiel die M. 

erzählt  und wenn ich dann mal erwachsen wird und 
ich so und so viel Kinder habe, gibt es schon Momente, 

wo ich mir denke, falls es noch eine gute Welt gibt, 
sonst würde ich dir raten, keine Kinder zu kriegen weil 

das ist einfach nicht eine gute Zeit dafür.

5I_E_2302

Also ich hab einfach effektiv Sorge einfach vom vor der Klimakrise, die dazu führt, dass die 
Kinder kein Lebens wertes Leben mehr haben. Weniger deswegen, weil in den Ländern, wo 
wir leben, so heiß werden wird oder sowas. Sondern einfach deswegen, weil aufgrund der 
Situation in anderen Ländern die Zuwanderungsströme wahrscheinlich so gravierend sein 
werden, dass wir uns irgendwann dann halt um Wasser bekriegen oder um Wohnraum. 
Und genau das, das seh ich ehrlich gesagt als das größte Problem. Also ich glaube, dass 
auch da wieder die Privilegien wieder sehr, sehr groß sind bei uns, dass wir einfach in einem 
Land sind wo relativ wenig passieren wird. Zumindest in unserem Lebenszyklus 
noch...beziehungsweise dem Lebenszyklus von unseren Kinder. Und wir das ja auch wieder 
drauf verlassen können, die kennen wir ja schon gar nicht mehr die Urenkel. Da kann es 
und auch schon wieder egal sein.  Aber in die Ur- Enkelkinder sind andererseits ja auch 
wieder die Enkelkinder von unseren Kindern und so. Also das ist ja auch nicht ganz so. Man 
wünscht sich natürlich, dass es den Menschen, die man halt in seinem Leben hat, das es 
ihnen gut geht. Aber es ist halt wirklich so, dass, dass ich Angst davor habe, dass das es 
einfach einen Krieg gibt, also einen Krieg um Ressourcen, um einen Rohstoffe, um 
tatsächliches Überleben. Und das sind dann schon so Gedanken, wo ich mir danach immer 
wieder überlegt was macht jetzt mehr Sinn? Sich selbst zu schützen, indem er sagt, man 
wird einfach so reich, dass man zu den Menschen gehört, die sich schützen können durch 
Mauern, durch irgendwo anders leben, wo halt sonst niemand reinkommt oder sowas. Wo 
wir eben eher tendenziell gute Chancen haben, dass wir einfach dann irgendwann in der 
Situation sind, wo wir dann an den Grenzen die Leute einfach dann umbringen, damit sie 
nicht in unser Land kommen und uns unsere Wohnungen niederrennen und das Wasser 
nehmen und so. Oder ist es noch besser, den Kindern einfach einen Survival Kurs zu 
schenken. In dem Alter wo sie das irgendwie mitkriegen. Beziehungsweise selber eben sich 
zu überlegen, wie überlebt, man, wenn es wirklich darum geht, wenn Ressourcen knapp 
sind, wenn niemand mehr, also wenn gewisse Handels strecken nicht mehr funktionieren 
und so weiter. Also das ist schon so ein seine Zukunfts Ding wo ich mir denk... 2050 ist halt 
einfach nicht mehr irgendwann und zweitausendhundert ist auch nicht mehr irgendwann. 
Das sind so die Gedanken dazu ja. 

00:24:24 Speaker E
Ja, glaub ich das ist der Hauptgrund. Also ich glaub für mich selber ohne Kinder 

würde ich auch weniger machen. Also ich würds es glaub ich trotzdem 
mitbekommen haben durch mein Elternhaus. Aber mit dieser Verantwortung, die 

man einfach hat, wenn man...die Kinder also ich, ich kann es mit meinem 
Gewissen, glaub ich gar nicht vereinbaren. Also mit dem Wissen also, das ist ja 

auch wieder so, wenn du was nicht weißt, dann kannst du es sehr schwer 
umsetzen und dann kannst du auch irgendwann sagen es tut mir voll leid, dass das 
so passiert ist ich habe es nicht gewusst. Aber ich mit meinem Wissen könnte das 

mit mir überhaupt nicht vereinbaren, wenn die M. mit 50 sagt: Wie war das 
möglich, dass ihr nichts gemacht hat?

5I_E_2302

00:27:27 Speaker E

 Ja. Gesundheit und 
Nachhaltigkeit.

7I_L_2402

Reseach
00:27:27 Speaker E

Und da habe ich mich eben 
auch ein bisschen 

eingelesen und auch einen 
Experten gefragt (...)

5I_E_2302

00:27:27 Speaker E
(..) wobei ich jetzt 

inzwischen aber auch da 
wieder also ich bin immer 

so überlegen, neue 
Möglichkeiten zu finden (...)

5I_E_2302

00:27:27 Speaker E

Das sind genau diese Überlegungen, die viel Zeit und 
Energie brauchen, die dementsprechend dann aber 
auch diese Belastungen sind, wie man sich einfach 

sparen könnt. Es gibt, das was es im Geschäft gibt ich 
nehme einfach das, ich mach es mir selbst einfach. 
Aber da habe ich diesen eigenen Anspruch an mich, 
dass ich das nicht einfach mach, weil ich eben diese 
Verantwortung einfach sehe in der Zukunft für die 

Kinder.

5I_E_2302

00:30:48 Speaker E

Genau das, aber das ist eben auch was, wo ich mein aus Kostengründen ist es 
sinnvoll, aber vor allem was die Müll Produktion betrifft, das ist halt echt 

unglaublich viel weniger Müll den du hast, wenn du mit Stoffwindeln wickeltst. Und 
einfach da ist, aber eben also für mich ist das Argument wenn ich mit Leuten 

rede...Warum Stoffwindeln, dass ich auch immer dazu sage es ist weit weniger 
Geld! Weil das Geld Menschen tendenziell meiner Meinung nach viel mehr 

anspricht als weniger Müll....weil man sagt, Na ja gut, wenn produziert der Nachbar 
eben eher auf mehr als ich also das kann ich jetzt schon machen, aber weniger 
Geld heißt mehr Urlaub oder mehr andere Dinge, die ich mag und da gibt es ja 
auch das kann man ja auch einfach Artikel durchlesen. So sehr ein immenser 

Unterschied.

5I_E_2302

00:32:10 Speaker E
Einerseits viel aus der Familie also, wir 

haben einfach viele Familienwissen also 
Stoffwindeln zum Beispiel...hab ich 

selber...kriegt ich halt mal einen Artikel 
mit, weil wir anders das teilt, aber da ist 

einfach viel aus der Familie, was man halt 
irgendwie mitübernimmt und dann halt 

vielleicht noch nach hinterfragt...

5I_E_2302

00:33:01 Speaker E
Also Beispiel wäre für mich jetzt 

zum Beispiel Hipp das halt 
einfach überhaupt nicht Bio ist 

oder Nachhaltig ist. Aber die 
haben ja Zertifikate alles selber, 

das ist ja das Hipp Bio das ist halt 
kann ja keine Aussage.

5I_E_2302

Zertifikate

00:33:01 Speaker E
(...) ich achte auch immer auf die 

sowohl die Sachen produziert 
werden. Also ist welchem Land 

oder sowas. Schau mir auch 
immer die Inhaltsstoffe an, oder 
auch bei ihm zum Beispiel Plastik 

Produkten oder halt 
hergestellten Produkten.

5I_E_2302

00:33:01 Speaker E
Was vielleicht ein gutes Beispiel ist unser Rad Anhänger Wir haben uns für den 
teuren Rad Anhänger entschieden, für den den Cherio statt dem Cruiser. Der 

Cruiser kostet, glaube ich nicht einmal ein Drittel. Aufgrund von wo ist er 
produziert worden, wie sind die Bedingungen einfach... die Arbeitsbedingungen. 
Wie schaut es eben aus mit Schadstoffen in den Einzelteilen... also Schadstoffe 
generell sind mir richtig, dass es darauf dann achte. Genau und wie ist auch die 
Langlebigkeit und so. Eben auch generell einfach ein Produkt zu nutzen das 20 

Jahre halten, aber dafür teurer ist, statt eben dann dreimal das günstiger zu kaufen 
und vielleicht auch günstiger rauskommt. Und wesentlich nachhaltiger... so ist ja 

preis ist ja ist ja immer die Frage was ist Preis, es ist ja nicht nur Geld, sondern 
Preis ist ja, dass du zahlst. Und wenn ich jetzt was günstigeres...ein günstigeres 

Geld...weniger Geld hergebe, dann zahle ich ja vielleicht trotzdem einen höheren 
Preis, weil einfach die Gesundheit darunter leidet, eben spätestens langfristig, 

wenn einfach so viel Sachen produziert sind, dass wir irgendwann mehr Plastik im 
Meer haben als Fische.

5I_E_2302

00:35:29 Speaker 3
Also wennn...also auch diese wie heißen diese diese Seiten? Die nicht TÜV geprüft 

sonst geht dann eben diese Vergleichsseiten. Stimmt! Stiftungwarentest! 
Schminkprodukte habe ich jetzt zum Beispiel vor kurzem nachgeschaut... also 

Schminke für Kinder. Und da waren halt auch Vergleich einfach mit wie viel Farben 
sind drin? Wie Decken sind die Farben? Und dann war schon auch dabei, im ob es 
mit Erdöl ist oder nicht oder sowas oder mit Parfumstoffe oder so. Aber das sind 

dann im Prinzip nicht die Kiriterien, die mir so wichtig sind. Und da man muss dann 
auch wieder schauen auf der richtigen Vergleichsseite weil wieviel Farben sind, ist 

mir total egal wenn sie jetzt an Tieren getestet worden sind und das sind aber 
mega viele Farben drin interessiert mich das halt nicht. Genau

5I_E_2302

00:37:06 Speaker E
Ja, also, es gibt so ausgewählte Leute, die ich also, denen ich folgt, zum Beispiel auf 
Instagram also ich find diesen Begriff Sinnfluenza echt gut dabei. Weil es echt viel 
Schwachsinn gibt es so Social Media! Aber es gibt halt wirklich auch Leute die echt 
sinnvolles qualitatives Wissen weitergeben wo du echt viel davon lernen kannst. 
Und auch merkst das ist authentisch und da ist auch was dahinter, denen kannst 

du dann auch im Vertrauen. Also weil es ist ja auch schlussendlich musst du ja 
irgendwann aufhören zum zum Suchen und zum Forschen, sondern muss 

irgendwann vertrauen.

5I_E_2302

00:37:06 Speaker E

Also es geht ja nicht, dass du dich unendlich in alle 
Bereiche rein informierst und dann kannst du deinen 
Job aufgeben und dann kannst du einfach ein einer - 

ich informiere mich über Dinge – Beruf machen. 
Genau, deswegen braucht es für mich halt dann immer 

irgendwo diese Menschen, die denen ich soweit 
vertrauen kann, dass ich ihnen glaubt, dass sie wissen, 
dass die Quellen, die sie auf die sie sich beziehen, das 
die wertvoll sind, zum Beispiel. Genau da gibt es Leute 

im nachhaltigen Bereich, da gibt es Menschen im 
Gesundheitsbereich, denen ich folgt, wo ich so welche 

dieses Vertrauen auch hab.

5I_E_2302

00:37:06 Speaker E
Und auf der S. ...also für mich ist auch so, wenn ich Menschen folgt, wo das nicht 
ganz so ist, dass ich dann nicht immer voll vertrauen und manchmal auch Sachen 
sind, die nicht so, wo ich mir nicht so sicher bin. Dann frage ich bei Fakten, auch 

beim Stefan nach, also wo ich einfach sagt du Schau, der hat das und  das 
geschrieben macht das Sinn?  Und erschaut sich das an und sagt dann Blödsinn 

oder nicht Blödsinn. Und da vertraue ich dem Stefan halt auch wieder, wegen der 
Faktenlage an sich. Also da geht es nicht um das Thema selber...ob dass Thema 

falsch ist oder sowas. Sondern einfach nur um wie es sind diese Fakten zustande 
gekommen oder sowas. Und das ist ja sowas was oft also was ja Studien lesen so 

schwierig macht...irgendwie das auch Studien dann hergenommen werden die gar 
nicht wesentlich sind. (...)Und das ist halt einfach Blödsinn und genau das macht 
dann finde ich das Studien lesen das ist schwierig, wenn man einfach nicht weiß 

worauf muss man achten. Und da braucht es dnn finde ich einfach einen Experten 
an oder es ist gut, wenn man halt irgendwo einen Experten hat, dem man vertraut 

und von dem man weiss, der kann Studien lesen.
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Scientific 
Articles/Studies

Talking 
to 

experts

00:41:32 Speaker E 
Ja! Teilweis schon. Aber ich, ich löse mich davon immer mehr. Also ich merke, dass das 
einfach mir nicht guttut und dass das auch was ist, was sich gesellschaftlich ganz 
fürchterlich find. Dieser Anspruch einfach, aber das ist halt, was man über Generationen 
mitbekommt und dementsprechend ist es auf jeden Fall da auch, dass ich mir einfach eben 
mehr Gedanken mache. Wobei das also das Gedanken machen ist sicher nicht nur 
deswegen so, weil das quasi von außen so gefordert wird, das glaube ich nicht. Sondern das 
ist echt so mein meine, mein eigener Anspruch ist immer wieder neu besser zu machen. Ich 
hab auch nicht den Anspruch, dass ich die Entscheidung...ich bin jetzt auch nicht dass ich 
sage, ich habe diese Entscheidung getroffen, und das ist jetzt die hundertprozentig richtige 
Entscheidungen und wenn jetzt irgendwas, ich hab was Besseres gefunden, dann bin ich 
beleidigt. Denk mir oh Gott, das hab ich versagt oder sowas, sondern ich bin immer offen 
für neue Ideen also ich glaube, da bin ich nicht ganz so so tief drinnen, in dem dem Thema, 
dass mich das so belastet oder sowas. Wenn jetzt irgendwas sagen würde du ich hab das 
jetzt nachlesen das und das ist total schlecht. Beispiel zum Beispiel dieses Bambus Geschirr! 
Das Bambus Geschirr ist mit Melanie und Melanie ist eigentlich voll schlecht, das hab ich 
erst irgendwann rauskommen. Also früher, wir haben gar kein Bambus Geschirr gehabt, 
aber es war immer wieder Thema. Und dann haben wir uns auch informiert oder sowas 
oder irgendjemand hat uns das erzählt. Und theoretisch hätte ich jetzt schon kaufen 
können, also das war jetzt nicht praktisch schon da, aber es war dann eben die Information, 
dass Melanin total schlecht ist. Und damit war es dann erledigt, aber ich kann mir gut 
vorstellen, dass wenn ich das gehabt hätte und jemand sagt mir das sagt, dass ich dann sag 
ok gut Produkt kommt weg. Und dann habe ich wieder etwas dazugelernt. Und nicht, dass 
ich dann deswegen das Gefühl habe Gott ich bin eine schlechte Mutter oder sowas. Sondern 
es ist einfach auch wieder Prozess immer wieder neu dazulernt und es einfach so unendlich 
viele Themen gibt, wo man sich aber auch wirklich befassen kann. Und alles schafft man 
aber natürlich nicht. 

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

(Kind komt um gute Nacht zu sagen)
Ja, okay, interessant also generell. Es ist 

einfach zu groß, das Thema 
Nachhaltigkeit zum Teil, dass man da 
wirklich hundert Prozent Experte ist?

00:43:53 Speaker E
Ja.
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00:44:51 Speaker E
Nein, kann nicht Hand in Hand gehen. Nein, es steht ganz klar im Kontrast. Es ist 

eben genau auf mein Ansatz, dass ich finde und das ist eben auch der Teil , der der 
für mich noch nicht passt in meinem Leben, dass wir von dem Konsum vielmehr 
weg müssen. Wir müssen so wenig wie möglich an Konsumgütern nutzen, weiß 

total irrelevant ist ob ich eben 1000 nachhaltige Kleidungsstücke hab oder 
1000...also für das nachhaltige, also für das langfristieg nachhaltige Denken ist 
egal, ob ich 1000 nachhaltige Kleidungsstücke hab für die ich halt sehr viel Geld 
ausgeben habe, oder 1000 H&M Kleidungsstücke. Das macht nicht mehr so viel 
Unterschied meiner Meinung nach. Also das macht ein bisschen Unterschied, 
natürlich weil du trotzdem mit anderen Materialien arbeitest. Und die Leute 

natürlich auch sehr viel unfairer bezahlt werden und so. Aber schlussendlich sind 
Tausende Kleidungsstücke auf der Welt die einfach.
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00:52:00 Speaker E
Das ist für die eigene Bedürfnis Befriedigung also... Ich 

habe das für mich ganz klar so reflektiert. Weil auch 
wenn ich sag, die Kinder freuen sich am aller meisten 

wenn...die Eltern von S. kommen, jetzt wirklich um den 
Geburtstag von L. her. Und dann hat sie gemeint, ja, 

aber außer den Socken kann sie nicht noch irgendwas 
schenken. Und dann also die sind halt...die schenken 
so gerne, weil sie damit halt ihre Liebe ausdrücken. 
Aber de, L. ist das wurscht und dann hab ich gesagt, 

dass das größte Geschenk ist, dass ihr herkommt, dass 
ihr das Wochenende bei uns seid und die Kinder euch 

sehen.

5I_E_2302

Egoism

Presents
00:52:00 Speaker E

Also da habe ich Ihnen einmal einen großen Konflikt gehabt mit der Uroma gehabt, 
also die Mutter von S. weil die M. hat nur Second Hand Gewand kriegt bis jetzt...wir 

waren einmal, ich weiß nicht vielleicht jetzt mal Unterhosen oder Socken 
kaufen...es ist eigentlich echt alles Second Hand, weil es gerade bei Gewand so 

sinnlos ist! Gewand für Kinder neu zu kaufen, weil hier alles in Hülle und Fülle da ist 
und die dann kaum benutzt sind, weil die Kinder eh so schnell rauswachsen. Und 
wir haben in Graz so einen voll netten Secondhand Laden gehabt, wo die M. echt 

gern noch hingegangen ist, wo es wirklich schön einsortiert ist und das ist nicht der 
Wühltisch wo die ärmsten Leute hingehen. Sondern es ist eben ein bewusstes 

Einkaufen und das ist sortiert in den Regalen mit den Größen und wo man ganz 
normal einkaufen gehen kann. Sie hat sich dann gewünscht, dass sie mit der 

Uroma in dieses Geschäft geht und sich halt paar Sachen aussuchen darf. Also 
schon dieses Gefühl von ich will was haben, was ich gar nicht so unbedingt brauch 

aber es ist halt schön und es war halt einfach auch das einzige Geschäft, das sie 
gekannt hat und dass sie mag. So war das halt ihr Wunsch. Und sie hat dann 

bekommen ein so ein Wisch Leibal vom Tchibo . Und das war dann viel zu groß.  
Also Tchibo...sie achtet ja, es ist wieder dieses nachhaltig Ding, sie achtet ja eben 

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

5I_E_2302

Conflict between 
generations

 Keine Ahnung da gibts irgendein Bio Rand Linie, nicht das Bio das ich mir wünsche, 
aber wurscht und das aber viel zu groß das Leiberl. Und dann habe ich sie 

angerufen und gesagt das ist ein viel zu groß ist leider und ob sie nicht einfach mit 
der M. einkaufen gehen will? Sie wird sich voll freuen, wenn sie mit ihr in das 

Geschäft geht am Hasnerplatz und da haben wir schon vorher darüber geredet, wo 
die M. gemeint hat sie würde mit der Uroma so gerne ihr ihr dahin. Und sie sagt ja 

ja, bla bla bla. Und dann wie ich sie mal angerufen hab, ist sie  mich ziemlich 
plötzlich voll angeflogen, da sagt sie, will da nicht mit ihr hingehen! Sie hat nur 
diese 2 Enkelkinder damals, zum Glück sind jetzt 4 also da teilt sich das schon 

besser auf. Sie will ihnen etwas Neues schenken und sie will das nicht, dass sie da 
jetzt irgendwo Second Hand einkaufen geht, weil das für sie ein Gefühl von Armut 

ist und von nicht leisten können. Und das klingt ganz sicher bei der älteren 
Generation mit, dass sie halt einfach viel weniger gehabt haben und dass den 

Kindern einfach jetzt anders gönnen wollen, quasi dass sie es selber nicht gehabt 
haben. Auch wieder verletztes Kind und eigene Bedürfnisse Befriedigen.
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00:53:16 Speaker M
Ich glaub, das liegt ganz klar an der an der Informationsbeschaffung. Wir sind in 

einer Gesellschaft, wo wir einfach Information...oder Wissen ist für uns einen Klick 
entfernt. Das war ja bei unseren Eltern bei weitem nicht so. Die haben sich damit 

beschäftigen müssen haben Sie ein Buch kaufen müssen und so weiter? Und dann 
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
Ja, oder sie haben es eben genau das Wissen von eben der Generation davor und 
ich glaube, das ist seit jetzt...Wir sind so eine der ersten Generationen wo das halt, 
wo wir sind damit aufgewachsen, zu hinterfragen. Und wir wissen halt ganz genau, 
wo wir Wissen her kriegen und das ist, das ist ein Punkt wenn...wenn meine Mutter 
sagt du, wenn das Kind das und das hat, dann gibst ihm das und das...dann Google 

des und dann krieg ich 1000000 Antworten auf die Frage. Und dann muss ich die 
erst wieder filtern usw aber das, das haben unsere Eltern halt alles nicht gehabt. 

Die haben einfach learning by doing. Und halt einfach auch ein gewisses Vertrauen 
in die...ja in das Alltagswissen. Was jetzt nicht immer falsch ist und es gibt sicher 

viele Sachen, die funktionieren aber.
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00:55:49 Speaker E

Vielleicht gefühlt und jetzt da ist es eben so, dass man sich manche Dinge halt auch 
einfach gönnen darf. Und was sicher auch im Alter dazu kommt, dass weiß ich von 

meiner Schwiegermama. Diese Resignation also. Die war auch, als Jüngere voll 
mega engagiert. Das ist jetzt auch auch sehr bewusst bei vielen Dingen. Aber sie 

hat diesen Optimismus nicht mehr und sie sagt immer wieder, dass sie...oder diese 
Hoffnung auch eben das sieht das voll gut findet, dass wir das noch haben und sie 
das gewundert, aber sie hat es nicht mehr. Und sie sieht einfach keinen oder fast 

keinen Fortschritt und sie sieht das im Kleinen halt. Aber sie findet, das bringt 
genau nix, wenn man halt selber was macht...obwohl sie sehen, also macht es aber 

trotzdem...aber sie sieht dadurch keine Verbesserung. Und sagt doch ganz klar 
wenn du dir anschaust, was in China passiert und in Amerika passiert und weiß ich 

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

5I_E_2302

00:58:31 Speaker E
Also Zugang zu Informationen auf jeden Fall aber gleichzeitig ja auch Zugang zu 
Informationen, die nicht dazu beitragen. Also ich glaube, meinem Umfeld würde 
ich jetzt...ohne...vielleicht hätte ich paar Monaten hätte ich sagt ja sie...sie haben 

mehr Zugang und das bringt mehr. Ja, heute sage ich nein, weil ich eben mich 
einfach mit dem Thema Privilegien voll beschäftigt hab. Also ich glaub das 

Privilegien Thema ist sowas, wenn was ich damit mehr befasst, dann merkt man, 
dass das ein echt wichtiges Thema ist und in so vielen Bereichen. Auch dieses 

Informations Thema. Du befasst dich immer mit dem was in deiner eigenen Bubble 
ist und ich habe jetzt das Gefühl, dass wir die Informationen, alle so kriegen und 

sehr schnell kriegen. Und ich muss eben bei mir nur in meinen Instagram 
reinschauen und hab 10 Profile, die nachhaltige Sachen mir zeigen. Aber das ist ja 
mein Profil, das kriegen ja nicht alle Menschen angezeigt. Und andere Menschen 
kriegen angezeigt, wie sie cool nach Dubai fliegen und wie man cool Welt reisen 
machen kann und sie gemütlich mal...weiß ich nicht, gerade das Fliegen Thema 

zum Beispiel und wie toll das ist und so.
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00:58:31 Speaker E
(erzählt Geschichte aus der Arbeit)

(...) dass sie sich halt auch dadurch unnachtliges schön reden. Und 
dementsprechend...ja Informationen gehen sehr schnell weiter, aber es kommt 
halt drauf an. Wer die Informationen weitergibt so wenn man sich anschaut, wie 
viele Leute sich nicht für Nachhaltigkeit interessieren oder nicht damit befassen, 

und das ist dann multipliziert, wie viele das dann halt irgendwie weiterverbreiten. 
Glaube ich es ist eher nicht so. Das ist nämlich auch ein Vergleichen. Stimmt das 

falt mir grad noch dazu ein, dass du dich ja immer auch mit den Nachbarn 
vergleichst. Früher du dich tatsächlich mit deinem physischen Nachbar verglichen. 

Das waren dann halt 2 oder 3 Häuser und wenn der hat dann das Auto verkauft 
hätte und sagt ich brauche kein Auto mehr, ich fahr alles mit dem Rad, dann 

schaust du dir das davon ab. Und jetzt hast du aber gefühlt 1000 Nachbarn und je 
nachdem was die machen...fühlst du dich e bestätigt indem du eh schon ganz 

nachhaltig bist, weil der zeigt ständig, dass er grillen geht mit irgendeinem billig 
Fleisch. Wir kaufen eh nicht das billig Fleisch, also sind wir eh schon nachhaltiger 

als dieser Nachbar? Damit ist das Gewissen schon beruhigt.
01:02:30 Speaker 2

Ja also man kreiert sich mit dieser Social Media Bubble seine eigenen Nachbarn 
und sein eigenes Umfeld dann.
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00:02:08 Speaker K
Ja, das ist es für mich. Dass das...also für mich mir 

kommt als erstens so die riesengroße Verantwortung. 
Fallt mir ein und eben, dass mein Kopf ständig rattert 
also es ist immer, es geht immer um die Kleine und 

was kommt als nächstes? Das müssen wir das machen 
und das ist nicht vergessen. Und dass muss alles 

irgendwie passen und das sind irgendwie Themen also 
da...das ist bei mir irgendwie grad, oder überhaupt, seit 

sie da ist. Hauptsächlich was los ist. Dass sich eben 
alles um sie dreht
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00:03:11 Speaker M
Ja, die Uhr, ich würd sagen, weil 

es einfach rund um die Uhr 
Twenty Four Seven eigentlich seit 
der Geburt alles, und die Kleine 

dreht. Und eigentlich die 
gesamte Zeit, die man hat, im 

Endeffekt für die Kleine 
draufgeht. Klingt zwar blöd...
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Pressure
Time

00:04:19 Speaker M
Man kann es auch irgendwie so sagen. Die Uhr, wenn 
man sich alle Sachen viel, viel genauer einteilen muss. 

Wann man Sachen macht. Zu welcher Zeit und wie 
lange. Also die, die die Zeit Einteilung ist eine ganz 

andere eigentlich. Seitdem sie da ist, muss man sagen. 
Früher war es einfach so, dass man Sachen einfach 

gesagt hat ja gut, das machen wir dann ja am 
Wochenende. Irgendwann haben wir schon Zeit und 
jetzt ist es tatsächlich einfach Planung, Zeiteinteilung, 
ganz, ganz wichtig wann kann man jemanden treffen 

weil dann muss ich schlafen, dann muss ich essen usw. 
Deshalb ist die Uhr für mich sehr...
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00:05:05 Speaker K
Vielleicht bei dir noch die Uhr weil du 
hast noch am Termine quasi oder du 

arbeitest außer Haus. Ich bin eh immer 
da. Für mich gibt es wenig Uhr eigentlich. 
Für mich ist die Valerie die Uhr, wenn sie 
Hunger hat und wenn sie, wenn sie müde 
ist und so Sachen, also das ist für meine 

Uhr. Oder wenn sie munter ist 
hauptsächlich. Und zu Matthias hat halt 

noch die außer zu Hause...die Arbeit.
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00:08:34 Speaker K
Das sehe ich schon auch immer öfter, weil es halt schon noch sehr fordernd ist und 

uns sehr viel hinter einem steht. Dann auch Erwartungen, was man alles halt 
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)
Ja, so die Erwartung. Man möchte es sehr gut machen und alles überlegt man, sich 

viel und dann kommt halt irgendwer sagt ja, es gibt das und das Problem dann 
kommen so... . Dann kommen oft sehr dumme Ratschläge, und die sind auch 

verknüpft mit eben Erwartungen, was man nicht alles noch besser machen müsst, 
oder was sie, dass die Kleine schon können müssen das irgendwie so ja. Es ist zach 

, manchmal.
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Making the 
right decision

00:11:25 Speaker K
Naja, es sind schon viele...auch wieder viele 

Konsumentscheidungen das ist das, was mir zu 
Nachhaltigkeit und Elternschaft einfallt. Weil das Kind 

braucht mehr oder weniger schon Zeug. Und das 
fangt...das fängt bei den Windeln an übers Essen übers 

Gewand, wo das herkommt, welche Art von 
Spielzuegen, ob man das jetzt alles neu gekauft oder 
gebraucht. So Sachen. Also wir haben tonnenweise 

Zeug gekauft für sie bis jetzt.
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00:11:25 Speaker K
Und vieles davon, wir haben uns von Anfang an 
eigentlich vorkommen, möglichst...wir möchten 

möglichst viel gebraucht kaufen, wir haben es dann 
nicht ganz durchgezogen, also vom Gewand her schon, 

aber so von den Gebrauchsgegenständen jetzt wie 
Kinderwagen, Autositze und so, da wollten wir dann 
doch irgendwie die neuesten und damit halt auch 
sichersten Sachen haben, also das sind, so sind so 

Abwägungen. Aber Nachhaltigkeit ist schon...was was 
unser Konsumverhalten was die Kleine betrifft. Auch 

bin ich nicht nur, aber auch prägt.
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00:11:25 Speaker K
Und vieles davon, wir haben uns von 

Anfang an eigentlich vorkommen, 
möglichst...wir möchten möglichst viel 
gebraucht kaufen, wir haben es dann 
nicht ganz durchgezogen, also vom 
Gewand her schon, aber so von den 
Gebrauchsgegenständen jetzt wie 
Kinderwagen, Autositze und so, da 

wollten wir dann doch irgendwie die 
neuesten und damit halt auch sichersten 

Sachen haben (...)
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00:12:51 Speaker M
Weil es irgendwie das Blatt irgendwie so allgemein für halt irgendwie...wir haben ja 

auch versucht zum Beispiel versucht unsere Windeln möglichst...wir haben von 
Anfang an gewusst, dass Windeln was ist, was sehr belastend ist Umwelttechnisch, 
das war uns klar. Und es gibt viele, viele, viele Möglichkeiten, das zu machen. Und 

wir haben uns dann auch aber für einen Wegen so ein Mittelweg entschieden. 
Muss man sagen also. Die Stoffwindeln, das haben wir einfach nicht net 

zusammengebracht. Also Stoffwindeln. Dann hat man einen Mittelweg gefunden 
und haben versucht... .Das ist so ein bisschen Green Washing! Also wir haben wir 
haben hat, bissl mehr, wir gehen ein bisschen mehr Geld fuer Windeln aus. Dafür 

sind die eben zumindest Plastik neutral produziert und genau und geliefert und so 
weiter. Also wir kriegen das...

00:13:59 Speaker K
Und sie hat Blätter drauf! Schöne grüne Blätter.

00:14:01 Speaker M
Ja, genau also, das ist halt so...ich wiess nicht und ob es wirklich grün ist aber 

zumindest...
00:14:08 Speaker K

Sie sind jetzt nicht kompostierbar oder so. Aber sie sind Plastik Neutral und Co 2 
neutral.
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00:14:16 Speaker M
Also vielleicht kann man da Nachhaltigkeit, vielleicht 
gibt es doch noch irgendwie so ein Bild...das man am 
Anfang, also zumindest sind wir mit sind wir mit sehr 
hohen Erwartungen da rein gegangen in das ganze 

oder mit sehr hohen Ansprüchen an uns selber 
reingegangen. Glaub ich an das Ganze was wir nicht 
alles machen werden und wie wir es machen werden 

und die Realität? War dann aber schon einfach anders, 
weil einfach viel, viel, viel mehr Parameter dazu 

kommen sind die man sich vorher nicht so gedacht hat.
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00:14:49 Speaker K
Genau es ist.. und das 

muss halt schnell gehen. Es 
muss praktisch ein.
00:14:52 Speaker M
Genau. Also es muss 

irgendwie convenient sein, 
also es muss...
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00:14:52 Speaker M
(...) es kann nicht alles Richtung 

Nachhaltigkeit gehen, wenn es absolut 
ja...den Alltag noch viel viel mehr fordert, 
wie zum Beispiel Stoffwindeln, wenn man 

sich denkt. Gerade am Anfang wie das 
Kind..wenn sie sich 10 mal am Tag 

********* ja, und und dann kannst du 
die ganze Zeit...tust du eigentlich nichts 

anderes, außer Windeln waschen
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 Ja und also irgendwie mal, ob es da Foto gibt für 
so...vielleicht diese Statue oder so. Ist das Erwartungen 

diese griechische Statue? So philosophisch, so dass 
man sich so gedacht hat...irgendwie man macht es 

jetzt...wir haben ganz...also die K. vor allem hat er viel 
gelesen und wir haben uns sehr viele Gedanken 

gemacht über das Ganze.
00:15:53 Speaker K

Und so wirklich viel rauskommen, die wir uns 
vorgenommen haben, ist dann im Endeffekt nicht.

00:15:58 Speaker M
Genau aber ich hab das...wir haben, es sicher nicht 

alle...ich bin... . Wir sind sicher nicht so nachhaltig, wie 
wir es gerne wären. Und wir müssen uns 

vorgenommen.

4I_KM_2302

00:16:12 Speaker K
Ja, jetzt mit Windeln ist es das eine, bei Gewand. Wir haben im Vorfeld natürlich für 

sie Gewand einkauft, also mehr als 9 Monate im Vorfeld alles mögliche 
Zusammentragen. Und dann haben wir vieles gehabt, aber paar Sachen haben 

dann einfach gefällt, die braucht haben zum Beispiel haben wir...keinen 
praktischen, warmen minifutzi, kleinen Pullover gehabt für sie und am das war der 
härteste Lock Down überhaupt dann. Und ja. Es hat einfach gar nichts offen gehabt 
und wir haben dann zwei Garnituren so diese Jogging Anzüge, beim H&M bestellt 
für sie. Aber ich wollt nie jetzt für sie, was beim H&M kaufen...bin noch nie vorher, 
dann haben sie eben reingegangen und für sie etwas zu holen oder so. Das echt 

einfach zu blöd und ich hab schnell online zwei Garnituren bestellt. Und die haben 
wir echt viel angehabt. Sie haben Ihren Zweck getan und zwar nicht unbedingt, was 

ich so wollen hätte, aber das ist... hat sich dann so ergeben.
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00:17:38 Speaker M
Genau also es ist zu unbequem, es sind nur...ich hab 

das Gefühl man ist am Anfang... . So man kann sich so 
gut wie man möchte vorbereiten, sich Gedanken 

machen und man komm man aber an so viele...man 
stoßt an so viele Grenzen. Und dann so viele 

Anforderungen an einen selber, das da die gewünschte 
Nachhaltigkeit eines der ersten Dinge ist, die dann 

vielleicht zu bröckeln beginnt. Wo dann wirklich nur mit 
der harte Stock...wie man sagt. Das ist halt wirklich 

nicht...also das wir haben keine, wir kaufen jetzt nicht 
die die Pamerswindeln, die am schädlichsten sind... so 

ungefähr und.. .
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00:18:30 Speaker M
Ja ja. Aber auch es sind ja nicht nur Windeln. Das sind ja auch, es ist ja auch zum 
Beispiel das Essen..wir uns vorgenommen, immer immer selber zu kochen. Auch 
jetzt kaufen wir diese Quetschis ähm, die in Plastik in hundert Gramm Packungen 

eingepackt sind. Und weil es einfach unseren Tag erleichtert. Und auch da machen 
wir es wieder so, dass wir halt die kaufen, die bissel mehr kosten zwar dafür halt 
irgendwie...halt ja mit Demeter glaub ich sogar die einen sind. Und solche Sachen 

und die Verpackung ist auch B zertifiziert. Und ja die Verpackung halt 
möglichst...Und das ist ja wieder dieser Mittelweg, dass man zwar versucht 

nachhaltiger zu sein aber es muss halt auch praktikabel sein. Weil es einfach ja 
vielleicht wenn man ein ganz leichtes Kind hat, wo alles funktioniert und jetzt sag 

mal.
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00:19:31 Speaker K
Ja, wir reden uns halt schon noch gern 

raus, dass wir halt sehr wenig 
Kapazitäten haben, überhaupt auch zum 
Denken und zum Existieren, weil sie uns 

kaum schlafen lasst. Wer so viel 
braucht...aber wer weiß vielleicht, wenn 
sie jetzt ein super einfaches Kind wäre, 

wäre es genauso. Das kann ich nicht 
beantworten.
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00:20:09 Speaker M
Na, das sind eher Erwartungen an uns an uns selber, ich hab das wieso in den 

letzten...ja, 10 Jahren so immer ein Größeres, wahrscheinlich auch, einfach weil es 
präsenter generell in der Gesellschaft ist... muss man ja nicht sagen...und 

irgendwie und...auch also einfach, dass wir in die in den letzten 10 Jahren, da 
immer mehr reingerutscht sind, dass wir unser Leben auch ohne sie schon 

möglichst nachhaltig gestaltet haben. Wir wissen natürlich, dass da viel, viel, viel, 
viel Luft nach oben ist. Aber und deswegen war es auch, was uns vorher schon klar, 

dass das mit nachhaltig zu leben mit Kind nicht unbedingt leichter ist als ohne 
Kind. Und deshalb war es schon wichtig, dass wir schon wo können wir vielleicht, 

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

4I_KM_2302

00:21:17 Speaker K
Und da geht es auch um 

die Verantwortung, die wir 
für sie haben, also weil wir 
sie gekriegt haben, wollen 
wir natürlich, dass sie es 
möglichst gut hat auf der 

Welt.
4I_KM_2302

00:21:17 Speaker K
Und das spielt schon auch ein...von außen würde ich 

sagen, es kommt da echt weniger, wir haben 
einen...befreundetes, das halt nicht ganz eng 

befreundetes Pärchen in Nürnberg. Die sehr, sehr 
konsequent sind, was das alles angeht und sehr also 

wirklich sehr gebildet, sehr informiert, sehr konsequent 
nach wie vor das Angehen. Von denen würde ich mir 

auch weiterhin gern einiges abschauen. Alles vielleicht 
auch nicht?

4I_KM_2302

00:21:55 Speaker M
Aber das sind auch wirklich, muss man sagen das sind die Einzigen, die ich jetzt so 

kennen, die jetzt mehr drauf schauen als wir würde ich jetzt einmal...würde ich 
jetzt mal so sagen. Also die sind...was heißt mehr...die einfach ja einfach 

konsequenter Stoffwindeln und so weiter also. Ja, da auf vielen Ebenen einfach ist, 
ja ganz egal und ansonsten eigentlich alle anderen befreundeten Pärchen würde 

ich sagen beschäftigen sie doch wesentlich weniger damit. Oder machen es 
anders. Das ist jetzt also ganz wertfrei um Gottes Willen! Zumindest glaube ich, 
dass mit dem Thema Nachhaltigkeit glaube ich, dass zumindest die Pärchen mit 

denen wir uns beschäftigen. Das sind wir eher so die Freaks, obwohl wir uns 
eigentlich...ich finde nicht, dass wir  jetzt irgendwie sehr abgespaced Sachen 

machen.

4I_KM_2302 Comparing

00:22:52 Speaker K
Wer am Anfang am Anfang, was wir gemacht haben, was komisch klingt, aber echt 
cool war. Ist wir haben sie, wir haben Sie immer... . Wir haben sie abgehalten, das 
heißt, wir haben sie nach dem Stillen. Ich oder M. ausgezogen und über Topferl 
gehalten. Und da hat sie echt die meiste Zeit dann reingemacht und das hat uns 

echt viele Wind erspart. Da hat sie leider aufgehört mit, ich glaub, 8 oder 10 
Wochen. Da haben wir sie darüber gehalten und sie halt übers Wochen nie wieder 

irgendwas rein gemacht. Und dann haben wir es aufgegeben. Ja, da hätten mal 
länger dran bleiben müssen, aber da waren dann wieder andere Themen und... . 

Und dann hat sie aufgehört zu Essen und alles. Ja, bisschen schwierig. Das hat 
niemand also, das eine extremere Pärchen in Nürnberg, die machen das nach wie 
vor, das funktioniert bei denen, aber sonst haben wir niemanden gekannt, die das 
ausprobiert haben. Das war irgendwie witzig, da haben uns alle komisch gefunden

4I_KM_2302

00:24:53 Speaker M
Wir versuchen möglichst 

fleischlos zu essen, mehr oder 
weniger. Also wir 

versuchen...fleischlos oder 
zumindest mit deutlich 

reduzierten, würde ich sagen 
deutlich reduzierter 

Fleischkonsum.

6I_DM_2402

Preperation

Using products 
only for a short 

time

00:27:22 Speaker K
Ha! der Sterilisator! Denn von Philips den 
Avnet Sterilisator, den benutz ma schon 
länger nicht mehr weil sie keine Flasche 
trinkt. Und ich hab die Pumpe jetzt auch 
nicht brauch. Aber zwischendurch also, 
wo wir das gebraucht haben, den haben 
wir gebraucht gekauft. Leider brauchst 
du den zwischen...wurscht...aber das ist 
ja aber der ist schon lange her, das ist 

jetzt ein Jahr her.

4I_KM_2302

00:27:50 Speaker K
Also in letzter Zeit haben wir. Was haben 
wir in letzter Zeit gekauft? Kindersitz. Den 

Kindersitz das war dann... haben wir 
damals beim Kauf, der zu unserem 

Vorstellungen gepasst hat und das war 
der sicherste und neueste und das hat 
mit Nachhaltigkeit überhaupt nichts zu 

tun.

4I_KM_2302

00:28:18 Speaker K
Ja, also wir haben, wir haben uns sehr 

damit beschäftigt, welchen ersten 
Sitz...diese Schale dieses also Maxi Cosi 

aber halt von einer anderen Marke. Aber 
wir nehmen und da haben wir den 
genommen der für den Rücken am 

besten, also der am sichersten ist und 
auch für den Rücken am besten ist (...)

4I_KM_2302

00:29:02 Speaker M
Also, da geht dann tatsächlich Sicherheit vor...Was heißt da ist Sicherheit vor...da 

war die Nachhaltigkeit nicht in den Vordergrund.
00:29:12 Speaker K

Nein, aber bei der ersten Entscheidung für diesen Sitz. Wir haben schon geschaut, 
kaufen wir den gebraucht und haben uns dann aber dagegen entschieden. Weil wir 

es maximal sicher haben wollten, weil wir viel mit dem Auto gefahren sind am 
Anfang und lange Strecken und Auto fahren.

00:29:26 Speaker M
Mhm wir wollten nicht, dass da irgendwas kaputt oder lose ist oder sonst 

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
Neben Nachhaltigkeit und Sicherheit, was 

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

Qualität.
00:31:11 Speaker K

Ja, wobei es für mich mit Sicherheit 
zusammen hilft.

00:31:12 Speaker M
Naja, aber da geht noch mehr so um die 

Qualität der Materialien. So a bissl...

4I_KM_2302

00:31:22 Speaker K
Farblich also von Design 

her...schauen wir schon auch 
drauf, dass es eher neutrale 

Sachen sind und weil der 
Kindersitz, das Wagerl haben 

ganz bewusst nicht in rosa 
gekauft, obwohl ihr rosa sehr gut 

steht. Aber... .

4I_KM_2302

00:31:34 Speaker M
Was ich mir schon aufgefallen ist...was wir jetzt persönlich gemacht haben, das 
klingt jetzt etwas blöd, aber wir haben halt doch ein Einkommen, wo wir gesagt 

haben, dass wir beim Kind halt einfach nicht an Qualität sparen. Wenn wir mal was 
gebraucht kaufen, aber wir wollen jetzt nicht irgendwie sparen und sagen na also, 
ich bei Sachen, wo es wurscht ist natürlich na um Gottes Willen. Aber bei Sachen 
die man wirklich tagtäglich verwendet, wie zum Beispiel Kinderwagen oder so am 
Anfang ja. Da war es eigentlich klar, dass wir da jetzt...natürlich muss es nicht der 
Ferrari sein ja...aber es sollte schon irgendwie ein solides Produkt sein, dass das 

dann in 2 Jahren auseinanderfällt. Und so, das ja der Kinderwagen steht natürlich 
da jetzt für ganz viele Sachen, das ist fängt an den Kinderwagen, geht über den 

Kindersitz im Auto. Das geht über den Kindersitz beim Essen. Ja, dass man da halt 
auch nicht irgendein Plastikteil kauft, sondern dann halt...

4I_KM_2302

00:32:47 Speaker 3
Aber ich meine jetzt rein explizit, wenn sie gefragt hat, was nach neben 

Nachhaltigkeit noch interessant ist, und ich finde, das ist schon ein Aspekt, den wir 
schon in vielen Belangen eigentlich bewahrt haben, dass wir gesagt haben es soll 
schon wenn wir was kaufen, was, was wichtig ist so tagtäglich benutzen, dann soll 

es auch eine gewisse Qualität im Sinne davon haben, dass das nicht das... . Dass es 
etwas gescheites ist ja...das ist was...siehst du wie unser unser Sessel ist der Trip 
Trap da weiß man einfach das ist was von Stocki, das ist aus Holz, das ist massiv 

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

Der kostet zwar jetzt halt, ich weiß nicht, wieviel kostet neu 120€ du kannst du. 
Dich um 20,00€ oder um 50€ auch einen einkaufen ja...aber wir haben ihn dann eh 
gebraucht und das Geld gekauft, aber das ist schon auch neben der Nachhaltigkeit 

ein wichtiger Punkt.

4I_KM_2302

00:33:43 Speaker K
Für den Sitz haben wir dann...wenn das ist...das ist eben so ein Holzsitz, dann gibt 

es für Babys halt so, dass das Teil oben, damit sie drinnen sitzen können, nicht 
raurfallen darf, dass kann man polstern und da gibt es dann alle möglichen 
Designs. Und die kannst du...da kannst du halt welche kaufen die sind zum 

Abwischen. Super einfach eben, kriegst gleich sauber. Und ich habe mir dann 
eingebildet ich muss des kaufen aus der Bio Baumwolle. Wunderschön, ganz ein 
helles Grau. Nicht zum Abwischen und gerade eben, was sie angefangen hat zum 

Essen, hat sie jeden Brei reingeschmirrt. Durchaus grauslig...ständig zum Waschen, 
mann muss das halt abziehen und in die Waschmaschine hauen und waschen, um 
das das hat 50€ kostet.  Nur diese Sitzauflage damit si es bequemer hat und ja, das 

war...ja, eine Entscheidung aus Liebe dem Kind gegenüber. Weil das Halt 
bequemer war, aber halt auch was, was schön ausschaut und halt schon auch 
nachhaltiger produziert war und vom Material halt auch nicht aus Plastik zum 

Abwischen, aber ich verwende schon seit einigen Monaten nicht mehr, weil ich sie 
jetzt auf den Plastik sitzen lass, weil sie es eh nur ansaut. Und weil es inzwischen 

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

4I_KM_2302

Making 
compromises

00:36:11 Speaker K
Lustig ist aber zum Beispiel M. Mama sieht es komplett anders. Da sind wir letztens 

also so aneinander vorbeigeredet. Wir haben uns beide, glaub ich nicht schlecht 
gefühlt, aber nach glaub du hast das irgendwie bissel anders gesehen. Auf jeden 

Fall glaube ich, weil ich recht stolz drauf, dass ich Schule gekauft habe und dass die 
halt richtig tolle Waldviertler sind und aber gebraucht waren und deswegen nicht 

zu teuer waren. M. Mama hat gesagt irgendwas von wegen ja eben, dass sie schon 
dafür ist, dass man eben schaut mal günstige Sachen kauft. Aus ganz anderen 

Interesse oder Blickwinkel als ich, aber das wird bei Schuhen halt echt nicht sparen 
sollt. Und es könnte man jetzt so verstehen, dass dass ich jetzt an der falschen 

Stelle sparen, wenn ich dem Kind gebrauchte Schuhe kaufe. Weiß nicht ob sie es so 
gemeint hat und ich habe es aber nicht so aufgefasst, weil ich habe ja die besten 

und teuersten Schuhe, die es quasi gibt gekauft nur halt gebraucht damit, wenn sie 
günstiger aber halt nicht schlechter deswegen. Also...

4I_KM_2302

00:39:00 Speaker M
Ich glaube, man kann man kann eigentlich sagen, um auf deine Frage nochmal 

zurückzukommen. Ich find nicht, dass Qualität mit Nachhaltigkeit oder Preis oder 
was ist am Anfang gesagt? Mit Nachhaltigkeit im Konflikt steht. Gerade wenn man 
einen dran denkt was Second Hand zu kaufen... hast du eben sowie die K. schon 
gemeint hat den Vorteil, dass gerade wenn du Sachen kaufst mit mehr Qualität. 

Dann halten die in der Regel dann auch länger und dann wenn Kinder raus 
wachsen und gerade im Kinderbereich ist das dann halt so, dass da halt so... 

.Schuhe ist ein gutes Beispiel. Die werden halt kurz getragen sind und deswegen 
gibt es da auch Second Hand. Und ich glaub Leute die, die das ähnliches 

Konsumverhalten haben wie wir oder nach ähnlichen Produkten suchen, geben 
das auch eher wieder Second Hand weiter. Und dadurch haben wir da eigentlich 
schon viele Sachen, wie Anzüge(..) Also um Beispiel auch so teure so einen guten 
Walkanzug, der halt einfach auch wirklich länger, sodass man den halt dann auch 
eher wieder auf Willhaben zum Beispiel steht oder wo auch immerhin. Und sich 

das dann wieder jemand anderes kauft also ich ich denk das geht eher einher und 
selber wenn man dann wirklich hier mal was neu kauft, so wie unser Kinderwagen 
zum Beispiel. Der ist neu, war super, super teuer, ich weiss nicht wie nachhaltig die 

Materialien da gemacht worden sind, aber die die Möglichkeit, den zum Beispiel 
auch wieder dann weiterzugeben und damit den jemand anders wieder weiter 

verwendet, ist natürlich...schon von Vorteil, wenn man da irgendwie auf die 
Qualität schaut.

4I_KM_2302Quality 
and 

Brands

00:40:53 Speaker 4
Ist halt auch ein bisschen elitär, also wie wir vorhin gesagt haben, der war, der war 
echt nicht günstig. Und wenn man jetzt nicht diese Art von Geld ausgeben kann für 

den Kinderwagen, dann muss man einen nehmen, der günstiger ist, dann keine 
Ahnung, wenn du hundert oder 200€ einen Kinderwagen kaufst. Der ist neu und 
zeigt also nach 34 Monaten auseinander oder erst gebraucht und halt schon sehr 

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

Des ist dann hab ich ein bissel undankbar, wenn man sagt sagen würde, das wäre 
dann keine nachhaltige Entscheidung, weil das geht halt manchmal in diesen in 

dem Segment von Sachen schwieriger.

4I_KM_2302

Money

00:41:57 Speaker M
Der Kinderwagen ist ein Beispiele, wo man ist sehr, sehr lang, sehr viel Zeit hat, um 

sich das zu überlegen, so jetzt nicht was, was man jetzt wo das Kind ist da und 
dann kauft man sich was. Wir haben den schon im August bestellt. Und sie 

war...aber sas ist eines der ersten Sachen, mit denen man sich auseinandersetzt 
wenn man erfahrt, dass man ein Kind kriegt und dann ist irgendwie die kritische 
Phase vorbei. Und dann fängt man an sich irgendwie zu sich zu überlegen, was 

braucht man für Sachen. Und Kinderwagen ist wie gesagt so ein Riesending. Und 
was...das ist jetzt net irgendwie was wie das Babykissen...was jetzt nicht ganz so 

schlimm ist, sondern ja, (K. Wirft ein wie viel sie Recherchiert hat zu Babykissen) ja 
ich weiß aber aber, aber das hat schon was...

4I_KM_2302
00:41:57 Speaker M

(...) wo und da ist auf jeden 
Fall ziemlich viel Internet 

Recherche und dann muss 
man sagen schon auch vor 

Ort.

4I_KM_2302

00:45:02 Speaker K
Sie dann hat sie uns natürlich ein 

bisschen ********* damit, weil sie ist 
ersten 34 Monaten gar nie drinnen 
gelegen, hat sich nicht damit fahren 

lassen. (Kinderwegen) Wir haben sie nur 
herumtragen. Natürlich in einer super 
nachhaltigen Trage, weil das Tagetuch 

haben wir geschenkt, kriegt vom Freund 
und das war schon gebraucht.

4I_KM_2302

Consume 
less

00:45:47 Speaker K
Ja, jetzt beim Gewand zum Beispiel. Es 
hat s hat er auch viele Vorteile, wenn 

man das nicht neu kauft. Nicht nur, weil 
es nachhaltiger ist und so, sondern weil 

die ganzen Färbe, Gift, 
Konservierungsstoffe und was auch 

immer Stoffe schon vielfach 
rausgewaschen sind aus dem Gewand. 

Und das ist dann halt nicht da.

4I_KM_2302

00:46:44 Speaker K
Ja, ich hab natürlich 1000 Mami Account denen ich folg. Mhm, die haben sich 

vielleicht verändert. Jetzt, in den letzten eineinhalb Jahren aber... . Ich hab vielen 
Influencerin....auf Instagram jetzt einigen gefolgt, die ungefähr zur gleichen Zeit 

oder bisschen vorher schon ein Baby kriegt haben. Einfach, weil mich das 
interessiert hat vom Thema her. Natürlich auch was für Produkte, die verwenden 
und jetzt auf bin ich auch dadurch auf die Windeln gekommen zum Beispiel. Ich 

meine, ich hab jetzt den Kinderwagen nicht deswegen kauft bei den die 
Influencerin XY auch hat. Und in der gleichen Farbe oder keine Ahnung, was aber 
auf die Marke aufmerksam geworden bin ich sicher schon auch dadurch. Also ich 
kann den Einfluss jetzt nicht genau beziffern, weil ich seh die Kinderwagen ja auch 

so auf der Straße oder ist so im Geschäft aber das hat Sicher ja auch eine Rolle 
gespielt.

4I_KM_2302

00:48:03 Speaker K
Ja M. wollte einen anderen haben aber wir haben dann 

entschieden wer mehr mit dem Ding fahren wird. 
Wolltest den andere nicht haben weil er viel besser, 

weil du wolltest, denn anderen haben weil er viel 
leichter ins Auto kann. Und auch weniger gekostet hat.

00:48:20 Speaker M
Ja eben...ich hab mich dort beraten lassen, aber halt 

hat nicht wirklich etwas mit Nachhaltigkeit zu tun 
gehabt das Beraten. Oder ich glaube, wir waren einfach 

andere Sachen wichtiger Funktionalität, der war 
wirklich viel leichter zum Zusammenklappen. Der war 
für mich, der war von mir viel stimmiger. Ja und Social 

Media hat für mich 0 Einfluss. 0 .

4I_KM_2302

  Du hast halt jetzt auf Willhaben oder auf 
ebay Kleinanzeigen doch immer 

wahrscheinlich mehr Farben von diesen 
Schuhen in Größe 20 im Angebot als das 

in einem im GEA Geschäft auch so 
schnell haben könntest. Also das ist 
wirklich was, was leicht ist und was 
einem die Konsum Entscheidung in 

Richtung nachhaltige ausmeiner Sicht 
leicht macht.

7I_L_2402

00:48:48 Speaker M
Mhm, du musst halt aber auch sagen du 

hast dich im Vorfeld nicht so mit dem 
Thema auseinandergesetzt wie ich.

00:48:53 Speaker K
Ja die K sagt das und das gibt es und was 
nehme wir. Und dann habe ich vielleicht 

einmal gegoogelt die Sachen und hab 
dann meinen Senf dazugeben, aber die 

sozusagen die die Basisfilterung hat 
sicher die K. gemacht.

4I_KM_2302

00:50:13 Speaker M
Ja, also, es ist auf der einen Seite. Ich glaub so was wir so in Gesprächen mit 

anderen Eltern mitgekriegt haben, ist das in den meisten Fällen einfach so, dass 
auch unsere Eltern und auch die Generation, bevor...dass ich einfach in der Kindes 
Erziehung in einfach so vielen Belangen in den letzten Jahrzehnten einfach so viel 

getan hat. Dass sich einfach...und wahrscheinlich haben unsere Eltern die gleichen 
Probleme mit dem mit ihren Eltern davor gehabt und so weiter, dass das 

einfach...immer...also langsam fangt sie alles so bissl zufügen an, aber ich glaub 
das dauert einfach ein paar Jahre, bis man da so einen Mittelweg gefunden hat. So 
zwischen Erwartungen von den Eltern wie man, wie man das Ganze angeht und die 

wollen eigentlich... .Ja, halt, sie haben es ja auch geschafft sozusagen, sie wollen 
nut helfen und wollen uns sagen schau macht es so macht es so. Heutzutage ist 
man trotzdem einfach viel aufgeklärter als man noch vor 30 Jahren war. Und das 

wissen wir einfach, warum manche Sachen zwar im Endeffekt dann gut 
ausgegangen zieht, ja aber eigentlich nicht funktionieren und das ist vor allem am 
Anfang sehr schwierig und es bedarf sehr viel, sehr, sehr viel Aufklärungsarbeit mit 

den mit den Eltern.

00:51:45 Speaker K
Und auch Abgrenzungsarbeit mit sich selbst.

4I_KM_2302

00:51:59 Speaker K
Das braucht Zeit, dass man sich da irgendwie...aber so 

richtig Eindruck, dass jetzt das unsere Eltern jetzt 
irgendwie das Gefühl geben, wir machen was nicht 
richtig oder wir müssen irgendwas wirklich anders 

machen.

00:52:12 Speaker M
Nein, es ist eben so wie du sagst. Wenn man sich das 
so holistisch anschaut, das kriegen wir so nicht. Das 
machen wir dann selber (holistischer Druck). Es geht 

eher so um einzelne denen, wo Erwartungen irgendwie 
so auf einen....

4I_KM_2302 Segmentation

00:54:40 Speaker K
Aber, es gibt einige Sachen, die eben nicht funktionieren und das im Detail hat für 
ein paar Themen...wie Themen der Gesundheit, Ernährung, was auch immer aber. 
Ja, nein, ich wollte sagen, dass viele Sachen deshalb nichts anwendbar sind für uns 
oder andere, die von den Eltern oder Großeltern kommen, weil die..unsere Eltern 
und Großeltern...sehr viele schon vergessen haben, wie es wirklich läuft. Und sich 

dann nicht mehr so rein versetzen können. Weil sie glauben, weil für sie ist noch so 
präsent wie das war vor 30/35/60 Jahren ähm, das ist aber nicht. Weil zum Beispiel 
das kommen oft so allgemeine Aussagen wie jedes Kind schlaft gut im Auto, jedes 

Kind braucht das und das und dann geht das so und das stimmt nicht. Und das 
müssten die eigentlich noch wissen, weil sie alle mehrere Kinder gehabt haben und 

sicher bei jedem komplett anders war. Aber sie so mit der Zeit, und das sind ja 
Jahrzente, wird so viel verallgemeinert und verkürzt und vereinfacht und dass man 

mit den Ratschlägen, die super gut gemeint sind und alles auch deshalb nichts 
anfangen können.

4I_KM_2302

00:08:44.340
Felix: To be more present. So that's that's something 

very impressive how our son sees the world and
how he notices things that we don't actually notice. 

And I always fall with other things and appointments 
and life and family, relatives, commitments friends- 

commitments....what to cook, when to put him to bed, 
and so on and so forth. So being present...and, like, for 
example, right now, I spend like an hour for him to put 

him to sleep and...actually, is a lot nicer when you're 
present. And when you're thinking about all the things 

that you're not able to do right now.

8I_G_2802

Da sein
00:10:06.810

Felix: i'm say that  being present is 
just...well, I mean being present means 
yeah like I said being present means to 
not think about all the other things. So 

that obviously includes also getting 
stressed out over things that still need to 

be done. Yeah I mean not saying that 
always works. But when it works it is nice

8I_G_2802

00:11:35.850
G: I didn't say that's true. And I think that's also why it 

was so scary at the beginning, when he was born, 
because now you are in charge of somebody. And that 

is...depends completely on you. And that's also 
whatever you invest in him, whatever time, quality 

time, love and affection and...what you give to him it's 
also what is going to come for the future generation 

does, are you are, you are responsible for what is 
coming next and that's something that is. yeah very 

important I don't want to babble soory.

8I_G_2802

00:13:31.500
F: One of the one of the....In my opinion, 
one of the core themes of sustainability 

is to create something that lasts or make 
the things that we have last. I do think 

that you can look at it different in 
different meta levels, so, if you will, so 
that there's like this, this macro level 

which is like the world and that we want 
to lean

Gabi: ...we don't want to fail, future 
generations

8I_G_2802

00:13:31.500
Felix: Yeah we want to say we want to show...so we 

want to give a world to our children that is livable. And 
want to show our children how they can make it 

sustainable so also that their children can have a world 
that is nice to live on. And I do think that, especially on 
this second aspect of showing how to that's something 
that goes into how we educate as well. By we try to at a 

young age for ready raise awareness, for  resource 
scarcity, for you say...only take as much as you actually 

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

8I_G_2802

00:13:31.500
F: (...)sustainability is a 

good catch phrase. 
Because our 

generation in particular 
is very aware of that.

8I_G_2802

00:13:31.500
F:

And if you want to make it 
sustainable, you need to 

make it last. And to make it 
last, you need to, for 

example, service it very 
well.

8I_G_2802

00:13:31.500
Felix: So yeah, I think, and for me so in those different...in those different method 
levels sustainability is more on the on the educational side. How can I how...how 

can I consume less?
00:18:34.080

gaby: Or how can consume that I contribute to back to the planet
Felix: And how can I also at a very young age, and still this reduce reuse recycle. 
Recyling is really just an ultimate action. And before that you should reduce or 
reuse the things. Which includes like when the T shirt is broken you fix it rather 

than anyone, and to start that already at a young age, so. So for there are different 
method or layers in sustainability micro macro... . There's a physical aspect and a 

conceptual aspect to it. And this conceptual educational aspect as soon as I put an 
emphasis.

8I_G_2802

Social aspect of 
sustainability

00:20:27.390
Felix: The question is, do we need it first and do we need it now? And, and again if 
you if you look at that those three R's then that first, are you can already eliminate 

the vast majority of waste. And is obviously the reuse aspect. And I tried to fix 
things...I try to like if there's a hole in the pants or tried to sue it. And then there's 
the recycling thing. So we separate trash, for example, that we also show him at a 

young age, we tried to include him. And I do think also that if you  say if, as a child, I 
already take on responsibility in the household you know this little things. It's not 
just a good skill but it's also a sense of I take care of my own trash. And I see the 
amount of trash that I produce yeah.  And I think that is actually very important 
because when I see all the mess that I make because somebody else shoves it 

away for me I don't have that. I don't have that awareness, so I it will probably just 
think like whoa the trash goes somewhere. Well, actually it lands in the next landfill 
and I have no clue what my plastic cup or my plastic straws is doing at the moment 

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

8I_G_2802

00:25:44.250
Gabi: Yes. In a sense that at least we check that ... don't know that it's 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 yeah that it is sustainable and that it is 

going to last at least. That is something that is super important at least some kind 
of.

00:26:16.290
Felix: G. mentioned an important point that sustainability is not just environment, 

but also Corporate Social Responsibility yeah.

8I_G_2802

00:26:51.630
Felix: But yeah it's an important topic. I think it's good also that there is more 

awareness on the topic. I think it would be really good if companies were not just 
measured by the materials that they use by let's say the energy that they consume 
and also to manufacturer a product. Also the carbon dioxide footprints that your 

product takes until it reaches you. So, so this this this end to end thing, not just say 
how we did these trash bags from recycled plastics. Oh yeah great. Better than 
nothing, but still. There's much more to it. And that's again an important thing 

because that's where the where the circle closes in order to ask for that you need 
education. You need this basic understanding how global supply chains work as 
well. On where a few products are shipped around the globe back and forth just 

because that's a few cents cheaper.

8I_G_2802

00:28:35.670
Gabi: Well, we hope, I mean he's still very young, but every explaining to him, 

everything is that we talked to him, like if he understood. Maybe he doesn't get it 
right now, but if we...I think repetition is also key. And also, I think modeling that 
we show him by example...that he sees and we care and, for example, 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 and caring for his environment... 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. And then, for the future generations of our 
children.

8I_G_2802

F: Yeah which is exactly the opposite of sustainability, because at the end of the 
day, that that is something that exploit certain areas in your brain. They're very 

short term oriented, and I mean that's the opposite of sustainability. Sustainability 
should usually have a long term focus. And I think that's a risk. On the other hand 
side, I mean no generation has ever had access to as much information. For the 

generous coming after us and knowledge is most likely going to continue to 
exponentiate. So this is a huge chance to make something out of it. But again it's 

the question whether we managed to raise our children so they equipped with the 
tools also the moral tools to do that. And whether we managed to preserve this 

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

8I_G_2802

00:31:35.970
F: yeah. And sometimes or something I worry about is like this belief in the good in 

the world that things are turning for the better. So I think this is something that 
was very much instilled in our parents generation. Were like...they were children of 

the like huge economic growth of the World War Two. So our grandparents 
generation lift through that and that also this idea that in many Western countries 

have declining, now that the children are going to have a better life than the 
parents. And if I look at the generation after us I think chances  it's getting harder 

and harder that our children have better life than we do. And I hope that our 
children's generation doesn't get desperate over that. Because even if you take 

your garden isn't as green it's still a garden it can still be nice to have. But obviously 
you get desperate over that and then fall into paralysis or stagnation. And then you 

also stop let's say changing the world or trying to change the world for a better 
place or impact in general. And I think this is a huge risk because there are so many 

tools to tranquilize yourself. Social media this endless crawling just...
Gabi: You just lose yourself in that instant gratification. As well to get it now faster, 

change it scroll, tinder there is the next one .

8I_G_2802

Education
0:35:54.030

gaby: Okay. I wouldn't yeah ok, there are influencers. Okay, yes, I do follow three 
teachers. And yeah I do I do buy some books that they recommend and I read 

them and then from those books as well, I get information that I want and I like so 
yeah I bought toys and books, thanks to influencers yes.

00:36:19.500
Elisabeth Tschavgova: But that doesn't necessarily has to mean something bad you 

know?

00:36:23.130
gaby: Maybe you know, I think I'm super grateful because, thanks to them, I also 

discovered a book that was about the Montessori approach and I fell in love with it! 
And he also talks a lot about minimalism. Get more...also really focus on what you 
actually need it's not about always pretty and everything really use what you have. 

And yeah different ways to connect with your child so. No I don't regret it, to be 
honest.

8I_G_2802

Usage of 
social media

00:37:02.970
gaby: To be honest, I did stop using my social media, I made a new account where I 
don't even have anything posted yet, and I just follow like these teachers, that talk 

about Montessori or Waldorf or positive discipline and tools that I want to learn for 
myself to then apply with my child.

8I_G_2802

 00:37:02.970
G: And then you also see 

their influence but some of 
them at least the ones that 
I am following are basically 
teachers, some I even know 

and I they studied like 
metrology nutriology .

8I_G_2802

00:37:40.380
gaby: So yes, I do... I do know at least some of them are people that I knew that I 
actually studied with them and they're really good at what they do, and you can 
actually really learn insights. As you say it's...I think at the end of the day, social 

media is a double....it isn't as bad...it is a sword with two sharp edges. Because in 
one side you can really learn a lot and there's a lot of knowledge open for 

everybody to learn into take a take a take advantage of it, but at the same time 
there is so much false information there is there's fake news. I didn't want to use 

that...but fake news as well. If you're not taking.... if you don't have the tools to 
actually distinguish what is actually true and what actually not. Also yeah, as I say, 

it's yeah it's a weapon of two sharp edges...But, so far, what I like what i'm learning 
from it.

8I_G_2802

00:38:55.110
Felix: Um. So I personally the, the only social media that I use from time to time is 
LinkedIn. To keep in touch like with colleagues and stuff. And I do think that social 

media has a lot of interesting aspects, but I do think that social media in large, 
especially if you look at Facebook and Instagram contribute to division and society 

because they realize that polarization translates directly into conversion. Into 
online time, so I think this is one of the one of the basic trade offs that you have in 
social media. While, on the one hand there is say truth slash high quality content 

and on the other hand, there is fake news and clickbait. If you want to do very 
black and white and...this...say the good side, if you will doesn't necessarily 

translate into money. Now, and I do think that it is...you can find a lot of golden 
high quality content there as well. But there's like usually there's more than just 

the interest of informing people.... more about hey look at this product, look how 
sustainable, degradable blah blah buy it! And that's that's one of the basic 

problems I have with it and...that's where we where we think differently. Which is 
also nice because that is where we complement each other. I tried to go more by 

my instincts.

8I_G_2802

00:42:58.320
Felix: And that's something that 
we usually yeah 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

8I_G_2802

  00:44:57.810
gaby: I really love the app 
Vinted. It's a platform and 
they're like....But I really 
like it. There, is actually 

that's where I get more the 
clothes and also the toys.

8I_G_2802

00:46:18.870
gaby: Um well that one was because I read this book 

The Montessori toddler of Simone Davies. And in there, 
she had some beautiful pictures of how they did...yeah 
how they did the areas for the children size, so children 

furniture. And she mentioned that it was very 
important that the kid will feel, for example, I don't 
know if he is sitting down in a chair that his feet can 

actually touch the ground and stuff like that. So then I 
just stared checking like really basically, easily in 

Google. Furniture for kids in Germany. And then just 
checked and then obviously sometimes on the 

influencers. Well, how can you make a pretty practical 
functional kitchen for a kid. And so there were several 

but that one was the one I liked the most

8I_G_2802

00:46:18.870
gaby: And also, then we 
check that is should be 

resistant that it will get that 
he would last year's 

because it not only for one 
son, but for our hopefully 

for two more
8I_G_2802

00:47:52.050
gaby: So I tried to get more toys made 

out of wood. I also check with the paint is 
non toxic that it doesn't have any drives 
and different toxins that they have. And 

what else do we also check. What else do 
I check...well what materials they were 
made... I also while I do focus a lot on 
their reviews...the reviews do really 

actually help a lot. Ok the quality lasted 
me I don't know two weeks, and then it 

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

8I_G_2802

00:49:04.800
Felix: I think it's difficult 
to find or find reliable 

information on the 
sustainability of the 

product.

8I_G_2802

00:50:44.520
Felix: yeah because, with Patagonia. So, on the one 

hand side, I mean, starting with the product itself. We 
have two jackets and they are partially manufacturer 
from recycled fibers. And then Patagonia is also very 
transparent about it's value chain so whether they 

source materials their materials, where do they 
manufacturer. And then still...you still have the 

problem that patagonia's like stuff is send around the 
world. So it still needs somehow to get to you. But still 
when when I do really appreciate that they, on the one 
hand side from a corporate vision, they say, the best 

thing would be if you didn't buy our product. And yeah 
they're bold enough to put that on the website. And I  

appreciate that that openness and honesty.

8I_G_2802

00:58:46.860
Felix: I think there's a lot of attention on sustainably and it manifest and small 

things like....cooking yourself, rather than buying the I know the Hipp classes. And I 
do think that officially, like everywhere where you have a group you to have peer 

pressure as well. There are the parents spend a lot of money on super nice 
wooden toys or they use the diapers that are made out of super nice cloth as well 

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
gaby: Yes but she asked what would you feel pressure..if we feel pressure, about 
being sustainable, I think, with the diaper topic was one...that I did feel pressure 

about. So, again something waiting needs to strike a balance. And what works for 
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 first. And 
second I tell them yes yes I am going to try it. And if they ask them again I tell them 
that I haven't tried it. And hope that I don't find some of them and in other cases, 

you just say well cool did it work for you, I respected that works for you, I hope you 
can respect that I did this. That's another good point about being a parent this 
pressure of...there's always this constant judgment of every decision you do. 

There's always going to be a person that going to agree with you and there's going 
to be a person that don't agree with you. The important thing is  to still follow your 
gut, follow your instincts, follow your beliefs. Your education and what you actually 

want to bring for your child and. A good thing is that sustainability is a topic that 
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
gaby: I think. I don't really think I experienced this kind of tension, maybe, yes, 
sometimes to be more sustainable, because I am a bit more light. Which I am 

trying to change that but I think more than that...you do sometimes...you're like ah 
this thing is so good, and I wanted, but it is, it is like this, we want this quality 

things. For example, when we thought about the kitchen, there were so many 
other one obviously with other details and more fancy and blah blah blah. But I 

was like okay, what is actually what we really want it for and what is what it really 
has...It was intertwining, or I don't know how to say, like untangle all these. The 

problem is there is to much options and that's I think the tension of like get these... 
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 and this and 

that. But at the end of the day, you have to find out for yourself, because your child 
is unique and different. And your child is gonna...you have to follow your child and 
your child is going to dictate: you hey, this is what I like this is what I don't need this 

is what I... . And then obviously...Okay, well maybe they're going to tell you they 
want everything, and you have to more or less know what is actually what they 

need and....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?

8I_G_2802 Choice 
and info 
overload

 01:04:06.870
gaby:. But at the end of the day, you have 

to find out for yourself, because your 
child is unique and different. And your 
child is gonna...you have to follow your 
child and your child is going to dictate: 
you hey, this is what I like this is what I 

don't need this is what I...

8I_G_2802

01:06:00.360
gaby: yeah, it is very difficult and sometimes you screwed up. You realize that you 
get something... you're super excited, okay you've investigated okay it's Fair Trade 
is blah blah blah and 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 next . And you are, oh no I 
invested so much time, energy and effort thinking what to do, and then you 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. Yeah you might lose a little bit of money, because 
you cannot sell it for the same, but at least it is it working. I mean at least you can 

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

G: It depends, for example, what is a product, for example. If this kitchen had not 
worried, I think I would actually look for a different product, because it was ...it is 
more than just a toy...it goes beyond something, that is more. That is going to be 

sustainable, that going to be used, that is functional and that is going to be used by 
him and if he doesn't like it and it's something that I feel it could really work for us. 
Then we'll try again if, then I do it again and he really...he just doesn't like being in 
the kitchen, for example, then okay. Then I will find another way, for example, we 

first...before we got the Lernturm and that worked perfect. I think we didn't 
actually need the kitchen, he really helped us. He loved it. And because we saw that 

then, I did an investigation on: Okay, how can I actually make it now that he can 
wash his hands to put like a little thing that he can use? Or like I started..so it's a 

trial and error but that's what I mean I don't....I don't think we need all the 
products and I don't think ee should get all the products. Then the House would be 

full of things for hours for our son and not for us anyway. But does really...yeah 
again checking what your kid really likes and what doesn't. If doesn't work, if you 
do if you do a mistake...do actually try to find a second hand do not just like put it 

to the trash and be like okay didn't work. Because even with little toys I made 
mistakes, I do put it again in Vinted and most of them i've sold them back. Some of 
them actually I put them randomly again infront of my son and he like it! So it's a 
learning experience! I mean it's the first time that I am a parent, I was not born a 

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
gaby: Nobody...I also buy them for myself, I know that. It's sad to admit it, but 
oh...well it's not sad. Because it's also fun, I mean, yes, of course, you also buy 
them for yourself. Because I mean being...well I am still in Elternzeit, maternity 

leave. And now he's starting to go to the KITA really soon. He stayed long enough, 
and then they can go back to work. So in all this time I was all the time with him, 
24/7 I also needed to entertain myself at least and it's a way also...augmenting 

myself...that it is okay to get stuff which..in fact it wasn't. I really didn't need it and 
we went out to the park and that I think the best thing I could do it with my son, 

going outside explore the world. Playing with the pods, he loves the pods and this 
is something we already have. It's just I think it is...yes, sometimes, also this 

kitchen...I think ..because I learned now...but this kitchen, I do think now that I see 
it, it would have been a toy that I would have loved as a kid. To have a functional 
kitchen that I could learn to do all this stuff. And he enjoys it but yeah maybe i'm 

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
gaby: Oh, I think it's it's complicated, but I 

do think....well, I other times, but I do 
sometimes buy things that not 

always...but I do sometimes buy things 
that I unconsciously also maybe semi 

consciously...to also get it for me to have 
and with my son.

8I_G_2802

00:06:39 Speaker J
Zeit also die Uhr eigentlich. 

Zeit nehmen.
00:06:41 Speaker 1

Ja, ja, ja stimmt, das hast du 
jetzt auch grad erwähnt 

dieses im Moment da sein.

10I_J_0503

00:07:27 Speaker J
Die hab ich mir bewusst auch...also wir haben das ist vielleicht ein bisschen ein 

Manko von mir... wahrscheinlich auch durch meinen Beruf ein bisschen 
belastet...ich leb sehr nach einem Grundgerüst einer Tages Struktur einfach. Dass 

ich weiß okay, ich gehe um die und die Uhrzeit, immer einkaufen, wenn ich 
einkaufen gehen muss. Einfach damit ich weiß okay, das hab ich jetzt heute 

erledigt und jetzt kann ich mir die Zeit bewusst nehmen mit meinem Kind damit ich 
mit ihr spielen kann. Oder ich weiß ok zum Mittag eigentlich geht sie schlafen. Gut, 

dann nehme ich mir die Zeit für mich zum Beispiel oder machen mir das Essen 
fertig oder so. Also es ist Zeitmanagement eigentlich! Das ist nicht nur Zeit geben, 

sondern Zeitmanagement, dass man sich das gut einteilt ja.

10I_J_0503

00:09:20 Speaker J
Mhm deswegen würde ich das Bild zum 

Beispiel nehmen, da rechts mit dem 
blauen Hintergrund, wo er diese Stiegen, 
da rauf steigt. Ja genau einfach, um mehr 
daraus zu lernen, also für mich ist das so. 

Step by step learning, würde ich jetzt 
sagen was der grad macht. Wie kann ich 

dann noch mal zu meinem Ziel 
anzukommen, dass ich wirklich komplett 
nachhaltig leben kann oder sagen wir in 

einem Rahmen, der in Ordnung ist.

10I_J_0503

00:09:20 Speaker 3
Für mich eher schwierig...natürlich 

versuche ich es teilweise nachhaltig zu 
gestalten, gar kein Thema. Weil ich 

möchte ein gutes Vorbild dafür mein 
Kind sein in Zukunft. Jedoch ist es recht 

schwer, eben mit Kind im Alltag zu 
integrieren. Ich müsste mich mehr damit 

befassen.

10I_J_0503

00:10:31 Speaker J
Ich habe mir ein paarmal überlegt, ob ich 
nicht einen Kurs machen soll aber es gibt 
ja bald da über die Volkshochschule zum 

Beispiel bei uns. Nachhaltigkeit für 
Kinder und Eltern der Kurs. Ich hab mir 

jetzt auch angemeldet für einen, aber der 
ist allerdings erst im Juni, also verstreicht 

noch ein bisschen Zeit ja, aber....

10I_J_0503

00:11:06 Speaker J
 Es ist natürlich, ich schanz es jetzt gleich jetzt, um aufs 

Eltern Dasein. Es ist natürlich nicht notwendig, eine 
Milch Pumpe zu haben, ne? Aber es vereinfacht mir das 

Leben, wenn ich still, bin ich eigentlich schon 
nachhaltig für in meinen Augen. Weil das hat die Natur 

mir in die Wiege gelegt, ich kaufe keine Milch, 
produzier die Milch selber, ich mach keinen Müll oder 

sonst was. Aber den Luxus auf diese Milch pumpe 
möchte ich jetzt zum Beispiel nicht missen. Ja, einfach 
das ist so. Die Kosten nutzen Rechnung. Ich würde es 

mir kaufen, weil ich es wirklich brauche und weil es mir 
erleichtert und mir auch Freiheit gibt mehr Zeit für 

mich zu haben.

10I_J_0503

00:11:06 Speaker J
Mhm natürlich auch den 

bewussten Umgang mit deinen 
Lebensmitteln. Der steht..also 
das ist für mich sowieso ein A 
und O auch im Kindergarten 
erklär ich, dass den Kindern 

immer wieder in Verbindung. 
Damit auch die Mülltrennung.

10I_J_0503

00:12:48 Speaker J
Aber ich glaub, 

das ist ein langer 
Prozess, der 

dahinter steckt.
10I_J_0503

00:13:33 Speaker 1
Was, mich dann noch interessieren 

würde eben bei diesem Prozess...also für 
dich wird der Prozess dann vereinfacht 
wenn du dich eben weiterbildest. Durch 

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

Genau ja!

10I_J_0503

00:13:57 Speaker J
Naja, grundsätzlich von dir ja sowieso als Vorbild auch 

in meiner Arbeit als Pädagogin mit 25 Kindern. Da 
spätestens mit 5 oder 6 Jahren kommen die Kinder auf 
dich zu und sagen ja, du nachhaltig leben, meine Mama 

sagt, Wir nehmen keinen Joghurtbecher weil das ist 
Plastik und warum hast du einen Plastikbecher oder 
so? Der Fall ist dann oft und dann fallst du in diese 
Falle hinein. Deswegen möchte ich prinzipiell schon 

einmal gutes Vorbild sein für die Kinder.

10I_J_0503

00:13:57 Speaker J
Zweitens finde ich einfach das 

mal bewusst mit unserer Umwelt 
und mit unserer Natur umgehen 
soll. Wir leben schon find ich in 

Hülle und Fülle. Wir wissen 
eigentlich aufs nicht wie gut es 

uns geht.

10I_J_0503

00:14:49 Speaker J
In dem, dass ich mein Kind zum Beispiel beim Einkaufen mitnehmen und erklären, 
warum wir so und so das hat nicht machen wie die anderen zum Beispiel. Wobei 

das ist jetzt auch nicht wirklich ein gutes Beispiel ist. Aber einfach sie 
heranzuführen bewusst nachzudenken was man einkauft, wie man es nutzt, was 

man daraus machen kann und das halt alles kindgerecht gestalten.
00:15:14 Speaker 1
Okay. Kindgerecht?
00:15:18 Speaker J

Ja, indem du sie auch immer mit dem Einkaufswagen durch schickt, wenn sie dann 
gehen kann und sagen kann, überleg dir mal, was möchtest du heute Mittag essen? 
Welche Lebensmittel brauchen wir? Dazu haben wir so spielerisch wie es halt dein 

Kind dann beibringt.
 (...)

Den Unterschied zwischen Bio und nicht Bio? Muss mann gleich 2 Kilo Sack 
Karotten kaufen, wenn man Karottenbrei machen möchte? Zum Beispiel braucht 

man das dann wirklich oder reicht es, wenn man zum Markt geht und die einzelnen 
Karotten kauft, die man wirklich braucht und dann verwendet, damit man nicht 

den Rest wegschmeißt. Beziehungsweise freue ich mich, wenn unser Garten fertig 
ist. Also dann kommt es vielleicht direkt aus dem eigenen Garten. Das wäre mal 

das grundsätzliche Ziel.

10I_J_0503

00:16:22 Speaker J
Von meiner Seite aus, ja, mein Partner reißt mir immer so ein bisschen raus. Man 
wird es quasi eh nicht  mitbekommen und so. Also bei ihr wird es jetzt so nett so 

vorwiegend sein, erst nachher dann. Aber dann denk ich mir okay später wirds ihre 
Kinder kriegen, dann wird es halt nicht besser. Was mit auch noch verunsichert ist 

die gesamte Gesellschaft und sich die Entwicklung...die Lager...Krieg gerade 
Ukraine. Ich mache mir natürlich Sorgen und Gedanken. Aber ich...mittlerweile bin 
ich der Einstellung, wenn ich mir nur Sorgen mache und Gedanken mache, verliere 
den Fokus, das Leben zu leben. Und den Moment zu leben und ich will mein Kind 
nicht beibringen, dass es mit Sorgen leben muss. Ich möchte schon sagen, dass es 

ihr bewusst wird ok na so läuft es net man muss dann achtsamen Umgang mit 
unserer Natur haben und mit unserer Welt. Aber nur Sorgen machen Na.

10I_J_0503 Segmentation

00:19:07 Speaker J
Ich mein die Iris. Iris, Kennst du, oder? (...) 

Wir zwei reden natürlich viel über das, 
wie man sich das also gestalten kann. 

Beziehungsweise ja is eh klar, wir kaufen 
jetzt deswegen Müll und bla bla bla und 

so...aber na zu jemanden der wirklich 
total nachhaltig lebt. Kenne ich keinen, 
deswegen kriege ich keinen Druck von 

der Gesellschaft her. Ich mache mir den 
Druck eher selber.

10I_J_0503

00:19:07 Speaker J
Also von außen kriege ich natürlich 

keinen Druck. Wie auch? Ich kenne sehr 
wenig Menschen, die wirklich komplett 
nachhaltig leben. Natürlich achtet jeder 
auf so gewisse Punkte, aber in meinem 

Freundeskreis muss ich ehrlich gestehen 
würde mir jetzt niemand einfallen. Ich 

mein die Iris. Iris, Kennst du, oder?

10I_J_0503

00:20:23 Speaker J
Genau ja. Und für mich bedeutet ihr 

Nachhaltigkeit nicht nur der bewusste 
Umgang mit der Natur und mit den 

Produkten, die uns die Erde gibt, sondern 
auch der achtsamer Umgang mit also mit 

den Menschen, also auch das 
Miteinander bedeutet das für mich auch 

mit den Tieren.

10I_J_0503

00:21:40 Speaker J
Bin für jede 

Veränderung. Es muss 
für mich nur selber 
umsetzbar sein und 

Sinn machen.

10I_J_0503

00:22:59 Speaker J
Ja, Thema Milchpumpe habe ich mir natürlich 

auseinandergesetzt und man hätte natürlich auch eine 
aus der Apotheke ausborgen können. Ähm, nur hab ich 

dann von einer Bekannten gehört, da kriegst die 
ältesten Milch pumpen überhaupt und wer weiß ob 

dass so hygienisch sauber ist und keine Ahnung was. 
Dann habe hin und her überlegt hab das meinen 

Partner erzählt und der Partner hat mir eine in Internet 
bestellt.Also der Gedanke war schon, dass ich es mir 

ausbaut. Ich war mir unsicher, wie das ist mit der 
Hygiene und so.

10I_J_0503

00:22:59 Speaker J
Ich hab allerdings mir, wie ich schwanger war, also vor der Geburt von der M. , mir 
ist fast keine Babyartikel gekauft. Ich wollte es auf mich zukommen lassen, nicht 
weil ich kein Geld ausgeben wollt. Sondern weil ich mir gedacht hab was brauche 

ich wirklich, weil diesen ganzen Ratgeber heften und so steht das braucht man und 
das braucht man und das brauchen wir und das ist unbedingt notwendig und 

keine Ahnung was. Und ich habe mir gedacht das kanns net sein, dass man so viel 
auf einmal braucht.
00:23:44 Speaker 3

Okay.
00:24:04 Speaker J

Ja, ich hab mir dann halt bei meiner Freundinnen auch informiert, was habt ihr 
wirklich gebracht und ich muss sagen ich hab natürlich...ein Beistellbett haben wir 
gekauft, wir haben ein Stillkissen gekauft. Eine Notfall Flasche falls ich nicht stillen 

kann und eine Nahrung. Also einmal so eine Prenahrungs Packung eine kleine, falls 
ich eben nicht stillen kann und wir was daheim haben. Ja, so Pflege Produkte, die 

man halt braucht...alles also Windeln natürlich ist halt anders gegangen, dann eine 
Creme für Popo. Ja, und den Rest muss ich sagen, so Schnuller zum Beispiel hab 

ich geschenkt bekommen. Hätte persönlich glaube ich gar nicht gekauft um ehrlich 
zu sein. Sie nimmt eh keinen Schnuller, also wären die schon für umsonst 

gewesen? Ich hab mir nicht wirklich was gekauft. Auch keinen Flaschenwärmer 
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
Babyphone haben wir auch keines. Ich will das einfach 

die Zimmer Türen offen. Dabei wohnen wir noch in 
einer relativ kleinen Wohnung. Ich krieg das immer 

alles mit. Ja warum Babyphone, warum so mit Kamera 
und alles mögliche. Ich vertraue da eher meinen 

Instinkt, wenn ich sie höre schau rein braucht sie was? 
Leg mich halt vielleicht kurz dazu  und fertig ist das.

10I_J_0503

00:25:52 Speaker J
Ich war mir relativ sicher, 

was man wirklich für Baby 
braucht, weil ich oft Kinder 

geschaut hab und auf 
kleine Baby aufgepasst 

habe, viel.

8I_G_2802

Experience to 
prevent this

00:25:52 Speaker J
Ihr glaub auch dieses Desinfektionsgerät und das alles...und denk mir du kannst 
selber alles auskochen auch. Es steht wieder nur weiteres Gerät herum und ganz 

ehrlich wie lange braucht man es? Mann braucht es vielleicht ein Halbes bis 
Dreiviertel des Jahres und dann sitzt das Kind eh schon am Familientisch und isst 

mit. Das war mir...mir war das einfach zu schade drum und dann hast du ein Teil... 
natürlich hab ich mal geschaut, wieviel diese Dinge kosten. Und dann zahlst für so 
ein Flaschenwärmer, gleich mal 40€, wenn er was...also hochwertiger halt ist von 
einer Marke zum Beispiel...wo ich mir denke für was, was ich kann's selber auch 
noch im Wasserbad aufwärmen. Für was wieder ein extra Gerät? Also ich bin da 

echt...deswegen hab ich eh zur I. gesagt ich bin da recht a schlechte 
Ansprechpartnerin für solche Produkte, weil ich einfach so wenig ausprobiert hab. 
Und ich weiß auch nicht, ob sie mir wirklich das Leben erleichtert hätten? Die Milch 
Pumpe zum Beispiel hat mir das Leben erleichtert, die gibt mir persönlich Freiheit 

und meinem Kind was zum Trinken, aber wir haben, seitdem sie geboren ist, 
immer die gleiche Flasche.

10I_J_0503

00:27:08 Speaker 3
Okay, okay, also das sind dann 

so Kompromisse?
00:27:12 Speaker J

Genau eine Flasche gibt es, mit 
der Flasche trinkt sie und das 

war's.

(dafuer hat sie eine Milchpumpe)

10I_J_0503

00:28:54 Speaker J
Doch und deswegen bin ich auch diesen Ratgeber nicht 

gefolgt. Weil man braucht eigentlich nur wirklich 
nachdenken, dass viele Ratgeber wären ja gesponsert 

von irgendeiner Firma oder von oder irgendeine 
Internetseite zum Beispiel Hipp macht. Und die Macht 
natürlich auch Werbung für die eigenen Produkte. Ich 
natürlich braucht man die eigenen Produkte, das ist 
natürlich auch, glaube ich so ein bisschen Marketing 

Geschichte dahinter natürlich aber....Ich bin dem 
einfach nicht gefolgt. Also ich kaufe keine Hipp 

Glasserln oder sondern mach irgendwas selber.

10I_J_0503

00:29:30 Speaker J
Da ist dann auch einmal eine Woche nur 

Karottenbrei zum Essen aber sie mag 
ihn.Alles wie ich...dass ich da jetzt 

irgendwas zusammengemischtes oder 
zusammengebampftes  kauf finde ich 

nicht in Ordnung. Und die Zeit, glaube ich 
sollte einfach jeder nehmen.

10I_J_0503

00:30:06 Speaker J
Ja gibt und ich schloss oft auch an meine Grenzen muss ich sagen... .Grad so in...so 

mütterlicherseits also meine Mama zum Beispiel, oder die Schwiegermama, die 
dann sagen was na, du stillst noch immer du nicht ihr einmal das Flascherl 

angewöhnen? Was das hast du auch nicht daheim wie tust du da oder ja? Natürlich 
ist man da immer so am überlegen so natürlich würde ich mir das Leben vielleicht 
erleichtern und hab meine Methode gefunden und mit ihr komm ich gut zurecht, 

aber muss ehrlich sagen kurz vorm Schlafengehen überlege dann noch und es 
verunsichert mich meinen Weg auf zu gehen. Wenn ich grad nicht so gut drauf bin 
oder nicht so stabil im Leben stehe dann reißt es mich schon ein bissl so nieder. 
Und ich lass mich dann schon auch rüberreden, dann geh halt einmal einkaufen 
und kaufe den Himmeltau und probier das wirklich aus ob das wirklich so super 
gut ist für Kinder. Weil ich mir dann einfach denk ja, sie haben doch alle schon 
Kinder großgezogen, die werden das vielleicht auch wissen, was ein Baby gut 

verträgt und so. Probier es natürlich aus, aber im Endeffekt denk ich mir jedes Mal 
dann ach warum höre ich nicht auf mich und auf das, was mein Kind braucht und 

schau hin. Jede Mama weiß selber, was ihr Kind braucht und die hat...also jede 
Mama hat genug Intuition, was ihr Kind braucht, finde ich halt.

10I_J_0503

00:32:00 Speaker J
Ja, im lies mir einfach ein 
paar Hersteller durch, die 

Internetseiten. Dann 
natürlich Amazon 

eingeben, Rezessionen 
durchlesen wie es zum 

Handhaben ist.
10I_J_0503

00:32:00 Speaker J
Für mich ist nur wichtig es muss 

leicht zu reinigen sein. Und 
praktikabel sein, wie das jetzt 
optisch ausschaut ist nicht so 
wichtig es muss einfach das 

Mittel zum Zweck sein. 
Einfach....aber ich hab eher von 

Philips die Milch Pumpe.

10I_J_0503

00:32:42 Speaker J
Naja, es ist glaub so eine elektrische Milch Pumpe, die 

man mal anstecken kann das hat auch nicht jeder. 
Diese Handpumpe hab ich nicht...na sonst dass es 

waschbar ist. Und das es Ersatzteile gibt. Falls 
irgendwas mal kaputt wird oder so...weil man 

verwendet es jetzt doch oft und man wascht es im 
Geschirrspüler und das ist doch was...was hin und da 

so mal hin wird oder ausgewaschen ist oder so, das ist 
einfach Teile nachkaufen kann das war mir wichtig.

10I_J_0503

00:33:18 Speaker J
Genau das würde ich schade finden, weil so im 

Endeffekt kann ich zum Beispiel einer Freundin sagen 
du, ich hab eine Milchpumpe kannst meine abkaufen, 
kannst meine haben ich schenke sie dir, kaufe dir nur 

das Teil halt extra neu dazu oder so...weil das liegt 
genau auf der Brust auf also hygienischen Gründen 

zum Beispiel oder du das hab ich verloren oder das ist 
schon so Grauslich kauf dir das halt nach aber ich gebs 

dir weiter. Aus dem Grund.

10I_J_0503

00:34:09 Speaker J
Weil beim Kind werden wird doch also 

alles angesabbert und angeschlapert und 
irgendwann muss man es waschen. Ja, 
unabhängig jetzt als Stofftier ist oder 

eine Flasche ist. Also für mich, wenn eine 
Flaschen im Geschirrspüler bei 60 Grad 
gewaschen werden kann, dann braucht 

ich auch ja nicht. Ja, es bleiben auch 
Essensreste und alles dran hängen und 

das gehört dann einfach mal 
durchgewaschen.

10I_J_0503

00:34:09 Speaker J
Also schwierig rauszufinden, was nachhaltig ist und es 
ist generell schwierig rauszufinden, was für ein Baby 

gut ist. Weil wenn man sich mit diesem Thema Plastik 
zum Beispiel wirklich auseinandersetzt. Viele Plastik 

Spielsachen gehen wir mal davon aus, haben voll viele 
schädliche Partikel drinnen obwohl sie ein 

Kinderzertifikat jetzt oben haben. Wo ich mir einfach 
denk, na mein Kind kriegt zu spielen kein Plastik. (...) 

Aber es ist schwierig zu finden und auch raus zu lesen 
aus was dieses Produkt wirklich besteht und ob das 

wirklich schädlich ist für das Kind oder nicht. 
Beziehungsweise wie man es auch pflegt.

10I_J_0503

00:34:09 Speaker J
Natürlich lasst ich mir dann wieder von 

außen rum überreden und warum darfst 
sie dann diesen quietschenden Plastik 
Vogel bei der Oma haben und bei uns 

nicht? Das ist wieder so ein 
gesellschaftliches Thema, wo ich mir 

einfach dann schwer tu, da will mein Kind 
ja nix. Wie soll ich sagen, nicht bieten 
können. Und natürlich kriegt sie dann 
auch diesen Vogel aus Plastik bei uns.

10I_J_0503

00:35:50 Speaker J
Aufwendig, mühsam und 
man weiß auch nicht auf 

welche Seite man wirklich 
so vertrauen kann oder 

net.

10I_J_0503

00:36:19 Speaker 3
Ach du hast jetzt einen wunden Punkt für mich. Hab keine Social Media Kanäle. Ich 

sag ja ich bin der Freak. Weil...nicht weil es mich nicht interessiert oder weil ich 
dagegen bin, oder so. Überhaupt nicht. Mir ist die Zeit, die ich da am Handy sitz 
und andere Leutes Leben beobachtet zu schade, weil das wäre die Zeit, wo ich 

mich mit meinem eigenen Leben befassen kann oder mit meinen Freunden oder 
mit meiner Familie befassen kann. Ich hab zum Beispiel Schwester, die wohnt in 
Australien. Da verwende ich natürlich....habe ich früher mal Facebook verwendet 
einfach mit ihr in Kontakt zu bleiben und auch etwas aus ihrem Leben zu sehen, 

aber prinzipiell würde es mir keinen Anreiz geben das ich jetzt sag ich melde mich 
auf Instagram an, damit ich weiß, wie die Leute die Produkte bewerben oder auch 
verwenden und ihre Erfahrungswerte zu kennen. Weil ich denkt, die wollen ja auch 

nur Geld damit verdienen und sie werden auch mal gleich einmal sagen Ok, das 
Produkt ist super und dabei ist es vielleicht gar nicht super.

10I_J_0503 Segmentation

00:37:31 Speaker J
Also da hole ich meine Informationen schon eher aus 

Bekannten/Verwandtenkreis. Dass ich sag Freunde hab 
ihr das schon mal probiert? Habt Erfahrungen damit 
die Iris, weil man da wirklich eine große....die hat sich 
auch also auch sehr mit Social Media und mit dem... 
die hat sich da wirklich sehr viel Gedanken gemacht, 

was sie der M. kauft und was nicht. Und ich habe mich 
an ihr muss ehrlich gestehen hab bissl so bei ihr fest 
gehalten mit den Dingen was sie wirklich brauchen. 
Also eher face to face und net unbedingt ich übers 

Internet Social Media und so.

10I_J_0503

00:40:27 Speaker J
Ich bin ja überhaupt nicht so, wenn ich sehe, dass es meinem Kind etwas wirklich 
gefällt. Die Welt ist nicht schwarz weiß man muss Kompromisse machen ist meine 
Meinung. Dann kriegt es das natürlich auch es gibt nix Schöneres, als sich etwas zu 

wünschen zu können und darauf warten zu können. Wir haben auch ein Mobile 
zum Beispiel mit Plastik Bogen mit Musik. Das hab ich auch nicht vor der 

Schwangerschaft gekauft. Das hat sich selbst dann im Nachhinein gezeigt ok, sie 
braucht irgendwas wo im Bettchen wo sie liegen kann. Ich zieh das auf und sie 

sieht, dass diese Bären halt herumtanzen dort. Das ist so ein Mobile was sich halt 
auch dreht und da hat es zum Beispiel nix Nachhaltiges geben. Weil da gibt es aus 
Plastik, also das Gestell woran das gemacht ist halt einfach einmal nur aus Plastik. 
Ja ok, zwei Laden bin ich durchgegangen, dann war es blöd, wenn ehrlich bin und 

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

10I_J_0503

00:41:34 Speaker J
Eben da kann ich nicht mal nachhaltiges Leben, so 

schwarz und weiß malen, weil später im Kindergarten 
wird doch auch mal sicher mit Barbie puppen zum 

Beispiel in Kontakt kommen. Und dann kann ich nicht 
mein sagen, weil die ist aus Gummi? Dann müssen wir 
halt irgendein Kompromiss finden, dann werden wir 

sagen passt, dann gehen wir zum Flohmarkt und 
schauen, dass man dort eine kriegen. Damit nicht 

wieder eine neue kauft wird.

10I_J_0503

00:45:59 Speaker J
Nein, und grad dann, wenn wir dann 
vielleicht dann auch noch dies Mütter 

hinzu geholt, also die Großmutter dann 
in dem Fall und so. Also ich kann nur von 
mir sprechen und auch von Freundinnen, 
wo ich mitbekommen, hab Zeit und Ruhe 
und sie net Gedanken machen müssen, 
was man alles braucht, ist das Beste fürs 

Kind und für die Mama und für die 
Familie generell.

10I_J_0503

00:46:53 Speaker J
Ja, total, es ist der Luxus, weil ich hatte 
die Zeit. Also ich hab hatte in meiner 

Schwangerschaft wirklich genug Zeit mir 
Gedanken zu machen was brauche ich 

wirklich für mein Kind. Welchen 
Kinderwagen zum Beispiel kaufen wir? 

Will ich einen Kinderwagen haben? 
Grundsätzlich wollte ich gar keinen 

Kinderwagen, eigentlich haben. Ich war 
der Meinung, ich trage mein Kind und 

erst später kaufe ich einen Kinderwagen.

10I_J_0503

00:46:53 Speaker J
Natürlich kommt dann die Familie dazu und sag 

Kinderwagen passt schon mal, was tust du da und 
keine Ahnung was. Im Nachhinein denke immer 

eigentlich hab ich's bereut, einen teuren Kinderwagen 
zu kaufen. Im Endeffekt hab ich den geschenkt 

bekommen von den Großeltern, kannst ja dann auch 
nicht na sagen, das ist ja so. Wo ich mir dann denke, 
nein den hätte ich nicht gebraucht. Ja, ich hätte sie 3 
Monate getragen und dann hätte ich einen kleinen 
Kinderwagen geholt der halt dann gebraucht geholt 

und fertig ist die Geschichte. Aber na bin überstimmt 
worden.

10I_J_0503

00:47:57 Speaker J
Aber zurück zu...wir haben gerade den 

Faden verloren Privileg ja, ich hab einfach 
genug Zeit gehabt während meiner 

Schwangerschaft, weil ich freigestellt war 
wegen Corona. (...) Ich hab mir Gedanken 

machen können und ihr habt Zeit und 
Muse dafür gehabt. Weil wenn du eh 

schon schwanger bist und arbeiten muss 
bleibt wenig Zeit für das alles.

10I_J_0503

00:03:43 Speaker C
Ja, und zwar das mit der Frau, die auf dem Boden sitzt. Die Beine angewinkelt und 
den Kopf auf die auf ihre Knie ablegt. Und im Hintergrund ist wahrscheinlich ihr 

Schatten zu sehen, der sie da angreift oder überrollen möchte auffressen möchte. 
Ich glaube, so fühlen sich einige Mütter manchmal und ich ganz bestimmt auch das 

sind glaub ich so Situationen, wo man sich als Elternteil vielleicht ein bisschen 
überfordert fühlt...allen Rollen, in dem man als Mensch ist, gerecht zu werden. Ja, 
als eine Mutter oder ein Vater Rolle, als Rolle der Arbeitnehmerin oder vielleicht 

auch als Arbeitgeber und ja, also diese Rolle in der Arbeit, als Partner oder 
Partnerin und in der in der Mutter Rolle gerecht zu werden. Das kann mitunter 
sehr, sehr anstrengend sein und dann möchte man sich manchmal am liebsten 
verkriechen in einen leeren Raum reingehen, die Tür hinter sich zu machen und 
uns von nichts mehr irgendwas wissen wollen und das beschreibt dieses Bild für 

mich eigentlich.

9I_C_0503

00:05:08 Speaker C
Naja, ich glaube es hat zum einen damit zu tun, dass wir selber gewisse Ansprüche 
an uns haben, also Ansprüche daran, wie wir unsere Arbeit machen. Wir waren ja 

in aller Regel vor dem Elternsein einfach nur Arbeitnehmer oder Studierender oder 
was ist ich....und haben natürlich eine gewisse....also Ansprüche an uns selbst. Und 

Ansprüche an uns selbst auch als Mutter oder als Vater und dann ist natürlich 
immer dieses....dieses unsichtbare Auge der Gesellschaft. Die...was uns ständig 

begleitet, oder wir fühlen, dass es uns ständig begleitet. Ja, das ist mir geht es ganz 
oft so, wenn ich in Situation bin, außerhalb meiner eigenen 4 Wände, dass wenn 

ich mit einem oder mit beiden Kindern unterwegs bin, dass ich ständig das Gefühl 
hab, dass ich beobachtet werde, dass ich gewertet werde, dass ich beurteilt 

möglicherweise auch verurteilt werde. Mir ist es auch schon vorgekommen, dass 
ich Kommentare bekommen hab von wild fremden Menschen und das erhöht 

natürlich diesen Druck auf einen selbst. Und den legt man auch nicht ab wenn man 
dann wieder Zuhause ist in den eigenen 4 Wänden, der...ist irgendwie also auch 
wahrscheinlich Persönlichkeitsabhängig. Aber ich würde sagen für meinen Fall, 
dass dass es ist mich schon sehr beschäftigt und das ist auch irgendwie immer 

irgendwie immer im Hinterkopf drin ist die perfekte Mutter zu sagen, die perfekte 
Partnerin zu sein, das beste Hausfrau zu sein, supertolle Arbeitnehmerinnen zu 

sein, eine Frau, die Karriere macht. Und dass schon sehr, sehr viele Anforderungen 
und Ansprüche und natürlich nur ein wahnsinniger Druck, der da auf einmal liegt 

neben dem Eltern sein.

9I_C_0503

00:07:13 Speaker C
Ja, ich glaub vielleicht ist das so es geht nicht unbedingt darum, keine Fehler zu 

haben oder keine Fehler zu zeigen aber gewisse Sachen möchte man glaube ich, 
nicht nach außen hin tragen ja. Wir sind keine perfekte Familie, ich bin nicht 

perfekt, meine Kinder sind auch nicht perfekt leider und aber es gibt glaube ich, 
gewisse Sachen, die möchte man nicht mit jedem ständig teilen. Also es gibt 

natürlich Situation in denen es einem selber vielleicht nicht gut geht, entweder 
körperlich oder mental. Und wenn da die Kinder nicht so funktionieren, wie man 
sich das vielleicht selber gerne wünschen würde, dann...und man gerade in der 

Öffentlichkeit ist und nicht zu Hause im privaten Bereich, dann möchte man diese 
Beurteilungen von außen einfach nicht haben und das ja kann zu unangenehmen 

Situationen passieren.

9I_C_0503

00:08:34 Speaker C
Ja, vielleicht das Bild mit dem...ich glaube, das soll 

eigentlich ein Gehirn darstellen oder ein Labyrinth, also 
eine etwas abstrakte Zeichnung. Ich glaube, dass das 
die Form stellt, ein, ein Gehirn da und das eigentliche 

Bild sieht aus wie eine Festplatte, das könnte auch 
irgendwie wie ein Labyrinth sein innen drin. Und ich 

glaub das spiegelt sehr oft meinen Kopf wieder weil ich 
irgendwie permanent das Gefühl hab an 1000 Dinge 

denken zu müssen, was mich angeht, was den 
Haushalt angeht, was die Kinder angeht. Und das führt 
auch so ein bisschen dazu, dass man sich ein bisschen 

überfordert fühlt.

9I_C_0503

00:09:22 Speaker C 
Ja schon. Das ist vielleicht ein Begriff, der momentan sehr viel verwendet wird, aber ich 
denke nicht ohne Grund. Also ich weiß nicht, ob das so ein Frauending ist, ob 
wir...manchmal habe ich das Gefühl oder ich bekomme von außen das Gefühl vermittelt, 
dass, dass man als Frau selbst schuld ist, dass man sich das auferlegt. Aber auf der anderen 
Seite sind es oftmals die Frauen zumindest in Partnerschaften, in denen es einen Mann und 
eine Frau gibt. Es ist halt oftmals Frau, die sich um das ganze Organisatorische kümmert ne, 
damit das alles funktioniert, so wie es funktioniert. Wie die Anmeldung für die Kinderkrippe 
oder Kindergarten bei uns ist es noch extrem, weil unterschiedliche Sprachen mit dazu 
kommen, aber ganz viel, was sich um die Kinder dreht, bleibt an mir hängen. Und das soll 
gar nicht böse klingen mein Partner hat auch viel zu tun beruflich. Aber es ist einfach so, 
dass gewisse Dinge an mir hängen bleiben und das macht natürlich auch was mit einem, 
wenn der der Kopf ständig beschäftigt ist mit irgendwas...so ähm, sich was zu überlegen zu 
organisieren. Weiß aber einfach, dass weiße gewaschene saubere Wäsche in den Schränken 
der Kinder ist. Also klingt völlig banal, aber wenn mein Kind dreckig oder schlecht riechend 
zum Kindergarten geht, dann weiß ich ganz genau, dass in Gedanken sämtliche Frauen 
wahrscheinlich...vielleicht auch später mit dem Finger auf mich zeigen. Und ja sie hat ihren 
Haushalt nicht im Griff, die zieht ihren Kindern dreckige Sachen an deshalb und hier alles 
so...vielleicht auch ein bisschen übertrieben, aber es sind trotzdem so eine.... .Ja, ich glaub 
es gibt einfach unbewusst oder vielleicht auch unterbewusst gewisse Anforderungen an die 
Frau. Und an die Mutter und die sind halt so in der Gesellschaft verankert und die...auch 
wenn wir versuchen, das vielleicht anders zu regeln, meint mein Partner macht auch viele 
Aufgaben im Haushalt, die vielleicht typischerweise Frauen Aufgaben sind zum Beispiel 
kochen. Und trotzdem merke ich, dass wir ganz oft in stereotypische Aufgaben Verteilungen 
verfallen also, die sich irgendwie über Jahrzehnte oder vielleicht Jahrhunderte entwickelt 
haben. Haben wir es trotzdem noch nicht so richtig heraus geschätzt. 

00:13:20 Speaker C
Okay, ähm, das ist tatsächlich eine richtig schwierige Frage. Aber ich find nachhaltig 

als Einzelperson zu sein ist in unserer Gesellschaft so wie sie ist nicht besonders 
einfach. Und als Eltern wird es auch noch schwieriger. Bin ich der Meinung. Also 

allein wenn man damit anfängt, Wegwerfwindeln zu benutzen oder die 
Waschbaren windeln zu benutzen. Ich gebe ganz ehrlich zu wir haben die einmal 

Windeln, die man wie man wegwirft, einfach aus dem Grund, dass es so schon viel 
Arbeit ist mit Kindern und das es exorbitant viel mehr Arbeit ist die auch noch zu 

waschen. Es gibt mit Sicherheit Mütter oder Väter, die da komplett anderer 
Meinung sind, und ich bin froh, dass es dich gibt. Für uns war es jetzt erstmal keine 

Option, nachhaltig Eltern zu sein.

9I_C_0503

00:13:20 Speaker C
Ja, ich glaub das fängt mit Kleidung an, 

was man ganz stark darauf achtet. 
Welche Kleidung konsumiert man. Wir 
haben jetzt das zweite Kind, dass heißt 

jetzt dann natürlich fast alle Kleidung ein 
zweites Mal benutzt, sicherlich nicht ganz 

verkehrt ist. Es geht weiter auch mit 
Nahrungsmitteln halt, dass man darauf 

achtet woher kommt die Nahrung.

9I_C_0503

00:13:20 Speaker C
Und da geht es natürlich auch darum, 
welche Produkte benutzt man ja und 

natürlich versucht man...oder wir 
versuchen Plastik zu vermeiden oder 
zumindest zu reduzieren. Komm aber 

auch an unsere Grenzen, vor allem, wenn 
es praktisch sein muss und schnell gehen 
muss. Dann ist es besonders schwierig.

9I_C_0503

00:13:20 Speaker C
Und auch wenn man das versucht, im Alltag zu leben. 

Wenn man viel Zeit hat und sie Zeit hat, sich Gedanken 
zu machen, dann geht das vielleicht noch. Aber gerade 

wenn man im Alltag Stress ist, ist es nicht immer 
einfach ja. Dann geht man eben zum Supermarkt und 

kauft da Nahrungsmittel ein, die oftmals 
Plastikverpackt ist, anstatt den weiteren also zumindest 

dann in unserem Fall so den weiteren Weg in Kauf zu 
nehmen und vielleicht nachhaltiger, weil regionaler.

9I_C_0503

00:13:20 Speaker C

Was ich zumindest mache in Graz hier ist, 
dass ich zum Bauernmarkt gehe. 

Regelmäßig zumindest, dass wir Obst 
und Gemüse regional und auch saisonal 

kaufen. Und auch Inhalt tierische 
Produkte regional einkaufen und das 

macht doch einfach mehr Spaß, also mir 
macht es zumindest mehr Spaß.

9I_C_0503

00:13:20 Speaker C

 Für die Kinder ist es auch 
interessant zu sehen, was eben 

gerade Saison hat. Das...da 
merkt man ja im Supermarkt 

eigentlich keinen Unterschied, es 
sieht ja im Sommer und im 
Winter immer gleich aus.

9I_C_0503

00:13:20 Speaker C

Und ansonsten...was heißt es es noch nachhaltig zu 
sein. Was mir aufgefallen ist, dass wir seit Pandemie 
Beginn...benutzen wir das Auto mehr. Ich bin vorher 
mit unserem älteren Sohn im Kindergarten mit dem 
Bus gefahren, weil der ja knapp 4 Kilometer weit von 
unserem Wohnort entfernt ist. Das möchte ich aber 
hoffentlich bald ändern, weil er in die Schule kommt, 

wie ganz bei uns in der Nähe. Und unser Jüngster 
kommt in die Krippe, die hoffentlich auch näher in  

unserem Wohnort ist. Also das sind schon auch 
Überlegungen...bewusste Überlegungen, Wege zu 

verkürzen, damit man eben ja zu Fuß gehen kann oder 
mit dem Fahrrad fahren kann.

9I_C_0503

00:17:46 Speaker C
Ich würde also, ich würde mich generell schon als tendenziell nachhaltig oder 

zumindest bewusst bezeichnen. Ich muss aber auch ganz ehrlich zugeben, dass ich 
nicht zero waste bin, ja also wir haben durchaus Verpackungsmüll und ich kauf 

auch Sachen, wo ich weiß das ist sicherlich nicht das Beste, was ich gerade kaufe. 
Aber es ist in dem Moment jetzt das Praktischste, das einfachste und schnellste. Ja, 

das ist einfach nicht immer umsetzbar. Ich versuch mich aber durchaus selber 
immer wieder daran zu erinnern, da besser zu werden. Ja, so Dinge, so einfache 
Dinge wie Verpackungsmüll zum Beispiel zu reduzieren, weniger Plastik in den 

Haushalt zu bringen. Auch gerade was Spielzeug angeht, was nicht immer 
funktioniert, weil die Vorstellungen von Eltern über gutes, kindliches Spielzeug geht 

selten...oder wir haben selten die dieselbe Meinung mit den Kindern. Insofern ist 
das ja auch nicht auch nicht immer so einfach, weil man natürlich auch auf die 

Kinder eingehen möchte und ich immer die die eigene Meinung ihnen aufzwingen 
möchte.

9I_C_0503

00:19:30 Speaker C
Ich würd sagen ja und nein. Also ich merke hin und wieder wenn...vorallem wenn 
mir verreisen, dass wir eigentlich auf einem guten Weg sind, auch wenn sicherlich 
nicht perfekt ist und auch wenn wir nach wie vor auch nicht Zero Waste sind. Aber 

ich merke schon, dass ich bei bestimmten Produkten wie zum Beispiel Seife 
komplett mittlerweile auf Plastik verzichte und das auch schon seit ein paar Jahren. 

Und dass ich merke, dass wenn ich woanders bin, viel mehr Plastik konsumiert 
wird wir das zum Beispiel tun. Also das ist insofern auch immer ganz nützlich und 
hilfreich mal aus seiner eigenen kleinen Blase auszubrechen und mal woanders zu 
sein mit anderen Menschen die vielleicht ihren Fokus auf andere Dinge legen. Und 

dann merkt man schon...da merke ich schon ok, da hat sich schon viel getan in 
meiner eigenen Denkweise und in meinem eigenen Bewusstsein.

9I_C_0503

00:19:30 Speaker C
 Ich bin auch sehr froh darüber, dass hier in Graz 
ziemlich viele Möglichkeiten haben, nachhaltig zu 

leben. Also gibt ja die Zero Waste Laden, es gibt die 
Bauern Märkte, es gibt viele Second Hand Läden und 
es gibt auch generell eigentlich ein gutes Angebot an 

hochwertigen Kinder Kleidungen und auch auf 
Spielsachen. Das heißt, wenn man das wirklich will und 

auch sicherlich das nötige Kleingeld dazu hat, dann 
kann man schon ziemlich viel machen, also das das 

Angebot ist auf jeden Fall da und wenn der Wille auch 
da ist, dann denke ich ist man da auf einem ganz guten 

Weg.

9I_C_0503

00:21:48 Speaker C
Ja, ich glaub das ist. Das kommt daher, dass, dass ich mein Bewusstsein in den 

letzten Jahren dafür geschärft habe, wieviel Verpackungsmüll eigentlich angehäuft 
wird, wieviel weggeworfen wird und vor allem wieviel Plastik und Mikroplastik im 
Meer landen. Und ich glaube, das ist das ist tatsächlich ein Prozess, das passiert 

nicht von heute auf morgen. Ich glaube, das reicht nicht aus, wenn man jemanden 
ein Bild zeigt von einer Mülldeponie oder davon wieviel Müll irgendwo nach Asien 
verschifft wird oder vielleicht ein Bild mit Plastikmüll im Meer. Ich glaub, das ist ja 

so ne Bewusstseinsschaffung und mit ja sich wiederholenden...ja bewusst machen 
der Problematik. Und wie schlecht ist eigentlich ist und wie lange das auch 

tatsächlich braucht bis es sich abbaut. Ich meine, wenn man daran denkt, dass 
Plastik 1000 Jahre braucht oder vielleicht auch länger um sich abzubauen, das ist 

eine verdammt lange Zeit und ich glaub, du hast auch ganz wichtig ist, sich bewusst 
zu machen, dass man letzten Endes möglicherweise oder sehr wahrscheinlich 

wieder konsumiert. Ja, also das was ich heute vielleicht am Plastik wegwerf, wenn 
das dann in die Meere gelangt und ich Meeres Tiere konsumiere...esse dann, dann 
landet das ja wieder einmal im Körper und ich glaub das ist  auch eine Sache, die 

mich beschäftigt.

9I_C_0503

00:21:48 Speaker C
Und ich hab auch einfach keine Lust 

ständig diese Plastik Sachen in meinen 
Haushalt zu tragen, um sie dann wieder 

raus zu tragen. Also das ist ja auch 
wahnsinniger Aufwand, ja der der drin 

stellt also Aufwand in der in der 
Herstellung, für die ganzen Firma. Aber 
für mich ist das auch nicht toll ständig 

diese riesigen Berge an Müll wieder aus 
meiner Wohnung rauszuschaffen, also 

das macht mir ja auch Arbeit.

10I_J_0503

00:24:05 Speaker C
Also für mich ist also das ist vielleicht auch etwas eigennütziger Gedanke daran. 

Aber ich versuche halt auch zu überlegen wie kann ich mir meinen eigenen Alltag 
vereinfachen? Ja also in mein als Familie hat man natürlich noch ein bisschen mehr 
Arbeit und Haushalt zu tun als vielleicht als alleinlebender oder als altes Pärchen.  
Und dann denke ich mir halt auch ok wie kann ich es schaffen...ja, mir die eigene 

Hausarbeiten bisschen zu vereinfachen? Und dazu vielleicht auch ich vielleicht mal 
selber ein Reinigungsmittel zu machen das mach ich nicht konsequent also ich bin 
da sicherlich keine vorzeige Mami, die jetzt hier total nachhaltig ist. Aber ich hab es 

auf jeden Fall schon ausprobiert und ich hab jetzt zumindest in einem Bereich 
unseres Ausfalls mache ich das tatsächlich selber, weil es weil es für mich einfacher 
ist, als ständig darauf zu schauen oh, wann ist mein Badreiniger wieder leer, wann 
muss ich da was Neues kaufen? Ja, das ist, insofern ist es für mich praktischer und 
ja, im gleichen Zug sicherlich auch nachhaltiger, aber ich glaub das ich glaub was, 
was vielleicht für Motivation beitragen kann ist wenn...das Individuum also jede 

Person einzeln auch an gewissen Vorteil davon hat.

9I_C_0503

00:26:16 Speaker C
Ja, ich glaub Sorgen kommen immer wellenartig auf und so...also ich beschäftige 

mich damit nicht jeden Tag das wurde glaub ich...also das würde ich gar nicht 
schaffen, mich damit ständig zu beschäftigen, aber es gibt natürlich immer mal 
wieder Situationen in den man sich dann doch intensiver damit beschäftigt. Vor 

allem wenn ich, wenn ich Fisch kaufe, ganz ehrlich gesagt....weil da irgendjemand 
mal gesagt hat, seitdem ich in Graz lebe, dass ich doch besser Wien Fisch kaufen 
sollen anstatt den Meeresfisch. Weil, da ist ja eh nur Plastik drin ist und das hat 

mich tatsächlich vor einigen...dann zum Nachdenken angeregt und seitdem 
versuche ich eigentlich Meeresfisch zu vermeiden ja. Und das das sind halt solche 

Momente oder auch Momentaufnahmen, die einen zum Nachdenken anregen. 
Und vielleicht habe ich jetzt keine 180 Grad Kehrtwende gemacht, aber das sind 

halt so Anregungen, wo man nach und nach irgendwie ein einen Bereich des 
Lebens bisschen ändert.

9I_C_0503

00:27:34 Speaker C
Ja, ich glaub...das ähm ist ganz stark Nachrichten abhängig. Vor 2 Jahren hat uns 

hat uns die Pandemie irgendwie angefangen in den Griff zu bekommen. Im Alltag 
ist es vielleicht auch eher der, der Krieg innerhalb der Ukraine. Es gibt natürlich 

auch noch andere Teile auf der Welt in den es Krieg gibt wie vielleicht gerade nicht 
da im Fokus stehen, weil sie einfach vielleicht ein paar Kilometer weiter weg sind. 
Ja, ich glaub das kommt immer ganz stark drauf an, was einen persönlich gerade 

betrifft...na also wenn ich irgendwie in den Zeitungen lese, dass sich einige 
Menschen in Wien mit Jod Tabletten eindecken, weil einfach die Gefahr ja eines 

nuklear Krieg oder einer realen nuklearen Gefahr vor der Haus besteht. Dann ist 
natürlich der der Plastikmüll für mich in dem Moment überhaupt nicht relevant. 
Aber wenn solche Ängste nicht akut sind, dann hat man natürlich mehr Zeit und 

auch Musse sich mit solchen Themen auseinanderzusetzen. Also es kommt 
natürlich immer ganz stark drauf an, was einen persönlich gerade beschäftigt.

9I_C_0503 Segmentation

Compromises when 
kids want something 

non sustainable

Combining 
sustainable and non- 
sustinable behavior

Sustainable behavior 
needs to be 

feasible/actionable

00:33:54 Speaker L
Aber wenn es mir grad möglich 
ist, dann schau ich schon, dass 

ich schon schau, wo kommt das 
Produkt her? Ja, wie ist das 

hergestellt worden? Wie waren 
die Arbeitsbedingungen ja.

7I_L_2402

00:49:04.800
Felix: I think it's difficult to find or find reliable information on the sustainability of 

the product.

00:49:19.170
Elisabeth Tschavgova: Why is it difficult?

00:49:21.810
Felix: Because it's usually...say the vast majority of information about a product 

usually comes from the manufacturer. And I think the manufacturer as a natural 
conflict of interest. So, if my product has a really shitty value chain but I make a lot 
of money from it. Then I probably won't tell my customers about it. And then it's 

again this thing of how do you say how wide is your is your vision of sustainability, I 
think there are some companies out there that have a very holistic approach. To 
take , for example, Patagonia. But there are many other companies that are just 
like jump on the rolling train because it's the It thing right. It's a trend. And in 5 

years it is gonna be something else.

8I_G_2802 There is not 
always trust 

in the 
manufacturer

00:37:06 Speaker E

Also es geht ja nicht, dass du 
dich unendlich in alle Bereiche 

rein informierst und dann kannst 
du deinen Job aufgeben und 

dann kannst du einfach ein einer 
- ich informiere mich über Dinge 

– Beruf machen.

5I_E_2302

Testing 
Websites

00:32:10 Speaker E
(...)ähm generell also ich Google 
Sachen schon gerne. Also dass 
ich einfach schau, was gibt so 
drüber? Was ist auch so also 

auch so Kritik. Was ich ganz gern 
mach, dass ich das Produkt 

eingibt mit Kritik dazu, was gibt 
es Negatives?

5I_E_2302

Internet/Google 
+ Reviews

00:20:09 Speaker M
Na, das sind eher Erwartungen an uns an uns selber, ich hab das wieso in den 

letzten...ja, 10 Jahren so immer ein Größeres, wahrscheinlich auch, einfach weil es 
präsenter generell in der Gesellschaft ist... muss man ja nicht sagen...und 

irgendwie und...auch also einfach, dass wir in die in den letzten 10 Jahren, da 
immer mehr reingerutscht sind, dass wir unser Leben auch ohne sie schon 

möglichst nachhaltig gestaltet haben. Wir wissen natürlich, dass da viel, viel, viel, 
viel Luft nach oben ist. Aber und deswegen war es auch, was uns vorher schon klar, 

dass das mit nachhaltig zu leben mit Kind nicht unbedingt leichter ist als ohne 
Kind. Und deshalb war es schon wichtig, dass wir schon wo können wir vielleicht, 

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

4I_KM_2302

Pressure 
from the 

inside

Pressure 
from the 
outside

Pressure 
because 

you are the 
weird one

There is pressure to be more sustainable on parents, 
which is rooted from the inside and from the outside.

The external pressure varies a lot on the social 
environment of the parents.

Based on the interviews conducted internal pressure 
is a stronger reason to be sustainable and ensure to 

keep it up longer

Pressure 
though the 

perfect social 
media world

Gender roles 
and societies 
expectations 

towards 
woman

Pressure 
from the 

family

There is a lot of pressure on the parents 
though society and also thourgh their 
own family. Specifically there is a lot of 
pressure on the mother, to live up to all 
the expacations. Which leads to a very 

high mental load on them

It seems that sustainable 
parents tent to not buy things as 

preparation. They don't often 
wait to see if they actually will 

need the product.

Some bought products are not 
being used or just used for a short 

amount of time. And even when 
used for the first child for the 

second the product is not being 
used further.

The right mindset 
and experience can 
help to prevent this

Hygene

Instant 
accessability 

/ 
convenience

Second hand products would 
be more often considered if 
the hygene aspect woudn't 

be such a problem

Parent's want instant 
accessbility if they 

need a product

Safety

Affordability

Origin/
working 

conditions, 
materials/ 
toxinfree

00:33:01 Speaker E
Was vielleicht ein gutes Beispiel ist unser 

Rad Anhänger Wir haben uns für den 
teuren Rad Anhänger entschieden, für 
den den Cherio statt dem Cruiser. Der 
Cruiser kostet, glaube ich nicht einmal 

ein Drittel. Aufgrund von wo ist er 
produziert worden, wie sind die 

Bedingungen einfach... die 
Arbeitsbedingungen.

5I_E_2302

Ergonomical

practical

All parents have 
bought at least one 

product second hand 
for their child.

Consume 
less

One of the most common strategies 
of parents to be more sustainable is 
to consume less and question. What 
do I really need? Minimalism is also 

often mentioned in this context.

There are so many products 
parents can but and it is very 

hard to make the right 
decision and to know what to 

buy

Parents need space to try 
out different products and 
see what work the best for 

their child

Being sustainable 
for yourself, to 
not feel guilty.

Views on 
Sustainability

Views on 
parenthood

parents like to buy things 
they consider interesting and 

nice from their perspective 
not only from the child 

perspective.

Having a 
new 

mindset

No 
pressure, 
have fun

00:45:20 Speaker M
Genau, dafür haben wir dann genau, vielleicht haben 
wir dann dafür kompensatorisch bei anderen Sachen 
dann wieder gesagt, dass müssen wir echt nett, das 

brauchen wir echt nicht neu. Ja, machen wir haben uns 
schon bei vielen Sachen Gedanken gemacht, das und 

das und das brauch ma. Und dann haben wir gesagt ok 
was, was wollen wir da von neu haben und aus was für 
einen Grund und was davon muss echt nicht neu sein?

4I_KM_2302

taking 
classes

make 
everyday 
life easier

Find 
your 

own way

Some 
tipps

00:17:59 Speaker E
Aber eben dieses generelle kaufen ist auf 
jeden Fall etwas wo man mal heutzutage 
einfach dadurch, dass die Möglichkeiten 
so da sind sicher zu viel und zu schnell 

Dinge einkauft, wo man sich nicht zu viel 
Gedanken macht, dass man es wirklich 

braucht und eben auch sich wirklich 
ernsthaft überlegt wo könnte ich das 

nachhaltiger hergekommen?

5I_E_2302

00:11:06 Speaker J
Für mich bedeutet es nicht 

sinnlos, irgendetwas zu kaufen, 
was ich erstmal gar nicht 

benötigt, also wir überlegen 
brauche ich das wirklich? Kosten 
nutzen, Rechnung nenne ich es 
für mich selber. Also wie soll ich 

dir das sagen?

10I_J_0503

Becoming a  parent 
influences the sustainable 

mindset of parents and 
raises awareness.

Parents want to teach 
their children their 

sustainable mindset.

There is a lot of concern for future 
generations and the children of 

their children. Wish that their kids 
would have similar nature in their 

childhood as parents had.

Education, 
experience 
and dialog 3r

interaction with 
plants and 

nature Gamification 
(picking up 

trash 
together)

Explaining 
food in 

the store

Sustainability is a process. It takes 
time and exploration on what work 
best for the different families and 

need space for trial and error. 
Exploration can be a positive 

journey.

Mobility
High 

expecations 
and plans

Despite all 
preparations 

difficult

Not enough 
energy 

because of the 
parenthood

Inconsitency

Difficult to 
integrate into 
everyday life, 
to much work

There are different problems 
parents face when it comes to 

be more sustainable. The 
biggest one is to integrate this 
behavior in the everyday life.

Diet and growing own food is 
very common for most 

families in term of 
sustainable actions. As well 

as separating trash

Parents are concerned about the 
climate crisis but it is a topic they 

manage to escape. They seem to be 
more concerend about the future 

for their kids rather then thinking on 
short term and impact on them

Time
Infrastructure

Accessability 
to the right 
information

Sustainability is seen as a 
privilege, specifically when 
it comes to time. Time is 

connected to infromation

Topic to 
big to be 
an expert

Second hand 
statements

00:29:58 Speaker C
Ja, ich muss natürlich dazu sagen, dass 

wir jetzt das zweite Kind haben, das 
heißt, wir haben natürlich schon ziemlich 
viel zu Hause und die letzten Produkte, 

die ich gekauft habe, habe ich tatsächlich 
Second Hand gekauft oder Caritas. Und 
das ist so ein Schlafsack für Kleinkinder 

und ein Overall... einfach so ein Anzug für 
ein Baby.

4I_KM_2302

00:30:34 Speaker C
Ich hab auch einen Schnuller gekauft und da hab ich glaub ich echt 15 Minuten vor 

diesem Regal gestanden und geguckt ob man das irgendwie ja, Plastik reduziert 
kaufen kann. Ich muss ganz ehrlich sagen ich weiß nicht, ob meine Entscheidung 
besonders gut war aber ich hab einen genommen aus Kautschuk. Weil ich dachte 
ok Kautschuk. Und waren wie das einzige Produkt was glaube ich nicht aus Silikon 

ist, ob die anderen sind aus Silikon? Und ja, ich....also ich meine, das ist eine 
herkömmliche Drogerie, in der ich das gekauft habe, weil ich bin jetzt nicht extra 
im besonderen Laden gegangen. Ich bin mir auch ehrlich gesagt nicht sicher, ob 

das Produkt besser ist als die anderen. Preislich kann ich mich jetzt nicht erinnern, 
ob es ein großer Unterschied war, aber ich dachte mir ok, sieht zwar nicht schöner 
aus als die anderen, aber ich hoffe, dass es ein besseres Produkt ist ja. Ich hab das 
ist auch wirklich nicht einfach immer zu wissen was ist eigentlich das Wichtige, weil 
es einfach so viel Produkte am Markt gibt und nicht jeder auch die Zeit hat sich da 
permanent damit auseinanderzusetzen. Ja, welches Produkt jetzt gut ist, welches 

nicht gut ist...wie entsorgt man das letzten Endes? Aber gerade bei Babyprodukten 
das ist natürlich besonders schwierig, also was jetzt nicht unbedingt Kleidung 

anbelangt, kann man natürlich relativ einfach wiederverwenden. Aber Dinge, wo es 
wirklich um Hygiene geht, also die Dinge, die im Mund landen. Da ist es tatsächlich 
schwierig, ohne dass man jetzt sich besonderes wissen hat, weil man zum Beispiel 
Hebamme ist oder Ärztin und in den Bereich arbeitet finde tatsächlich schwierig, 

da immer diese Entscheidungen zu treffen.

9I_C_0503

00:33:00 Speaker C
Ganz richtig ja net mal...besonders beim ersten Kind 
weiß man sowieso überhaupt gar nicht was braucht 

man eigentlich und ich glaub jede, alle Elternteile 
würden diese Frage völlig anders beantworten, was 
auch total legitim ist, weil jeder Mensch ist, andere 
Bedürfnisse sind natürlich unterschiedlich. Und ich 
glaube, wir haben beim ersten Kind einige Produkte 

gekauft, die ich beim zweiten ganz sicher nicht 
nochmal gekauft hatte und die mittlerweile auch 

rumstehen, die nicht benutzt werden. Weiß nicht, weil 
sie nicht unbedingt nötig sind jetzt.

9I_C_0503

00:33:44 Speaker C
Also ich hab die nicht 

gekauft, aber mein Partner 
hat die gekauft, der hat da 
glaub ich ziemlich viel Spaß 

daran, sich irgendwie 
1000000 Reviews 

durchzulesen
9I_C_0503

00:33:44 Speaker C
Also ein Produkt zum Beispiel ist so ein  Fläschchenwärmer also wenn man zum 

Beispiel in der Stillzeit Milch abpumpt und die im Gefrierfach oder im Kühlschrank 
lagert, dann kann man die mit dem kleinen Gerät ich glaube da füllt man Wasser 

rein. Das kann man ganz praktisch in die Steckdose stecken. Dass sich das Wasser 
relativ schnell erhitzt. Und dann steckt man oder stellt man die Flasche mit der 
Muttermilch da rein, und das wird halt relativ schnell erwärmt, sodass man sie 

quasi schnell ein bisschen verwenden werden kann. Und es war tatsächlich beim 
ersten Kind gar nicht so schlecht. Da haben wir das sogar ein bisschen genutzt. 

Beim zweiten überhaupt gar nicht. Das ist viel zu viel Aufwand ist, also das 
abpumpen, das hab ich gar nicht gemacht. Wir haben auch keine Muttermilch im 

Kühlschrank gelagert, das heißt dieses Produkt war völlig überflüssig. Und 
persönlich auch nicht nochmal kaufen.

9I_C_0503

Not knowing if it 
was the right 

product

00:33:44 Speaker C
Ich meine, das ist natürlich 

Geschmackssache. Beim ersten Kind 
haben wir es benutzt, beim zweiten nicht, 

dass man beim zweiten Kind hat man 
wahrscheinlich auch ne Prioritätenliste 
oder Prioritäten ganz generell. Hat man 
auch weniger Zeit als beim ersten Kind.

9I_C_0503

00:33:44 Speaker C
Und ein zweites Produkt was, was ich auch nicht nochmal kaufen würde, ist so ein 

Sterilisierter. Das ist es einfach ein ganz großes Plastikgefäß, wo man halt 
Fläschchen, Nuckel und alles mögliche rein machen kann, ein bisschen Wasser rein 
gisst, auch in die Steckdose rein steckt und anschaltet und dann wird es erhitzt und 

dieser Wasserdampf soll dann halt die ganzen Bakterien töten. Und man kann 
natürlich alternativ auch einfach n Topf auf den Herd stellen mit Wasser und dass 5 

Minuten abkochen und ist vielleicht ein bisschen mehr Aufwand. Das dauert 
natürlich ein bisschen mehr. Aber das ist absolut machbar. Alles das ist zum 

Beispiel...es nimmt unheimlich viel Platz weg und ich würde das nicht das nicht 
unbedingt kaufen.

9I_C_0503

00:35:59 Speaker C
Ja, weil wir dachten, das stimmt 

ganz tolle Sachen unten das 
Leben erleichtern und das hat ja 
auch gestimmt. Also wir haben 
es ja auch am Anfang benutzt, 
aber irgendwann wird’s...denkt 
man sich ja eigentlich und ich 

brauch nicht unbedingt.

9I_C_0503

00:36:17 Speaker C
Ja, ja und die ja die Meinung 

ändert sich natürlich auch. Es ist 
schon einige Jahre her, dass 
unser erster Sohn geboren 

wurde. Der 2016 geborenen und 
jetzt 6 Jahre. Der Geschmack 

ändert sich auch ein bisschen.

9I_C_0503

00:37:12 Speaker C
Reviews lesen also Produkt 

Bewertungen von anderen Eltern 
und mittlerweile gibt es glaube 

ich auch einige Webseiten. Oder 
auch neben auch Läden in denen 

man sich ganz gut beraten 
lassen kann.

9I_C_0503

00:37:51 Speaker C
(...), also gerade diese Fläschchenwärmer und Sterilisator die sind ja wieder aus 

Plastik gemacht und das würde ich schon ganz gern vermeiden. Es sei denn es ist 
wirklich unbedingt notwendig. Oder ist es zumindest auch so konstruiert, dass es, 
dass es ein bisschen länger hält. Und jetzt zum Beispiel neulich erst...also wir wie 

gesagt, wir haben einen Sterilisator und ich hab den auch neulich erst benutzt, weil 
wir den nun mal haben. Und mir ist neulich das Oberteil runtergefallen und da ist 
ein Teil so ausgebrochen, dass man das im Grunde genommen nicht mehr richtig 

reparieren kann und das finde ich extrem ärgerlich. Man kann es nach wie vor 
benutzen und ich werde es auch weiterhin benutzen. Aber wenn ich zum Beispiel 

weitergeben möchte also verkaufen kann ich sowieso ausschließen und das 
funktioniert nicht mehr. Aber selbst beim weitergeben an jemanden, der vielleicht 

jetzt nicht unbedingt in meinem Freundeskreis ist, wird wahrscheinlich schon 
schwierig aufgrund dieses...ja, dieses Manko. Und das finde ich schon sehr 

ärgerlich, ja.

9I_C_0503

00:39:51 Speaker C
Ja, und zwar wie leicht sich die Produkte pflegen lassen 
oder warten lassen. Also wenn es Produkte sind oder 

Elektronik, dass man sie halt ordentlich sauber 
bekommt. Am Beispiel bei den Milchfläschchen nur die 

sollte man ja möglichst gründlich reinigen können. 
Darauf würde ich achten. Und bei Produkten wie zum 
Beispiel...also wir haben zum Beispiel auch ein Mixer 

für Babyessen, damit wir halt nicht ständig diese 
Gläschen kaufen müssen und das ist halt einfach ein 

hochwertiges Produkt ist, was man im schlimmsten Fall 
auch reparieren kann.

9I_C_0503

00:39:51 Speaker C
Ich hatte auch mal die Erfahrung, ein Mixer zu haben, der kaputt gegangen ist und 
den man nicht reparieren kann. Ich bin damit sogar hier in Graz zum Repair Café 
gegangen...ist weiß nicht, ob dir das ein Begriff ist. Aber das ist eine Initiative von 

halt von Leuten wie sich darum bemühen halt, Geräte...vor allem elektrischer 
Geräte zu reparieren und das konnte man nicht reparieren und das fand ich schon 
Schade. Ja, das fand ich irgendwie ärgerlich, weil es auch ein Markenprodukt war 

und ich mir denke, dieses Produkt ist so konzipiert worden, dass es halt 
irgendwann von alleine defekt wird. Das ich mir halt ein neues kauf...also sowas 
finde ich...ja was ärgert mich dann schon. Darauf würde ich halt achten, dass es 
zumindest...ja so konstruiert ist und so angedacht ist, dass man das tatsächlich 

warten und pflegen und reparieren kann. Ja, also wenn ich halt schon...also 
manchmal also es lässt sich sicherlich nicht immer Plastik vermeiden. Plastik ist 

auch nicht immer ein schlechtes Produkt, aber dann soll es wenigstens was sein, 
was halt auch einfach lange hält und was man vielleicht auch...ja weitergeben kann 

an andere Eltern.

9I_C_0503

00:42:22 Speaker C
Druck verspüre ich in der Hinsicht ehrlich gesagt überhaupt nicht, also ich versuche 
eigentlich immer minimalistischer zu leben, also weniger Sachen zu haben, weil ich 

einfach merke, dass mich das total überfordert, viele Dinge zu haben. Vor allem, 
wenn man Kinder hat und kleine Kinder, die noch nicht selber viel aufräumen. Da 

fühle ich mich tatsächlich wohler, weniger zu haben (...)
Und Druck verspüre überhaupt nicht ganz im Gegenteil, also ich bin froh, wenn ich 
was nicht habe. Also ich hab auch zum Teil schon Sachen angeboten bekommen. 

Und man bekommt natürlich wenn ein Kind im Kindergarten ist, dann hat man 
natürlich auch Kontakte zu anderen Eltern ...und mir wurden schon öfter Dinge 

angeboten für unser zweites Kind also für das Baby. Und das hab ich immer 
dankend abgelehnt, ich fand das total lieb, dass sie mir das Angeboten haben und 
es wäre ja, man könnte ja auch sagen, es wäre nachhaltig, weil das wurde ja schon 
von ein oder zwei Kindern benutzt. Aber ich bin tatsächlich froh, je weniger Dinge 

ich in meinem Haushalt habe, dass das so wohler fühle ich mich eigentlich insofern 
ja mach ich mir lieber länger Gedanken über die Dinge, die ich anschaffe als ja, 

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

9I_C_0503

00:42:22 Speaker C
natürlich habe ich jetzt natürlich 

viel mehr Erfahrung als beim 
ersten Kind und mach mir länger 

Gedanken darüber, ob ich ein 
Produkt wirklich brauche als ich 
das beim ersten gemacht hab.

9I_C_0503

00:44:04 Speaker C
Ja ja, nur leider war 

das bei uns halt 
auch ein Prozess.

9I_C_0503

00:44:22 Speaker C
Man muss natürlich auch dazu sagen, 

dass das ja alle Eltern, dass auch anders 
machen...also die einen brauchen das 

Produkt und die anderen vielleicht nicht 
unbedingt. Aber oftmals macht das 

Macht das eben die Erfahrung. Ja es hilft 
einem nicht immer unbedingt immer 

Empfehlungen zu bekommen, auch nicht 
aus dem Freundeskreis, weil man halt ja 
wie gesagt selber die Erfahrung machen 

muss.

9I_C_0503

00:45:47 Speaker C
Ne, also das ist ja das ist also....was einem tatsächlich erschlägt als Eltern ist 

einfach die Flut und die Masse an Produkten und das es unheimlich zeitaufwendig 
ist da die richtigen Produkte zu finden...es gibt, sicherlich Produkte, da zögert man 
nicht, dass man sie braucht, wie zum Beispiel Kinderwagen oder die Babyschale im 
Auto. Und selbst da gibt es so viele unterschiedliche Produkte, dass es einfach sehr 
zeitaufwendig ist, da das richtige Produkt zu finden. Ich glaube nicht, dass wir das 

richtige Produkt haben und dennoch denke ich, dass es Blödsinn wäre, jetzt 
nochmal einen neuen Kinderwagen kaufen...einfach aus finanzieller Sicht, aber 

auch natürlich...es ist ja immer wieder...wenn da immer auch wieder Ressourcen 
und Energie gibt, die darauf draufgeht.

9I_C_0503

00:45:47 Speaker C
Ja, es ist glaub ich unabhängig davon, ob man Eltern ist oder nicht ist da immer 

so... vielleicht ein bisschen Druck, nachhaltig zu sein. Ja, auf jeden Fall, wie gesagt, 
was ich schon gesagt hatte...ich habe jetzt oder ich spüre jetzt nicht unbedingt den 

Druck ein bestimmtes Produkt besitzen zu müssen. Aber der Anspruch an die 
Nachhaltigkeit, der ist sicherlich unterschwellig immer da. Also... .

Auf jeden Fall auch zu, wenn ich daran denke ich hab mir nämlich vor kurzem eine 
potenzielle Kinderkrippe angeschaut für mein zweites Kind. Und hab ein Vater 

gesehen, der sein Kind gerade abgeholt hatte. Der mit dem Fahrrad da war und 
den Fahrradanhänger und dachte ich mir okay, es gibt halt Eltern wieder sehr viel 

Wert darauf legen, nicht mit dem Auto zu fahren. Ich habe schon erwähnt, dass wir 
seit Pandemie Beginn verstärkt das Auto benutzen. Ich bin vorher auch ja mit dem 
Fahrrad oder mit dem Bus gefahren, aber wenn ich solche Eltern sehe, dann...und 

ich an dem Tag selber nicht mit dem Fahrrad gefahren bin, dann hab ich 
tatsächlich ein bisschen schlechtes Gewissen und denk mir ok unser 

Fahrradanhänger der steht im Keller und daneben und mein Fahrrad. Ja, das 
beschäftigt...oder man denkt schon darüber nach also ich finde jetzt nicht 

besonders schlimm. Ich hab jetzt nicht, ich renn jetzt nicht den ganzen Tag mit 
einem schlechten Gewissen rum, aber es beschäftigt er natürlich dann wieder 

schon.

9I_C_0503

00:45:47 Speaker C
Aber noch krasser finde ich eigentlich die Entscheidung über Produkte also was, 
was welche Produkte brauche ich und dann welche Produkte kaufe ich? Was halt 

gerade im Baby Bereich so im ersten halben Jahr also was Schnuller angeht, 
Fläschchen, dann Sterilisator, Fläschchen wärmer falls man sowas braucht oder auf 

Mixer. Die sind halt alle aus Plastik ja, oder aus Materialien, die 
höchstwahrscheinlich nicht besonders nachhaltig sind. Aber wie stelle ich denn als 

Konsument, ohne jetzt nochmal Wissenschaftler und ohne ein Doktorat zu 
machen, wie treff ich die Entscheidung ja... also das ist verdammt schwierig und ich 

wünschte mir, dass da auf politischer Ebene mehr passiert. Dass die Firmen 
gezwungen werden, da nachhaltiger zu agieren.

9I_C_0503

00:45:47 Speaker C
 Also da würde ich auch lieber mein Geld investieren in 

ein gutes Produkt was auf der einen Seite lange hält, 
auch wenn vielleicht...paradox klingt, weil man 

natürlich die Produkte für Babys immer nur relativ für 
eine relativ kurzen Zeitraum benutzt. Aber wenn man 

zumindest gleich mehr als ein Kind hat, dann kann man 
zumindest, dass wir alle Kinder mit benutzen.Aber gib 
mir trotzdem ein besseres Gefühl ein gutes Produkt zu 
kaufen. Was im Idealfall auch nachhaltig ist und nicht 
halt immer diese ganzen Wegwerfprodukte verkaufen 
die....ja, vielleicht für meinem Geldbeutel erstmal gut 

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

9I_C_0503

00:50:41 Speaker C
Ja was ich vielleicht teilen würde ich hab wahrscheinlich es eh schon erwähnt, dass 
das ich sehr schwierig finde nachhaltig zu leben, also ganz generell und als Eltern, 

aber auch nochmal im Besonderen einfach...ja, weil es einfach so viele 
Entscheidungen gibt, wie man, die man treffen muss als Elternteil. Und weil man 

halt einfach kein Experte ist oder wahrscheinlich die meisten auf dem Gebiet keine 
Experten sind. Und da wär man glaub ich als Eltern oder ich dir als Mutter sehr 
froh wenn ich mir diese Zeit nicht noch nehmen muss, für jedes Produkt extra 

recherchieren zu müssen. Was einfach so viel Zeit, dass du dabei draufgeht. Ich 
wäre sehr dankbar, wenn es die Firmen übernehmen würden und wenn vielleicht 

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

9I_C_0503

00:17:44 Speaker M
 Ja, ich glaub für mich bedeutet nachhaltig Eltern sein 
dem Kind einen gewissen Wert mitzugeben. Indem 

man zum Beispiel also ich merke es, wenn wir Balkon, 
Gemüse haben, im Sommer, in dem man zeigt was da 
für ein Aufwand dahinter steckt damit etwas wachst 

und das zu ernten und das dann auch zu genießen und 
vielleicht zelebrieren. Wie die erste Gurke und wie die 
schmeckt? Und wow voll gut. Also, das ist bei uns ein 

bisschen ein Festakt quasi. Und da vielleicht auch 
einfach Aufmerksamkeiten mitzugeben, dass etwas 

wertvoll ist.

6I_DM_2402

00:17:44 Speaker M
Dass, dass das nicht alles als gegeben ist, sondern...also ich hab überhaupt kein 
Problem damit, wenn die F. sich jetzt zum Beispiel einen Granatapfel aussucht 
eben im Spar. Ich find das darf auch einfach sein, aber dann finde ich es auch 
schön, wenn wir das gemeinsam genießt und kostetet und probiert. Und das 

gleiche haben wir auch bisschen mit Fleisch. Auch jetzt ist die irgendwie schon 
langsam versteht das Fleisch, das wir essen Tiere waren. Und es ist auch so ein 

Grat, zwischen ehrlich zu sein und zu sagen ja, das waren Tiere. Und Tiere leben oft 
dafür, dass wir sie essen können und gleichzeitig ihr aber das auch nicht schlecht 

zu reden, sondern sie auch einfach wenn Sie mal Lust auf Schinken hat, dann gibts 
einen Schinken. Aber das ist nix, was...das ist dann trotzdem besonders würde ich 
sagen, oder? Jetzt haben wir einen Schinken und das schmeckt ihr dann gut und 

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

6I_DM_2402

00:21:29 Speaker D
 Ja, stimmt. Aber prinzipiell so sie dir so dieses...ich hab 

jetzt ein bisschen nachgedacht. Dieses Thema 
Nachhaltigkeit...ist find ich total, also extrem wichtig, 

aber mir fällt es auch wirklich sehr schwer teilweise. In 
Bezug auf wie wir leben, wie wir...schon allein, wenn es 
darum geht, wieviel Müll wir verbrauchen so. Einfach 
das ist, finde ich nicht so einfach und das ist natürlich 

auch eine finanzielle Sache, also wir würden...ich würde 
liebend gern keine Ahnung, jeden Tag oder jede Woche 
zum Markt gehen oder zum Verpackungsfreien Laden 

und dort einfach den Wocheneinkauf machen. Aber ich 
kanns mir einfach bei weitem nicht leisten, das ist 

einfach nicht möglich.

6I_DM_2402

00:21:29 Speaker D
Und auch so Dinge wie zum Beispiel...ich meine, das ist 
jetzt nicht mehr aktuelle, aber es wird wahrscheinlich 
wieder aktuell so Stoffwindeln. Aber da ist die Frage, 
wieviel Wasserverbrauch und bla bla bla... kann man 

dann ja eh von hundertsten ins Tausende gehen. Aber 
das ist prinzipiell, wir haben das oft probiert, immer 
wieder mit der F. als sie noch halt wirklich sehr viel 

wickelt worden ist. Das hat eine Zeitlang eh 
funktioniert, aber wir sind halt immer wieder zu diesen 

Wegwerfwindeln zurückgekommen. Und die sind 
halt....

6I_DM_2402

00:22:56 Speaker M
Aber vielleicht sagt muss ich da auch einfach....also ich 

glaub zu sagen, aber nur das ist richtig, ist sowieso 
falsch. Es gibt Phasen da ist es total stressig und da 
kann man einfach nicht jeden Tag waschen und das 
stinkt halt auch wenn es nicht gleich passt oder nicht 

jeden Tag waschen oder jeden zweiten Tag wascht. Im 
Sommer ist es ein bisschen Wurscht da kannst du es in 
die Sonne legen und es getrocknet. Also ich find diese, 
man darf sich glaub ich auch je nach Energie Level ein 
bisschen was rausnehmen. Dass man sagt da gibt es 

jetzt Kapazitäten und jetzt halt einfach nicht, weil es ist 
jetzt einfach zu viel.

6I_DM_2402

00:41:32 Speaker E 
Ja! Teilweis schon. Aber ich, ich löse mich davon immer mehr. Also ich merke, dass das 
einfach mir nicht guttut und dass das auch was ist, was sich gesellschaftlich ganz 
fürchterlich find. Dieser Anspruch einfach, aber das ist halt, was man über Generationen 
mitbekommt und dementsprechend ist es auf jeden Fall da auch, dass ich mir einfach eben 
mehr Gedanken mache. Wobei das also das Gedanken machen ist sicher nicht nur 
deswegen so, weil das quasi von außen so gefordert wird, das glaube ich nicht. Sondern das 
ist echt so mein meine, mein eigener Anspruch ist immer wieder neu besser zu machen. Ich 
hab auch nicht den Anspruch, dass ich die Entscheidung...ich bin jetzt auch nicht dass ich 
sage, ich habe diese Entscheidung getroffen, und das ist jetzt die hundertprozentig richtige 
Entscheidungen und wenn jetzt irgendwas, ich hab was Besseres gefunden, dann bin ich 
beleidigt. Denk mir oh Gott, das hab ich versagt oder sowas, sondern ich bin immer offen 
für neue Ideen also ich glaube, da bin ich nicht ganz so so tief drinnen, in dem dem Thema, 
dass mich das so belastet oder sowas. Wenn jetzt irgendwas sagen würde du ich hab das 
jetzt nachlesen das und das ist total schlecht. Beispiel zum Beispiel dieses Bambus Geschirr! 
Das Bambus Geschirr ist mit Melanie und Melanie ist eigentlich voll schlecht, das hab ich 
erst irgendwann rauskommen. Also früher, wir haben gar kein Bambus Geschirr gehabt, 
aber es war immer wieder Thema. Und dann haben wir uns auch informiert oder sowas 
oder irgendjemand hat uns das erzählt. Und theoretisch hätte ich jetzt schon kaufen 
können, also das war jetzt nicht praktisch schon da, aber es war dann eben die Information, 
dass Melanin total schlecht ist. Und damit war es dann erledigt, aber ich kann mir gut 
vorstellen, dass wenn ich das gehabt hätte und jemand sagt mir das sagt, dass ich dann sag 
ok gut Produkt kommt weg. Und dann habe ich wieder etwas dazugelernt. Und nicht, dass 
ich dann deswegen das Gefühl habe Gott ich bin eine schlechte Mutter oder sowas. Sondern 
es ist einfach auch wieder Prozess immer wieder neu dazulernt und es einfach so unendlich 
viele Themen gibt, wo man sich aber auch wirklich befassen kann. Und alles schafft man 
aber natürlich nicht. 

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

(Kind komt um gute Nacht zu sagen)
Ja, okay, interessant also generell. Es ist 

einfach zu groß, das Thema 
Nachhaltigkeit zum Teil, dass man da 
wirklich hundert Prozent Experte ist?

00:43:53 Speaker E
Ja.

5I_E_2302 Topic to 
big to be 
an expert

00:22:56 Speaker M
Aber vielleicht sagt muss ich da auch einfach....also ich 

glaub zu sagen, aber nur das ist richtig, ist sowieso 
falsch. Es gibt Phasen da ist es total stressig und da 
kann man einfach nicht jeden Tag waschen und das 
stinkt halt auch wenn es nicht gleich passt oder nicht 

jeden Tag waschen oder jeden zweiten Tag wascht. Im 
Sommer ist es ein bisschen Wurscht da kannst du es in 
die Sonne legen und es getrocknet. Also ich find diese, 
man darf sich glaub ich auch je nach Energie Level ein 
bisschen was rausnehmen. Dass man sagt da gibt es 

jetzt Kapazitäten und jetzt halt einfach nicht, weil es ist 
jetzt einfach zu viel.

6I_DM_2402

00:23:43 Speaker D
Ja, also für mich ist es ein wichtiges Thema aber schwierig. Und ich find aber das je 
älter die F. wird, desto...also am Anfang finde ich, wenn die Kinder noch ganz klein 

sind, geht es eher darum, dass man das ein bisschen vorlebt. Auf sich selber 
einfach schaut, dass es passt und je älter die Kinder dann werden, umso mehr 

muss man halt auch aktiv in den Dialog mit den Kindern gehen und Dinge 
wahrscheinlich...also ich kann mir vorstellen, dass die F. sehr viel Fragen stellt zu 

nachhaltigen Themen wie auch immer. Also jetzt allein, wo sie, wo sie schon 
langsam merkt, dass Fleisch von Tieren ist, das hat sie vorher nicht...war halt in 

ihrem Kopf nicht ja natürlich. Aber jetzt, also sie mag zum Beispiel auch jetzt kein 
Fleisch mehr essen, das ist ein bisschen so ausschaut wie ein Tier. Also Hendl oder 

so, das isst sie einfach gerade nicht das, mag sie nicht essen. Und das also, das 
kommt schon langsam bei ihr schon an. Da ist es dann halt schon auch wichtig, 

dass man da eben auch bespricht mit den Kindern. Und ich finde wenn uns das eh 
auch wichtig ist, das ist ja schön, das weiter zu geben genau.

6I_DM_2402

00:25:02 Speaker M
 Ich hab wollte jetzt zum Thema Gewand, zum Beispiel sagen weil die Frieda sich 
oft Sachen wünscht, die ich dir nähen soll. Wo wir dann zusammen zum Bio Stoff 
Geschäft fahren und einen Stoff aussuchen, der ihr gefallt. Und also ich finde es 

schon auch wichtig, ihr manchmal den Prozess zu zeigen, dass das Arbeit ist. Das 
ist das...da muss man mal sich entscheiden was man möchte. Da überlegt man 

sich, dann fahrt man dorthin, man sucht sich einen Stoff aus. Der Stoff wird 
gewaschen. Dann muss er trocknen. Dann muss man ihn zuschneiden. Dann muss 
man ihn vernähen, dann muss man vielleicht noch mal abmessen, dann muss man 
das ändern und dann passts. Das war so auch als sie neue Unterhosen gebraucht 
hat und die Unterhosen dann zu nähen und...das ist dann aber das muss ich das 

auch aussuchen können und wie die ausschaut und so also das finde ich auch 
wichtig ist es aufzuzeigen, dass das ist sehr wertvoll ist sowas. Und das wird das 
ist...sie kriegt auch gekaufte Sachen...aber wir kaufen eigentlich nicht so viel ein, 

das meiste ist meistens vererbt oder genäht. Aber mir ist wichtig, diesen Zugang zu 
zeigen. Weil bei allen Dingen, die man eben auch wie man pflanzt etwas an, man 
muss sich kümmern eben ab März, April und dann im Juli zu essen. Und das sind 

so...das heißt nicht, dass wir nicht auch vom Spar einfach Tomaten kaufen. 
Sondern aber ich finde es wichtig, da einfach beides zu zeigen und auch mit ihr  

zum Markt zu fahren immer wieder und mit ihr  einzukaufen und eigene Sackerln 
zu haben und so es ist in....

6I_DM_2402

Und das sind so Sachen und es ist auch ich mein, wir 
haben nicht zu viel Geld. Wir haben nicht so einen 
finanziellen Puffer wie viele andere Eltern. Aber wir 
haben jetzt zum Beispiel schon investiert, dass wir 

unser Lastenrad ausgerüstet haben auf E. Damit ich in 
der Schwangerschaft damit auch leicht damit noch 

fahren kann und dann wenn wir mehr Kinder haben. 
Also das hätte man auch einfach lassen können, weil 

das ist nicht günstig. Und das finde ich aber wichtig, da 
auch zu...o Entscheidungen zu treffen.

6I_DM_2402

00:27:30 Speaker D
Und ja, aber das ist....eh finde ich...ich hab das gar nicht bedacht vorher wie du 

gesagt hast vorher Fahrrad. Ist eigentlich cool, weil wir...ich find...also ich fahr mit 
der F. in der Stadt, also nur mit dem Lastenrad oder nur mit dem Rad. Und sie 

kann  ja auch selber das Laufrad fahren und sie kann jetzt schon Radfahren. Und 
also, seitdem wir irgendwie die F. mit ihr irgendwohin fahren, fahren wir eigentlich 
mit dem Rad hin, und das ist für sie ganz normal, dass wir nicht uns ins Auto setzen 

und sie in die Schule oder in den Kindergarten bringen.
00:28:00 Speaker M

Es ist aber auch wenn wir einmal mit der Straßenbahn fahren, dass ist für uns ein 
bisschen ein Highlight, weil sie es einfach...für sie ist ein Fortbewegungsmittel 

Fahrrad, also wir fahren dahin und es ist...also das sind so kleine Dinge, die wir 
vielleicht dann die uns nicht so auffallen, die wir aber glaube ich schon vorleben, 

dass man einfach so anders unterwegs ist.
00:28:20 Speaker D

Genau das ist ein bisschen so unbewusst eigentlich. Was eh cool ist. Wir haben ja 
auch ein Auto zwar, aber ich hasse es, ein Auto zu haben, das ist schon praktisch, 

vor allem wenn wir jetzt dann 3 Babys haben oder Kinder haben. Ist es sicher 
angenehm das stimmt schon, aber ich würde auf jeden...also ich würde es wenn du 

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

6I_DM_2402

Mobility

00:28:20 Speaker D
ja ich weiß nicht genau, aber 

irgendwie so dieses mit diesem 
die Fortbewegung oder die 
Mobilität das da einfach viel 

Nachhaltigkeits Bedarf ist, das ist 
da auch eine wichtige Sache.

6I_DM_2402

00:29:07 Speaker M
Jetzt hat noch zum Beispiel die F.  liebt Badezusätze, wie wahrscheinlich jedes Kind. 

Aber wir haben nur manchmal so F. und ich beide so Badezusatz eben diese 
Kugaln selber gemacht. Und das ist einfach cool und sie kann trotzdem gerne die 

Badezusätze haben, hat es auch ganz cool ihr  zu zeigen, wie man das selber 
macht, dass das trocknen muss, das wir uns Farben aussuchen, das also das ist 
natürlich alles ein längerer Prozess und man kann natürlich ins Geschäft gehen 
und das kaufen aber prinzipiell kann man es auch selber machen. Und ich finde 
das so ein Gleichgewicht zwischen sagen: Ich mag nicht jetzt so nein, das kaufen 

wir auf keinen Fall. Das ist in Plastik verpackt. Das finde ich auch falsch, weil dann 
wird ja die Versuchung nur noch grösser dass das sehr toll und bunt ausschaut. 
Und diese Bade Kugeln, die hat sie dann auch zum Geburtstag geschenkt den 

Freundinnen und Freunden mit extra Seifenglitzer und und so, das ist natürlich 
auch schön ihr das zeigen. Und es ist so für mich...also eine Balance zwischen 

diesen Sachen zu finden.

6I_DM_2402

00:31:01 Speaker D
Mhm ja, ich finde einfach aus...ganz allgemein aus dem 

Umwelt Gedanken und also das für mich persönlich 
macht halt immer also...schon allein in Wien, was jetzt 
gerade passiert mit dieses Jahr mit der Stadtautobahn, 
die sie da die Stadtstraße, die sie da bauen wollen. Und 

wo es jetzt so  riesige Gegenwehr gegeben hat und 
Aktivismus dagegen und die Baustelle ist dann 

geräumt. Weil es sind einfach so absurde Sachen und 
da lauft so viel falsch. Und das ist so ein großes Thema. 

Und es ist auch gut, dass das jetzt schon langsam 
immer ein größeres Thema in der allgemeinen 

Medienberichterstattung wird. Und ich finde, das ist 
einfach wichtig.

6I_DM_2402

00:31:01 Speaker D
Ja, also wenn ich mir denke jetzt also diese ganzen Horror Nachrichten von 

meistens von Amnesty international das geht ja Hand in Hand. Also und eben von 
diesen Umweltorganisationen wie das, was im Meer passiert, wie wieviel Plastik im 

Meer ist und wie viele Arten der verloren gegangen sind. Und ich denke mir mal, 
die F.  ist gerade am Anfang ihres Lebens. Und keine Ahnung, ich kennen jetzt nicht 

die genauen Zahlen, aber es gibt dann Prognosen bis 2050 wird der Wasser Spiel 
so und so viel steigen oder der Plastik Anteil sich vervierfachen oder irgendwie so 

keine Ahnung, ich weiß nicht genau die Zahlen. Aber wenn ich das lese, dann 
denke ich jetzt nicht unbedingt an mich persönlich, sondern ich denke auch in 

erster Linie an die F. oder jetzt an die Babys, die dann auf die Welt kommen. In was 
für einer Welt die dann Leben werden. Und dass da einfach unglaublich viel 

Lebensqualität verloren gehen kann. Und dass man jetzt, weiß jetzt auch nicht, ob 
das stimmt, aber jetzt kann man noch, hat man noch ein bisschen die Hebel in der 
Hand, dass man da was verändern kann und deswegen ist es wichtig, dass so viel 
für sich selber zu tun. Aber halt auch irgendwie darauf zu achten in weiterer Folge 

wie man immer, was man wählt, wo man einkauft oder irgendwie so. Dass da 
einfach das da einfach Dinge passieren, um die Welt oder die Umwelt einfach für 

die Kinder (lacht) Es kling einfach so blöd. Es geht sogar tiefer und es ist tatsächlich 
halt das, was ich mir dabei denk.

6I_DM_2402

00:33:25 Speaker M
Und ich finde auch jetzt so Argument, dieses in dieser Welt will ich keine Kinder 
setzen. Das hört man sehr oft: Willst du Kinder haben, weil ich kanns mir nicht 
verstehen, weil in diese Welt will ich keine Kinder setzen. Wo ich mir aber auch 
denke es braucht ja Kinder, die kommen, die sich damit befassen werden, es 

braucht ja Menschen um das du mehr Bewußtsein den Kindern mitzugeben. Dass 
du so Dinge, die wir uns jetzt Mühsam, wieder anlernen mussten, weil wir sind 

nicht gelernt haben. Wenn du Kindern das von Anfang an mitgibst. Nun müssen 
wir sie teilweise auch nicht um lernen für nachhaltige Ideen, sondern dann greifen 
vielleicht ganz automatisch zum Fahrrad, wo vielleicht Leute, die jetzt 50 sind sich 

mühsam dem Auto entwöhnen. Und sagen einmal in der Woche oder einmal in der 
Woche esse ich kein Fleisch und ich denke mir einfach wenn gewohnt bist, einmal 
in der Woche Fleisch zu zelebrieren dann musst du dich nicht mehr mühsam...also 
da gibt es schon solche....ja, wo man, wo man jetzt auch einfach...vielleicht ihr es 
erleichtern kann, indem man ihr jetzt auch schon Wege gezeigt, die ihr auch Spaß 
machen. Also es ist ja nicht nur so ein trockenes Thema, sondern es ist sehr auch 
total schön, sich ein Kleid zu nähen. Es ist so...jetzt auch einfach gesagt. Das heißt 

ja, wir müssen auch nicht über Kinderarbeit oder so alles schon gesprochen haben. 
Das kann jetzt auch grad einfach nur Spaß machen und irgendwann wirds werden 

auch diese Themen aufkommen. Aber sie musst sich dann nicht mühsam 
irgendwie von H&M trennen. So wie es vielleicht mir gegangen ist mit 13 dann 

irgendwann sich zu denken naja, soll ich die jetzt wirklich ein Leiberl um 3€ kaufen? 

6I_DM_2402

Not 
experiencing 

the difficulties 
as parents

00:37:57 Speaker M
Das letzte war ein Babybett. Wo wir eine 
coole Market finden haben, die wir dann 
gern auf Willhaben nachkaufen wollen.

00:38:15 Speaker M
Es wäre quasi eine nachhaltige Marke, 

die wir Second Hand kaufen.

6I_DM_2402

00:38:32 Speaker M
Ja, weil wir es uns in echt nicht leisten 
können, glaub ich. Also ich find das ist 

halt...man kann ja bei Babys wirklich sau  
viel Geld ausgeben. Und die Dinge, die 

uns jetzt aufgefallen und zusprechen die, 
sind aber auch unglaublich teuer, also 

wenn du ein Beistellbett für die ersten 6 
Monate irgendwie keine Ahnung 500Euro 
zahlst...und du eigentlich brauchst es mal 

2 dann...Aber ich... .

6I_DM_2402

00:38:32 Speaker M
Trotzdem sehe ich die Qualität von 

Produkt und find das einfach cool und 
gleichzeitig die Qualität verspricht aber 

auch, dass man es einfach lang 
und...weiter verwenden kann. Das also 

ein Plastik Gitterbett auf Willhaben 
würde ich nicht kaufen das 20€ kostet. 

Weil ich mir irgendwie denk das bricht ja 
gleich zusammen. Irgendwie ähm. Und 
wenn es aber aus Holz bearbeitet und 

gut...

6I_DM_2402

00:38:32 Speaker M
(...)dann hab ich keine...dann können wir vielleicht eine 

neue Matratze kaufen.
00:39:47 Speaker 2

Warum neue Matratze kaufen?
00:39:53 Speaker M

Ja, weil Baby schon sehr viel speiben und das von 
einem fremden Baby, also das finde ich...da würde ich 

mir denken, das ist halt einfach hygienischen 
irgendwie... . Es ist ja auch wichtig, dass die Matratze 
fest ist und das Baby hat ja auch kein Polster. Und da 
würde ich halt eher sagen ein gutes Produkt und das 

halt eher aufwerten. Indem man halt vielleicht 
hygienisch halt so..

6I_DM_2402

00:40:47 Speaker M
Ja, und ich finde, das es halt auch 
aus Holz gearbeitet ist. Das finde 
ich sowieso...dass es gut atmet, 

das riecht gut, das ist alles 
Andere als ein Plastikbett. Das 

still ich mir nicht fein vor darin zu 
liegen.

6I_DM_2402

Materials

00:42:05 Speaker D
Ja, es geht viel über 

Recherche, dann meistens 
Internetrecherche und das 

macht die M. ganz gern 
und sehr gut.

6I_DM_2402

00:42:05 Speaker D
Ich lese halt gern 

irgendwelche Zettel 
irgendwo die auf 

liegen.

6I_DM_2402

00:42:55 Speaker M
Auch mir ist auch einfallen zum Thema Laufrad und 
Fahrrad bei der F. weil das haben wir uns für einen 
Boombike bei dir entschieden. Es ist ja eh voll die 
aufstrebende Market und das ist aber teuer. Oh, 

gleichzeitig ist super verarbeitet. Das ist eine Wiener 
Firma, ein Unternehmen und es hat auch einfach kaum 
Wertverlust. Du kannst es einfach...ja nicht 1 zu 1 aber 
du kannst es sehr teuer weiterverkaufen. Was ich, was 
ich super find weil Kindersachen die mal einfach über 

mehrere Kinder durchhalten das finde ich super.

6I_DM_2402

00:43:57 Speaker M
Aber das finde ich einfach so schön bei 

nachhaltigen und regionalen und coolen 
Produkten, dass sie auch einfach eine 
langlebigkeits Dauer haben. Also du 

kannst einfach davon ausgehen, dass 
damit alle Kinder fahren können, die 

muss man hat und dann verkaufst du es 
weiter so.

6I_DM_2402

00:47:27 Speaker M
Das war eigentlich schon vorher, aber wir haben es dann doch...also gedacht, dass 
wir da sehr viel...also das ist so ein Soymaker, also einen Mixding, wo du Suppen, 
Saucen so ein Hochleistungsmixer wo du deine Suppen machen kannst, wo du 
deine eigene Hafermilch oder Mandelmilch zubereiten kannst oder halt so Brei 

machen kannst. Und das hat aber nicht so gut funktioniert, also wir waren da sehr 
enttäuscht von dem Ding. Es war ziemlich teuer und ist voll gut beworben worden 

und man sieht ja auch ganz in vielen...ich glaub zum Beispiel beim Dekagramm 
(Verpackungsfreier Laden in Graz). Ja, ich glaub die haben den dort auch gehabt 
oder zumindest in diesen Verpackungsfreie Läden sieht man sie immer wieder. 

Das glaube ich prinzipiell eine coole Sache aber zum Beispiel diese Babybreis, sie 
haben der Frieda alle überhaupt nicht schmeckt.

6I_DM_2402

00:48:48 Speaker M
Auch die Milch, wir haben dann schon oft Milchersatz damit macht und das...es hat 

dann halt leider nie so gut geschmeckt, wie wenn wir einfach Verpackungs Milch 
kaufen das war dann....da hab ich auch nicht so richtig daran gewöhnt. Obwohl ich 

wahnsinnig cool find, wenn das klappt. Also das es gibt jetzt glaub ich schon 
mehrere Produkte auf dem Markt zum Pflanzenmilch selber machen. Und ich hab 

auch schon so ein bisschen geliebäugelt mit so einem anderen Ding. Hab mir 
gedacht so cool aber ja noch hats ned so...es hat nicht so hin gehaut. Ja, und dann 

allein das Ding zu reinigen ist....

00:49:34 Speaker D
Ja, es ist halt, das ist halt echt viel Aufwand. Leider muss mann sagen. Als so das ist 

so schade weil es dann doch irgendwie einfacher ist, dann geht man zum Spar 
oder zum Billa und kauft sich diese abgepackte Hafermilch oder so. Und man kauft 
dann doch diesen hipp Babybrei, weil, da gehst du einfach hin und Kaufst das, das 

haben wir wenig macht das stimmt schon.

6I_DM_2402

00:49:55 Speaker D
Ja ja, aber trotzdem gehst du halt in einen Laden und 
kaufst das abgepackte Ding, was du eigentlich daheim 
machen könntest. Aber es ist schon wirklich aufwendig 

und die Zeit, die hat man dann halt auch nicht 
unbedingt, vor allem wenn man ein kleines Baby hat 

und eh alles neu ist und man übermündet ist.
00:50:14 Speaker M

Vielleicht will mach einfach in der Zeit wo die F. grad 
schlafen geht, dann selber schlafen oder mal was 

lesen. Und ja oder mal nicht kurz nicht an was denken, 
was mit dem Baby zu tun hat. Für diese halbe Stunde 

oder so.

6I_DM_2402

00:50:27 Speaker M
Also da wäre es irgendwie cool, wenn 

solche Dinge funktionieren, da zahl ich 
auch gerne dann dafür oder wünsche ich 
mir auch gern zu Weihnachten oder was 

weiß ich. Wo es dann wirklich Arbeit 
entlastet, weil ich vielleicht auch wegfallt, 

dass man jetzt noch zum Spar Milch 
einkaufen muss. Sondern man kann es 
daheim machen und hat aber nicht den 

Riesen Aufwand. Das wär natürlich 
irgendwie schön ja.

6I_DM_2402

00:51:31 Speaker M
...es ist es ist schon so ein bissel ein Konflikt zwischen 
wieviel stecke ich da jetzt rein damit die Quetschies 

selbstgemacht sind also und wann ist es einfach eine 
Entlastung sie im Glas zu kaufen. Und dann sich 

einfach zu denken, ja, die Male selber gemacht hats der 
F. nie geschmeckt, es hat ihr immer besser geschmeckt 
im Glas. Und ich hab mich da so bemüht und war dann 

auch schon so nah den Tränen, weil sie das schon 
wieder nicht mag. Und ich hab doch ich hab mich doch 

so bemüht und wo ich mir einfach denk ja egal, wir 
kaufen den einfach.

6I_DM_2402

00:51:31 Speaker M
Wenn es ihr  nicht schmeckt und mir 

eigentlich einmal zum Spaß noch davon, 
dass ich das, finde ich schon auch einfach 

Kaufen. Und ich glaube, dass es dann 
Eltern gibt, die sich das so vorstellen wie 

es zu sein hat und dann mag das Kind 
nicht und dann muss das Kind das aber 
mögen weil...also weil das, das gehört 

sich so.

6I_DM_2402

00:51:31 Speaker M
Und da finde ich sehr cool wenn es 

Produkte gibt die dem eben entsprechen, 
das man halt sagt ich kann wirklich einen 

super Brei machen und man hat aber 
jetzt auch nicht ein Riesenaufwand, dass 
das wäre cool und das würde ich dann 

auch zahlen. Weil ich natürlich dann auch 
entlastet, wenn man nicht 1000 Sachen 

schleppen müssen, rein schleppen muss.

6I_DM_2402

00:50:55 Speaker 2
Es gibt aber auch zum Beispiel diese Reismilch, die im 0,5er Pack war. Die aber 

dann erst daheim gestreckt wird mit Wasser, also die hochkonzentriert war 
und...na oder war es noch kleiner? Oder es war 0,3 und daraus kannst du quasi bis 

zu einem Liter Reismilch machen. Und das wollten wir, aber das kann man aber 
dann nur bestellen und das wäre nur dann günstiger gewesen als normale Hafer 
oder Reis Milch wenn wir ich glaub 80 Stück oder so bestellen hätten. Und ich mir 
dann so dacht, wir haben leider echt kein Platz 80 und diesen Dingern zu lagern. 

Sonst hätte ich es voll cool gefunden, weil wir hätten das dann einmal bestellt und 
wir hätten ich weiß nicht, wie lang Milch gehabt ohne Probleme. Und die war echt 

gut. Also ich find sowas auch cool nur 80 Stück zu bestellen, damit sie es halt 
finanziell auszahlt, das ist schon eine große Menge.

6I_DM_2402

00:54:41 Speaker M
 Du musst halt dann auch gleich 150€ 

vorstrecken oder so, das wird sich 
natürlich irgendwann rentieren, aber das 
sind halt...das ist halt der Unterschied ob 

du eine Hafer oder Reis Milch jetzt um 
1,50 kaufst oder ob du 150€...ja, es gibt 
schon immer wieder so Überlegungen 

wo man sich dann mal denkt muss ich da 
so viel Geld jetzt zahlen und dann auch 
noch zu lagern, das ist irgendwie schon 

auch mühsam

6I_DM_2402

00:56:34 Speaker D
Ja ja, also das, was wir immer wieder 

besprochen haben, halt wirklich komplett 
nachhaltig zu sein, oder so gut wie 
möglich. Und alles in Bio Qualität in 

bester Qualität, Saisonal und Regional. 
Von Gewand bis zu irgendwelchen 

Nahrungsprodukten, dann muss man 
doch das Geld haben.

6I_DM_2402

00:56:57 Speaker D
 So, eben wie ich anfangs gesagt hab das ist halt 

einfach so und deswegen, glaube ich ist es halt...das ist, 
das ist eigentlich dieser Widerspruch in dem Ganzen. 

Das würden wahrscheinlich viele Leute schon so 
machen und viele Leute würden auch vielleicht nicht so 

viel Fleisch essen, wenn es nicht so billig wäre. Aber 
dadurch, dass halt einfach diese Sachen, die prinzipiell 
gut für die Umwelt sind oder zumindest so beworben 

werden, sind um ein meistens um ein Vielfaches teurer 
als die herkömmlichen Dinge, die man kauft

6I_DM_2402

00:57:51 Speaker M
Das ist, dann ist das super, wenns so wie das Babybett gibt, wo wir recherchiert 
haben und du kannst dann weiter verwenden. Oder  wie unsere Nachbarin sich 
jetzt einen tollen Woll Walk Anzug, der der F. nicht mehr gepasst hat ausgeborgt 

hat, der war auch nicht günstig, der hat 80€ oder so kostet. Jetzt hat es schon das 
zweite Kind angehabt und sie hat uns dafür jetzt drüber gebraucht einen 
Rollwagen, einen von unseren Babys. Deswegen voll schön wenn es eine 

Community gibt oder dass dich austauschen kannst, wo du die Sachen die werden 
einfach nicht kaputt gehen, die kannst du jetzt einfach noch den anderen Babys 

geben. Und dann kannst du es eben auch weiterverkaufen. Das ist, das ist, das ist 
schon cool, dass das ist total wertvoll. Nur man muss halt dann mal zu dem Punkt 
kommen, wo sich's auszahlt, weil im ersten Moment dir zu denken, was jetzt das 
passt wieder für 3 Monate und dafür 80€ zahlen, das ist halt schon... .Ja, und es 

gibt jetzt auch Systeme wo du dir Dinge ausleihen kannst usw ich finde es natürlich 
immer cool, wenn die Leute kennst, mit denen du dich dann austauscht und so. 

Uund das läuft jetzt auch schon mittlerweile schon langsam, dass man das so mit 
Leuten...aber die haben wir halt vorher auch nicht gekannt. So Menschen...aber 
eben das muss sich irgendwann rentiert es sich dann schon nur muss man im 

ersten Moment schon viel reinstecken.

6I_DM_2402

00:59:23 Speaker 4
Ja versteh ich. Ich hab jetzt noch 2 Fragen und dann sind wir bei fertig also auf 
jeden Fall ja..sehr klar und ich speziell wegen Community, weil so wie ich das 

verstanden hab deine Community oder eure Community ist eher offline habt ihr da 
auch online in Social Media Communities oder Influencer die euch irgendwie 

beeinflussen?
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 finds vor allem bei elektrischen Sachen nicht einfach. Weil ich mich da nicht aus 

kenne und weil ich das...das Vokabular nicht hab, um mich da einzulesen. Da ich 
ich finde manchmal ist es praktisch, wenn es diese Siegel gibt. Wobei man dann bei 

den Siegeln auf wieder nicht weiß welches da jetzt....obwohl das, kann man 
irgendwie schon herausfinden. Aber das finde ich zum Beispiel bei Mode viel 

einfacher, weil ich mich da mit Stoffen mehr auskennen. Ich finds bei Spielsachen 
viel leichter, weil alles was aus Holz ist haltet lange. Ich finds bei elektrischen 

Sachen nicht so leicht. Du musst dann eben auch ganz cool das eben den 
Soymaker hätten wir net in Elektrofachhandel, den haben wir gekauft in 

verpackungsfreien Laden.  Wir da irgendwie so ein bisschen das Gefühl gehabt, 
dass muss es ein gutes Produkt sein, wenn es in dem Geschäft ist, dann....

6I_DM_2402

01:02:06 Speaker M
Ich finds schwierig, irgendwie zu den 
Informationen zu kommen, und dann 

finde ich schwierig, wenn man das 
vergleichen muss. Weil natürlich nicht 

jede Seite gleich aufgebaut ist und dann 
musst du Dinge vergleichen, von denen 

man nicht so richtig weiß was das 
eigentlich. Ja, also alles alles dran ist 

kompliziert.

6I_DM_2402

01:03:47 Speaker D
Das ist besser. Also ich würd jetzt nicht 
zum Media Markt gehen und mir gleich 
eins Kaufen. Ich würde mit der Absicht 
dorthin haben wir mal einen kleinen 

Überblick verschaffen. Und dann 
vielleicht bevor ich es dann kaufen, jetzt 

zuerst noch einmal auf Willhaben 
schauen ob es das gibt.

6I_DM_2402

01:04:04 Speaker 3
Obwohl ich ein bisschen bei elektronischen Geräten 

das Gefühl hab, ich weiß net, ob die auf Willhaben noch 
immer so halten. Also ich hab irgendwie alle 

elektronische Sachen, die werden einfach so schnell 
hin. Dass ich da eher glaube ich intuitiv ein neues 

kaufen würde, was total bescheuert ist. Wahrscheinlich 
aber dadurch, dass alle um uns alles was elektronische 
so eine Halbwertszeit hat, denken man sich irgendwie...

6I_DM_2402

01:05:47 Speaker D
Mir schwirrt noch ein bisschen im Kopf rum, einfach dieses Community und das ist 
schon eine Art von Nachhaltigkeit, auch dass man halt oder Second Hand, dass wir 

zum Beispiel innerhalb der Familie. Jetzt zum Beispiel ja die K., sie hat ja auch 
mittlerweile viel Zeug das sie jetzt vielleicht für die Valerie nicht mehr braucht aber 

was wir brauchen könnten. Und unsere Nachbarn haben auch wieder was. Und 
man kriegt dann von ihnen irgendwie. Oder die Mama hat zum Beispiel jetzt zwar 
nicht so die tollen Sachen... Aber die Klavier Schülerinnen und die hat eine Kiste 

gehabt und die haben ganz viel Zeug gehabt und als sie erfahren haben, dass die F. 
kommt, haben die uns ganz viel Zeug gebracht. So ist es schon cool weil man da 
halt auch nicht so gezwungen ist jetzt alles einfach zu nehmen und man kann es 
dann halt auch einfach wieder zurückgeben oder sagen das braucht man nicht. 
Aber dass man da an uns denkt, sowas ist schon schön und da geht es in erster 

Linie nicht um Nachhaltigkeit aber ich, das ist schon ein Aspekt der Ganz cool und 
super, dass sich das so irgendwie etabliert nach und nach. Und auch in 

Kindergarten. Letztens hat einer in die in den Signal Gruppe geschrieben, ob, ob 
wir einen Autositz brauchen, zum Beispiel  ob den jemand braucht. Oder so oder 

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 findet dann auch die Leute, die so ähnliche 

Produkte haben. Mir geht es selber gerade so mit den Nachbarinnen. Der wollen 
wir den Woll Walk Anzuh borgen und kriegen dann für unser Baby in der gleichen 

Qualität auch einen Woll walk Anzug geborgt, was natürlich so cool ist weil..das 
sind, das hätten mir wahrscheinlich gekauft dann also. Da finde ich einfach cool, 
die Leute zu finden, die ähnlich drauf sind. (unverständlich) Aber es ist,  es gibt er 
schon auch einfach so Kreise dann, die ähnliche Produkte verwenden. Das ist so 

cool weil man sich keine Ahnung die Waldviertler für die Kinder auch einfach 
austauscht. Weil das ist so cool, weil, dann werden die einfach benutzt. Und ich 

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

6I_DM_2402

01:08:35 Speaker D
Mir ist noch ein Ding eingefallen zur Nachhaltigkeit, so ein bisschen, so ein 

minimalistischer Gedanke, einfach weil wir auch gemerkt haben. Also man kann ja, 
wenn man möchte, sein Kind mit Spielzeug einfach zuschütten und das machen 
auch viele und man kriegt zu viel geerbt und da hat man es so viel Zeug da und 
Geschenkt auch zu jedem Geburtstag und so.  So was ist voll schönes, aber wir 

haben zum Beispiel auch dann gemerkt so in den ersten 2 Jahren von der F. das 
meiste, was wir gehabt haben so wir haben jetzt zum ersten Geburtstag Bausteine 
geschenkt. Oder wir haben halt schon halt einfach viel Zeug daheim stehen klappt 

und die F. hat eigentlich oder bis jetzt auch ist nicht so ein Kind, das viel mit 
Spielsachen spielt. Sie hat unglaublich viel in ihrer Phantasie und nimmt vielleicht 
also...sie nimmt erst jetzt...sie kann mit einem Löffel spielen oder mit einem Stück 

Käse und da Stunden lang irgendein Rollenspiel erfinden.

6I_DM_2402

01:10:06 Speaker M
Schon dass das jedes Kind so ein Punkt hat für das interessiert und dafür bist du 
dann auch einfach Cool, gewisse Sachen so wie Geburtstag, dass wir uns für sie 

eher eben einen Sportkurs wünschen, dass sie dann eine Aktivität hat oder Bücher 
denn immer. Da bin ich da...da sind wir auch ein bissel, das ist auch unser 

Schwachpunkt, dass kann man Tausende kaufen. Oder wenn ich mir denk für die 
Zwillinge würde ich jetzt auch eher einfach eine Liste erstellen, wenn Leute uns 
schenken wollen. Die uns das schenken weil, wir brauchen das und nicht was 

anderes. Und wir brauchen eher die Möglichkeit, uns irgendwo ein gutes Essen zu 
bestellen als Zeug also, das finde ich jetzt mittlerweile auch noch wichtiger zu 

sagen, schenkt uns Aktivitäten, schenkt seine Jahreskarte Zug. So macht irgendwie 
solche Geschenke, weil wir wir brauchen nicht mehr. F.F.  wäre zufrieden, braucht 

nicht mehr und F.  freut sich und hat so ein paar Wünsche und das passt dann 
auch. Das müssen wir net über stimulieren.

6I_DM_2402

01:13:19 Speaker D
Ich glaub, meine Eltern haben ja sich am Anfang als die F. auf die Welt kommen ist 
so im ersten Jahr herum schon. Also, da haben wir schon irgendwie so Probleme 

gehabt mit ihnen, weil sie halt irgendwie will ich auch irgendwie net gewusst 
haben, was sie eigentlich von uns wollen. Und sie haben irgendwie das Gefühl 

gehabt wir schließen sie aus oder so. Und sie wollen ja so viel, aber sie haben dann 
tatsächlich...oder der Papa macht's bis heut jetzt noch nicht so, dass sie nicht 
wirklich mit der F. Kontakt aufnehmen und mit ihr einfach sich einfach auf sie 

konzentrieren und mit ihr....sie ernst nehmen in dem, was sie tut und darauf zu 
reagieren. Und das haben sie kaum gemacht, weil sie vielleicht überfordert waren 

und sich unsicher waren und vielleicht auch das kann ja alles sein, dass sie sich 
nicht aufdrängen wollen, oder bla bla bla.

01:14:14 Speaker M
 Ja, das hat auch dazu geführt, dass sie uns irgendeine Dinge in die Hand gedrückt 

haben. Und dann auch ein bisschen schlechtes Gewissen fabrizierten wollte, indem 
sie...sie haben jetzt für die F. und wir und es waren schon komische Dinge

6I_DM_2402

01:14:31 Speaker D
Na sie haben dann halt so viele Sachen in die Hand 

drückt, wo das Schenken und dann aber nicht...also so 
ab dem Moment, wo die F. das in der Hand haltet ist 

erledigt und dann wird nicht mehr darauf eingegangen. 
Und wenn ich jetzt...Keine Ahnung wenn ich der V. ein 
Geschenk mach an ihrem zweiten Geburtstag, dann 
würde ich mir überlegen, was und mit ihr das dann 

gemeinsam vielleicht aufmachen oder zumindest dabei 
sein, solange sie es aufmacht und wenn das ist, womit 
man sich dann halt länger beschäftigt, dann würde ich 
das mit mir eine Zeit lang dann halt einfach machen. 

Und mich mit ihr beschäftigen. Das ist für ich ein 
bisschen normal, das so zu machen und das können 

aber nicht alle so.

6I_DM_2402

00:04:59 Speaker T
Also ich würde sagen, dass das eigentlich das Kind 

mehr oder weniger vorgibt. Und ja, dass man sich, dass 
man sich eigentlich danach also eben, dass man sich 
eigentlich so viel Zeit so frei nehmen soll das....Jetzt 

grad also grad nicht, dass man sich einteilt, dass jetzt 
wieder weiß ich nicht, dass man sich wieder nur Zeit 

nimmt für Babyschwimmen, weil da muss 
Babyschwimmen sein oder für...ja irgendein Event halt. 

Sondern wirklich so diese Zeit die einfach entstehen 
lassen kann. Das Gegenteil von eben einem strikten 

Zeitplan.

3I_T_2202

00:06:28 Speaker T
Ja also, ich find, das ist so ein bisschen so eine Kompromiss Sache. Also ich muss 

sagen auch jetzt verglichen mit vielen anderen Eltern zum Beispiel find ich...also ich 
finde, man muss so ein bisschen so eine Balance finden also zu strikt der Zeitplan 

jetzt im Sinne von ja...ich treffe mich um Punkt 04:00 Uhr mit irgendwem und muss 
jetzt das Kind aufwecken, weil das jetzt blöderweise gerade noch schläft. Und oder 

muss halt jetzt rennen. Das finde ich das ist...also das ist halt auf der einen Seite 
also man sollte immer sollte da irgendwie ein bisschen lockerer sein finde ich als 
Eltern, dass man halt einfach das hinnimmt, wenn man mal ein bisschen zu spät 

kommt. Aber gleichzeitig mag ich es auch nicht also halt diese und jene Eltern...und 
mag es auch nicht, wenn sich so alles also die ganze Zeit...der ganze Rhythmus so 
ums Kind dreht, dass man, wenn man sich was ausmacht, dann Stunde wartet auf 
die Kollegen weil grad das Kind noch Zeit gebraucht hat für dieses und jenes. Also 

ich find eben man kann mit Kind schon sehr wohl...also das Kind hat sich sehr 
wohl, finde ich, oder sollte sich sehr wohl nach ein bisschen auch danach richten 
müssen, einfach so wie die Eltern den Zeitplan vorgeben. Aber gleichzeitig muss 
man sich auch nicht stressen...also gleichzeitig also finde ich es wichtig, dass er 
bislang Toleranz bezüglich zu spät kommen oder so Sachen also im Sinne von 

einer vietel Stunde auf jeden Fall gar sein sollte.

3I_T_2202 Segmentation

00:15:46 Speaker T
Es wird auch so funktionieren ähm ja ok, 
also das erste Bild ist dieser Statue, diese 

Steinstatue.. ja von vor dem blauen 
Himmel. Und für mich ist das eine 

Metapher also, das ist irgendwie so eine 
Gewand Metapher für mich und...ja also 
ich find grundsätzlich...um das nochmal 

kurz vorwegzunehmen nachhaltig als 
Eltern...also ich find ganz stark was dazu 

kann auf jeden Fall ist ja mal so das 
Konsumverhalten zu reduzieren.

3I_T_2202

00:15:46 Speaker T
Und eben der Mann war, als Metapher für Kleidung oder irgendwie so erhabene, 
schöne Kleidung. Finde ich es grad sowas...wo man sagen muss ja, also, das ist, 
was eben ein Kind definitiv nicht braucht. Also gerade was die Kleidung angeht, 

finde ich auf jeden Fall einen nachhaltigen Schritt, dass man einfach erstens 
Kleidung weitergibst also Kinder, wachsen so schnell, dass sie halt so kurz, nur 
irgendwas also, das ist so kurz nur eine Garnitur brauchen und das finde ich 

einfach so auf dieses also da finde ich einen ganz tollen Schritt eigentlich, wenn 
man Kleidung einfach nimmt, was sie sie so gut laufen lässt und gleich weitergibt, 

wenn sie nicht mehr passt, gell. Also wenn das einfach...wenn man gar nicht da 
anfängt zu horten und Kistenweise da im Keller zu sammeln. Sondern das finde ich 

eigentlich einen totalen Superzyklus, wenn man sagt ok gut, ich hab die Kleidung 
gekriegt von irgendeinem Kind. Das, dem sie jetzt zu klein ist und wenn sie meinem 

Kind nicht mehr passen, dann gebe ich sie gleich einfach den nächsten Eltern 
weiter, die gerade das passende Kind dazu haben und dass das so durchläuft, weil 

in Wirklichkeit wird jedes Gewand Fleckig, kriegt Löcher sonst irgendwas im 
Kindesalter. Und das ist eigentlich toll, wenn man nicht drauf schauen muss, dass 
es schön bleibt weil man gerade was Neues gekauft hat. Das finde ich auf jeden 

Fall ganz wichtiger Punkt.

3I_T_2202

00:18:52 Speaker T
Ja, also, ich würde werdenden Eltern den Tipp geben, dass man, bevor man ein 
Kind...bevor das Kind nicht da ist, einfach so gut wie nichts kauft, weil man die 

Hälfte von den Sachen oder Dreiviertel von den Sachen nicht brauchen werden. 
Also sei es Kosmetika, Spielzeug sowieso da kriegt man so viel zusammen, dass 

man sich nicht mehr davor retten kann. Das ich denke soll es ist schön so 
symbolisch ein Stück zu kaufen...an weiß ich nicht, was einem gefällt einfach weil 

man ein Kind gekriegt und wenn man vielleicht Lust hat irgendwas schönes zu 
kaufen, gell. Aber so also wirklich von Kinderzimmer einrichten bis eben 

Kosmetika. Rate ich wirklich, bis das Kind nicht da ist so gut wie nichts kauft. Weil 
meistens sind auch die Gitterbetten Dinge, die dann im Keller landen, weil das Kind 

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

(...)

00:19:57 Speaker T
Und genau und das ja also. Der...ich mein in ganz viele haben..das ist halt so ein 
Vorfreude Ding. Genauso wie wenn Weihnachten kommt, dass man dann alles 

kauft, was uns eben schon...ein Kinderwagen und weiß ich nicht was und dann im 
Endeffekt landet alles im Keller oder sonst wo, wird nie angeschaut. Und ja, also da 

mal einfach abzuwarten, wäre so mein Ansatz.

3I_T_2202 Segmentation

00:20:43 Speaker T
Zum Beispiel. Da gibt es ja....also ich, ich weiß nicht wieviel...ich muss sagen, ich 

hab da so an Cremes für also es gibt ja für jeden ich weiß nicht von wunder Brust 
bis zu Bauchcremes für Rückbildung der Bauch Haus. Gibts ja, also gibt es wirklich 
alles und ich muss sagen ich hab so viele Dinge so nagelneu, original verpackt von 
anderen Mamas so gekriegt. Die noch immer original verpackt sind und schon von 

mir zu den nächsten weitergegeben worden sind und die wahrscheinlich wieder 
die weitergegeben werden, wenn man sie einfach nie verwendet. Ja, das machst du 

halt einfach...ja, kennen keinen Bedarf hast für die Sachen also. Ich mein, es gibt 
also ja, ich weiß nicht, man hat meistens eine Creme oder 2 Cremes die man halt 

verwendet und halt dann ein Regal voll, weil diese ganzen Dinge 
zusammenkommen. Und ich meine wenn sie dann so durchlaufen sind sie eh 

schon gekauft und irgendwann werden sie dann hoffentlich dann mal verbraucht, 
gell. Aber jetzt da anfangen neu zu kaufen bevor man diese Leiden, diese sie halt 

dann lindern sollen diese Produkte bevor man die hat, ist sinnlos meiner Meinung 
nach.

3I_T_2202

00:24:06 Speaker T
Ich glaub auch also das einfach so weiß ich nicht. Das mache jetzt einen Ratgeber, 

liest und...liest das weiß ich nicht, dass man halt irgendwann zu Wunden Brust 
kommen wird und dass man dann halt gleich...ja, weiß ich nicht, dann halt gleich 

das natürlich im Vorhinein kaufen geht, weil man halt so auch von allen Seiten 
gesagt kriegt ja, die erste Zeit ist dann irgendwie halt...da möchte man einfach...das 
sollte man seine Ruhe haben und nicht zum Geschäft rennen müssen oder so. Also 
so dieses ich muss jetzt noch schnell alles vorbereiten, weil das wird sonst stressig, 

wenn das Kind dann da ist, dann möchte ich einfach nur zu Hause sein 
können.Und dann eben, dass man dann...halt oder dass man einfach dann...ja, 

weiß ich nicht, dann geht man halt für ein Produkt vielleicht dorthin und dann sieht 
man 10 andere und dann kauft die halt auch. Weil man möchte ja dann nicht noch 
einmal rennen müssen, also dieses ist vor allem beim ersten Kind so, diese einfach 
nicht zu wissen, was man was einen erwartet und halt glauben man muss halt alles 
vorbereitet haben, um dann nicht dazu stehen und nicht fähig sein, sich das dann 

zu besorgen oder so also ich glaub das ist halt ein ganz großes Ding. Der 
Aufbau...man muss das alles fix und fertig vorbereitet haben, alles was man 

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

3I_T_2202

00:24:06 Speaker T
Und genau das, was ich dazu noch erwähnen möchte, ist auch also, dass ist mir 

jetzt auch bei also bei so ein paar Eltern, die mir so begegnet sind aufgefallen. So 
dieses eigentlich krampfhaft nachhaltig sein zu wollen und dann, wenn man 
irgendwelche Produkte sieht, die halt...wo halt groß jetzt...so wie ich sie halt 
beworben werden, nachhaltig draufsteht oder Green drauf steht das man 

eigentlich darauf hinein fällt. Weil man...und das dann kauft, obwohl das dann im 
Endeffekt unangetastet im Regal steht, weil man halt glaubt damit was Gutes zu 
tun. Und genau also eigentlich ist das, finde ich, ist auch was also die Definition 

Nachhaltig also im Bezug auf Konsum ist nicht nachhaltige Produkte zu kaufen, die 
man vielleicht nicht braucht. Sondern nicht zu kaufen, wenn man sich nicht sicher 

ist, dass man sie braucht.

3I_T_2202

00:27:47 Speaker T
Ja, also ich würde sagen, dass das eben das jetzt einfach der in der Mode, also 

irgendwie so der moderne Bürger ist nachhaltig das ist einfach jetzt halt so eine 
Trendhaltung und dann wird auch einfach vordefiniert wie der auszuschauen hat. 

Also, was man da halt als...also eben weiß ich nicht...eben nachhaltige Eltern  
wickeln mit Stoffwindeln zum Beispiel. Und also ich muss sagen, da kenne ich jetzt 
ein paar die, ja also die halt dieses Image entsprechen wollen. Weil das ist halt ein 
voll schönes Image dieser ja, nachhaltige Mensch, der Gutes tut und der eben der 

Umwelt zugutekommt und Stoffwindeln verwendet. Und dann kauft man 
Stoffwindeln und dann merkt man ah, das ist doch voll aufwendig und es sind noch 

so viele andere Dinge, die halt als Eltern auf einen zukommen. Dass man das 
einfach nicht packt mit dem Waschen. Das eigentlich einem zu viel ist und dann hat 

man einen Kasten voll mit Stoffwindeln, die noch nie angeschissen wurden und 
verwendet aber dann im Endeffekt eh die ganze Zeit Pampers.

3I_T_2202

00:27:47 Speaker T
Und das ist halt so ein also und dann ist 
es eben nicht so, dass dann sind diese 
Leute, dann halt dann einmal 3 Stoffen 
gekauft haben. Und sagen ok gut wir 
probieren es einmal und wir kaufen 

nach. Sondern wir haben dann halt 30 
Stoff Windeln und die wurden halt dann 
eigentlich für nichts produziert weil die 
werden nicht verwendet. Also so genau.

3I_T_2202

00:35:16 Speaker T
Ja, also ich kann ein Gegenteil auf jeden Fall ansprechen, also wo wir oder ich 
definitiv nicht nachhaltig bin. Ist eben beim Wickeln dann kauf ich halt ganz 

normale Wegwerfwindel. Und auch da gibt es natürlich so Ökowindeln und die und 
da haben wir halt die einmal verwendet und sie hat dann hat sie einfach zu dicke 

Oberschenkel gehabt. Also da muss ich sagen das ist eine Fehlkonstruktion im 
Schnitt, weil das einfach alles rausgeronnen also das sind halt...dementsprechend 
haben wir die dann gar nicht verwenden können. Und also da muss ich echt sagen 

da schau ich, dass sie einfach also, dass man Windeln spart, indem man sie halt 
einfach ohne Windel lässt. Weil ich echt sagen muss das ist, was ich find, das 

funktioniert für mich einfach zu wenig also. Einerseits bin ich die ganze Zeit mit ihr 
alleine und muss halt einfach genug andere Sachen machen, wo mir die Zeit nicht 
bleibt, auch noch Windeln zu waschen. Beziehungsweise halt auf die Schlepperei, 

dass man dann halt immer an einem nassen Windelsack mit hat , die man halt 
auch tragen muss. Da wäre mir der Aufwand...das steht für mich da einfach nicht 

dafür

3I_T_2202

00:36:48 Speaker T
Dieser Aufwand und halt auch dieses wie Frequenz in der man halt wickeln muss, 
wenn man Stoffwindeln 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 Stoffwindeln das bewundere ich voll aber es ist halt so, dass 

wenn wir uns an dem Vormittag treffen, dass während ich kein einziges Mal wickle, 
sie halt dreimal bei Eiseskälte irgendwo draußen dann wickeln muss. Und so 

ungefähr einen in meinen Sack nasser Windeln halt mit schleppt des...wo ich sagen 
muss das würde ich einfach nicht packen, gell. Also da, da steht das einfach nicht 
dafür und es gibt auch solche, die Hybrid tun und dann halt zu Hause Siffwindeln 
verwenden, wo ich sagen muss, da lass ich sie dann eher ganz ohne Windel. Vor 
allem fallen im Sommer, wenn man halt irgendwo auch viel draußen sein kann. 

Oder so weil ja, dann ist halt....dann muss sie nicht mit einer nassen Windel noch 
einmal herumrennen, sondern dann ist halt das halt gleich mal weg.

3I_T_2202

00:38:54 Speaker T
Ja, also, ich würde sagen, definitiv kommt da extrem viel Druck. Also jetzt halt auf 

jeden Fall in Richtung Nachhaltigkeit, auch wenn es halt gerade im Trend ist, 
irgendwie. Weil man hat halt das gute Eltern hat man nachhaltig zu sein. Erziehung 
ist sowieso immer ein Thema. Und also es was halt irgendwie gerade im Trend ist, 

dass sind Eltern dem voll exponiert, also dem Druck voll exponieret...dass es so wie 
der Trend hat gerade...also ich meine Erziehungsformen, dass ist ja auch, was ich 
halt ständig immer wieder ändert, wie man grad richtig erzieht. Und ja, ist also da 
wird sicher enormer Druck...und jetzt eben auch auf die Nachhaltigkeit bezogen, 

enormer Druck auf die Eltern ausgeübt. Und aber ich muss sagen, das ist halt auch 
Aufgabe der Eltern. Also irgendwie da...das so ein bissel deine kalte, also die kalte 
Schulter zu zeigen und eine Elefantenhaut gegen diese Dinger zu haben. Weil dem 
ist man in dem  Abschnitt einfach immer ausgesetzt. Und das finde ich halt extrem 

wichtig, dass man zu dem steht, was man macht. Und das deshalb macht, wenn 
man es für richtig hält und nicht, weil man irgendwann gefallen möchte, und ich 

finde, das ist auch extrem wichtig, dass sind halt stabile Eltern denke ich mir, dass 
merken sie auch wenn sie einfach klar in dem sind was sie machen und dazu 

stehen.

3I_T_2202

00:43:52 Speaker T
Ja also auf jeden Fall also für mich bedeutet es grundsätzlich halt nichts übers Maß 

hinaus zu leben. Und also ich find das...wenn...ich find das so wie wir jetzt...also 
irgendwie grundsätzlich das eigentlich so der Durchschnittsmensch in Österreich, 
der ist einfach nicht nachhaltig. Also wir leben alle irgendwie über unserem Maß 

ausfindig und auch also da, da möchte ich mich jetzt gar nicht exkludieren. Ja also 
wie gehts sicher wieso besinnen auf wesentliche Sachen und halt auch so mit 

ja...also ich find eben ein Kind braucht nicht alles weder materiell noch jetzt im 
Sinne von....ja, weiß ich  nicht irgendwelche Überdrüber Erfahrungen. Also im 
Sinne von was man halt weiß ich net, dass man halt Weltreisen als Kind schon 
machen muss oder sonst irgendwas um gefördert zu werden und also, das ist 

halt....also ich find...

3I_T_2202

00:43:52 Speaker T
also ich also, ich würd sagen 
nachhaltige Eltern heißt oder 

nachhaltige Familie heißt mit den 
Kindern in den Wald gehen, das 

eigene Umgebung erkunden. 
Denen damit auch irgendwie 

Bewußtsein gleich für Natur usw 
mitzugeben.

6I_DM_2402

00:48:43 Speaker T
Ja, also ich muss sagen total. Also ich find, wenn man vor allem wenn man da sieht, 
was einfach für Sachen passieren. Dann wirkt das so richtig aussichtslos...also ganz 
oft einfach, wenn man sich denk, ok gut. Und wenn man dann sich so hilflos fühlen 
und wenn man sich denk ok gut. Wir sind halt mittendrin, aber irgendwie ist man 
machtlos. Also gerade so, mit dem alles zubetonieren. Diese Sachen, wo man sich 

echt denkt, es weiß jeder, dass dem ein Ende gesetzt werden muss und es gibt 
einfach keine Gesetze, die den entgegenwirken so richtig. Also irgendwie mit Geld 

kannst du alles kaufen und alles tun. Und da gibt es einfach nix was dem 
entgegenhält, wenn man sich es einfach leisten kann. Also ich find das ist total also 

eben das ist...das stimmt dann so richtig traurig und total aussichtslos, dann 
einfach.

3I_T_2202
wanting to have 

more big 
cooperations 

involved, policies, 
goverments

01:01:00 Speaker T
Also ich muss sagen Grad mit Kind, versuche ich....also versuch ich eigentlich. Also 

ich find das also das....finde ich ganz schlecht bei meinem Kind, das so vorlebt, 
dass man die ganze Zeit am Handy hängt oder so. Also ich muss sagen ich benutze 
es eigentlich fast...also ich benutze es wirklich nur so zur Kommunikation um was 

auszumachen. Und dass wir uns mit irgendwem halt treffen. Aber ich tue nicht 
einmal gerne jetzt also einfach... oder es funktioniert auch nicht wirklich...wenn ein 

Kind da ist...weiß nicht...telefonieren, weil sie halt einfach die ganze Zeit die 
Aufmerksamkeit haben will. Also für mich jetzt...persönlich gerade mit Kind ist es 
sowieso dann was, was sich ergibt, dass man das halt kaum mehr nutzt, weil man 

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 finde ich 

richtig blöd muss ich sagen, wenn man sich das so da so in sowas reinsteigern, also 
eben ja... . Also, das ist überhaupt so ein Ding, ich weiß nicht, das ist ich find das 
eigentlich gar nicht gut für die Erziehung, weil man sich da so die ganze Zeit weiß 
ich nicht irgendwo. Also das beste weiß ich nicht viel besser Erziehung oder das 
Beste ist einfach sich mit dem Kind zu beschäftigen, da merkt man dann eh von 
selber was es braucht. Ich finde das eigentlich ganz schlecht, wenn man uns vor 

allem...also das bringt nur Durcheinander bei den Eltern und im Endeffekt bei den 
Kindern, wenn man keine klare Linie hast, wenn man die ganze Zeit nur sich 

versucht irgendwo für alles, was gerade passiert eine Antwort irgendwo zu holen. 
Also oder die ganze Zeit versucht zu analysieren, also mein Kind macht jetzt das 

und sich irgendwo Rat sucht wie muss ich...also quasi wenn mein Kind dies macht 
wie muss ich vorgehen? Wie muss ich damit umgehen?

3I_T_2202 Segmentation

01:06:05 Speaker T
Und also ich weiß nicht, und ich 
war nach der Ortwein Opair in 

den USA und hab dadurch schon 
irgendwie so ein bissel auch 

Erfahrung sammeln können, die 
mir jetzt voll zugute kommt.

3I_T_2202

Aber ich muss sagen, dass ich mich da eigentlich so recht sicher fühle und überhaupt nicht 
da jetzt die ganze Zeit in mir Selbstzweifel hab. Und das ist mir, wenn andere mich als 
Rabenmutter ansehen, auch relativ wurscht ist also ich muss sagen. Das also da 
anderen...vor anderen ein gutes Bild machen zu müssen, das ist einfach nicht so meine Art. 
Ich muss eigentlich auch in den USA damals schon...also auf den Spielplätzen...das war 
immer, also das war ganz wichtig meine Gastmutter meinte..den Amerikaner oder die 
amerikanischen Eltern beschrieben....die Amerikaner versuchen also irgendwie so ja...die 
Amerikaner versuchen, in der Kindererziehung alles richtig zu machen und alles im 
Ratgeber nachzulesen und machen im Endeffekt alles falsch, gell? Und es ist doch dieses 
Show Eltern sein. Das ist halt dort noch mehr gewesen als bei uns muss ich sagen, dass es 
eben dieses perfekte Eltern vortäuschen und dieses immer sich überall einmischen bei den 
bei den Kindern. So dieses in der Sandkiste, wenn wir um ein Spielzeug streiten, dass man 
hingeht und ja sofort meinem Kind wird etwas weggenommen und du sagst sofort na 
(unklar) und das ist halt also für mich war das komplett falsch. Erstens überhaupt 
einmal...also ich hätte meinen abgewartet und dann nicht sofort interferiert wieder. Und vor 
allem auch dieses immer...so weiß ich nicht so dieses also ich finde das völlig falsch, dass 
wenn, wenn ein Kind deinem sein Spielzeug wegnimmt, dass du immer anspricht sollst es 
soll es teilen. Weil das ist einfach weiß nicht...also das ist gerade wichtig, dass meins und 
deins und jetzt hast du so und später kann er es haben, wenn du es nicht mehr 
verwenden... aber soll das das sind doch viel wichtiger, als dass du jeden mit jedem alles 
teilst.Ich bin dort voll als Rabenmutter also ich meine, das waren nicht meine Kinder, aber 
als Rabennanni angesehen worden. Weil Ich den Kindern irgendwie relativ viel Freiraum 
gegeben hab und vor allem mich nicht eingemischt habe immer gleich, sondern halt wenn 
es nötig war meiner Meinung nach. Also da würde ich sehr schief angeschaut und irgendwie 
weiß nicht das, ich hab halt einfach dieses Show Mama sein, dort so zu hassen gelernt und 
so blöd gefunden. Dass ich das einfach nur blöd find , wenn man glaubt, man muss sich 
dafür irgendein verbiegen. 

01:11:20 Speaker T
Also um den trotzdem Muttermilch zu 

ermöglichen ist super Sache, aber es wird 
heutzutage schon irgendwie mal hart als 
Mutter, bevor man das Kind überhaupt 
kriegt hat, sollte man sich schon eine 

Milchpumpe zu Hause auf Lager legen 
werden weil vielleicht braucht man sie 

später.

3I_T_2202

01:15:52 Speaker T
Ja also so meine Quellen also ich muss 
sagen, also zum Beispiel...alles so bissl, 
wenn mir irgendwer irgendeinen also 

Leute, von denen ich einfach, die dieser 
zeige ich einmal für mich interessant sind 
also so meine Mama Freundinnen, die so 

ja selber Interessen haben, würde ich 
sagen. Wenn sie zum Beispiel gute 

Bücher zum Empfehlen haben. Also ähm, 
wenn irgendwer so gute Bücher zum 

empfehlen hat oder so.

3I_T_2202

01:15:52 Speaker T
Eben so ein Paar,ein paar richtig coole Freunde, die immer heiße Tipps haben, für 

so Bücher und so Sachen. Also ich muss sagen ich bin da auch einfach weil es mich 
interessiert also, wo ich was her kriege an Infos, die jetzt irgendwie so Hand und 

Fuss haben meinen Gefühl nach. Ich könnte jetzt gar nicht sagen, ich hab jetzt eine 
Quelle oder so, aber ich bin sicher eine, die das aufsaugt, wenn es was interessant 

ist und die Quelle vertraulich ist. Viel von der Uni aus und eben so aus dem 
Freundeskreis von Leuten, die halt wirklich selbst irgendwie direkt Kontakt zu 
Hebammen haben die wirklich irgendwie fundamentalle also irgendwie jetzt 

irgendwie Kohle Hebammen einfach. Genau und ich muss sagen eben mich lässt 
dann auch den einen oder anderen interessanten Artikel oder so oder hör mir 

einen Podcast oder sowas. Bisschen von allen Seiten das Rausgefiltert, was mich 
halt interessiert. Es sicher ganz viel einfach vom Studium kommen, also das sind 
Bereiche einfach von. Ja und ich glaub, ich hab grundsätzlich eine sehr natürliche 
Einstellung zu den Sachen, das ist halt einfach auch seine Sichtweise, dass einfach 
eben sowas wie die Hysterie mit abpumpen und ud Aptamil einfach ganz schlimm 

finde.

3I_T_2202

00:03:54 Speaker I
OK. Mhm also Zeit nehmen für einerseits 
äh muss man...Fangen wir vielleicht bei 
den wichtigsten an...fürs Kind sowieso, 

also man muss seine Zeit wirklich 
bewusst timen, damit das Kind die volle 
Aufmerksamkeit bekommt. Was meiner 
Meinung nach wichtig ist, also ich finde 

es auf jeden Fall wichtig ja. Und man 
muss aber auch...hmmm...

1I_I_1502

00:03:54 Speaker I
Jeden Fall, zeigt es mir mal für Kinder...auch...aber auch 

für sich selbst. Also ich finde, dass das finde ich ganz 
wichtig, weil viele Eltern verlieren sich komplett in sich 
selbst, also die geben wirklich alles, was sie haben, und 

sind dann so ausgebrannt. Nach einiger Zeit und das 
back fired ja. Du weißt was ich meine? Im Endeffekt legt 

sich das dann wieder rückwirkend aufs Kind negativ 
aus, wenn es deiner Gesundheit nicht gut geht. Also, 

das finde ich halt mit Zeit nehmen, immer ganz wichtig, 
dass man sich da selber nicht verliert. Ich weiß nicht 

genau, ach ja...

1I_I_1502

00:03:54 Speaker I
Ja also, das ist aber auch etwas, was ich weiß, dass es 
ganz vielen Müttern schwerfällt, weil das einher geht 
mit diesem Mum Shaming. Was es auch ganz viel im 

Moment gibt, weil du musst dein ganzes Leben, deine 
ganze Zeit alles auf das Kind abgeben sozusagen. Und 
es ist dann verpönt, wenn man sagt, ich nehme mir die 
Zeit für mich selbst. Und daher finde ich, dass es ganz 
wichtig ist, trotzdem sich die Zeit so einzuteilen, dass 

man sie...wie soll ich sagen, man hat ja nur 24 Stunden 
für einen Tag und man muss das ganz gut timen, damit 
da genug für Kind, für Partnerschaft und auch für einen 

selber übrigbleibt.

1I_I_1502

00:07:49 Speaker I
Also das ist, da ist gleich einmal, wenn ich jetzt...was weiß ich einen Ratschlag 

mitgeben oder jemand sagt ich mach das so mit meinem Kind, dein nehmen die 
Mütter des gleich sehr persönlich, also das ist so...ich weiß nicht dieses Mum 

Shaming ist tatsächlich grösser als ich damals dachte ich hab davon vorher schon 
gehört, auch in der Schwangerschaft habe ich mir da immer mal wieder Gedanken 
darüber gemacht. Aber dass es solche Ausmaße annimmt, muss ich auch ehrlich 
sagen hätte ich mir auch nicht vorgestellt. Das geht wirklich ganz, ganz flott, also 

hauptsächlich natürlich in solchen Foren, aber auch im Real Life. Also da muss man 
schon selbst sehr reflektiert sein, auch mit sich selbst. Dass du das auch dann nicht 

projizierst auf die andere Person. Und das tut dem Ganzen dann wirklich neutral 
gegenüberstehen kannst. Wenn man zum Beispiel sich über ich Erziehungsstile 

austauscht oder so. Und dass man dann wirklich aus der Situation heraustritt und 
sagt das ist keine Kritik an dir, sondern das ist wirklich nur ein Stil wie ich das 

mache. Und das passiert mir wirklich ganz häufig also, dass du auch immer wieder 
dazu sagen musst, dass du die andere Person nicht kritisiert oder so. Das ist 

wirklich einfach quasi mein Ding ist aber das heißt ja noch lange nicht, dass es 
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 definitiv der 
größte. Aber es gibt garantiert auch viele andere Bereiche, also eben was...keine 
Ahnung...Material was du verwendest als Elternteil also da gibt es...weißt du, da 

wird dann zum Beispiel...viele Mütter sind ja ganz ich sag jetzt mal öko. Das klingt 
so abwertend. Damit ist, um schneller zu beschreiben, so wird wirklich auf Plastik 

verzichtet. Da gibt es keinen Zucker für die Kinder...da ist wirklich auf das 
Minimum, die haben keinen Kinderwagen, weil mit Trage wird getragen. Und da 
passiert es dann doch, auch wenn du wirklich auf zum Beispiel andere Mütter 

triffst, dass es passiert, dass du dann wirklich auch aneinandergerätst, weil du zum 
Beispiel dich eben für in den Kinderwagen entschieden hast, oder ein, wenn wir 

nicht gerade... ich seh da grad die ganzen Avent Sachen hinten bei dieser 
Präsentation. Wo, wenn du denkst, dass viele zum Beispiel sagen: Nein, 

Flaschenwärmer brauche ich nicht weil...was weiß ich? Keine Ahnung Plastik Müll. 
Und das wollen sie nicht produzieren und dann gibt es da eben auch ganz viele 
Mütter, die da aneinandergeraten können. Ist mir jetzt noch in dem Sinne nicht 

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

1I_I_1502

00:17:23 Speaker I
Ja, genau also, das ist auf jeden Fall so für mich 

Nachhaltigkeit, dass das du die Natur.... schätzt und 
auch wie soll ich sagen, weitestgehend erhältst. Ja, für 

das Kind später. Also nachhaltig ist für mich 
hauptsächlich eine Natur bewahren, die ich als Kind 

hatte, damit mein Kind das Gleiche erleben kann, wenn 
sie dann...also einfach in dem Alter ist. Weißt du was 

ich mein? Also Natur bewahren, das...so würde ich jetzt 
Nachhaltigkeit verstehen.

1I_I_1502

00:18:27 Speaker I
Ja, auf jeden Fall also ich denk mir auf jeden Fall, dass das auch vorrangig sogar 

unser Job ist als Individuen, selbst als Menschen und jetzt nicht das Ganze 
abzugeben, weil...jede kleine Handlung hat eine Wirkung also jede Kleinigkeit, die 
ich jetzt mache, kann auch eine Auswirkung haben. Natürlich werd ich das kleiner 
Mensch nicht viel tun können, wenn in China in eine Fabrik was weiß ich wie viele 
Abgase produziert oder so. Das ist schon bewusst, aber ich denk mir, es geht auch 

oft um diese...um das Bewusstsein dafür, dass du überhaupt diese Natur noch 
schützen musst und eben auch nachhaltig lebst. Weil viel kann ich nicht ausrichten, 
in Summe aber ich kann auf jeden Fall nachhaltig leben und ich kann das an mein 
Kind weitergeben. Dieses Bewusstsein und sie kann das wiederum an ihre Kinder 

weitergeben.

1I_I_1502

00:22:59 Speaker I
Nein, also das hat jetzt für mich alles aus gesagt mein ich. Ja, Nachhaltigkeit ist ja 
dann sowieso...das ist so weitgreifend...dass das mit dem Müll Mülltrennung zum 

Beispiel wichtig ist oder so. Aber ich...ich...es ist halt für mich ist Erziehung das 
große ganze und wenn ich dann nur Müll trenne, weil man halt Müll trennt, dann 

finde ich hat das wenig Zusammenhang zu dem, was ich sonst tue. Also ich trenne 
den Müll, weil wir die Natur wichtig ist und weil oder ich würde, zum...ich bin auch 

manchmal so, dass ich Dinge wegschmeiße, wenn ich sie am Wegesrand finde, 
wenn es sich dann ergibt oder so. Und dann denk ich mir das ist ein großes ganzes 
Konzept. Ja also, weißt wie ich meine, dass ich das halt nicht nur das ich mir nicht 
nur ein paar Dinge heraus packe, sondern das ist für mich halt alles zusammen 
gehört, also wenn ich die Natur genießen kann, dann schütze ich sie auch und 
eben versuche ich so weit, so gut es geht in dem was mir halt möglich ist, dann 

auch nachhaltig zu sein. So gut es geht.

1I_I_1502

00:25:45 Speaker I
Ja, also das, was ich auf jeden Fall habe...besitzen tu ich natürlich den Sterilisator 
den Flaschenwärmer, die Schnuller also viele von denen und auch die Flaschen 

also ich hab ziemlich viel von Avent eigentlich. Nur zum Thema eben in Richtung 
Nachhaltigkeit wäre eben dieser Nahrungsmittel Zubereiter. Den hab ich nämlich 

geschenkt bekommen von meinem Bruder. Gebraucht. Und dann habe ich mir 
nämlich den zweiten, weil der kurzzeitig nicht funktioniert, oder weil ich geglaubt 

habe funktioniert nicht auch noch den Gebrauchten von meiner Freundin gekauft, 
also von ihr quasi gekauft, weil ich mir sage, das ist ein Gerät, das wird nicht 

übermäßig verwendet und dementsprechend kann man das durchaus gebraucht 
kaufen, oder sich holen. Und das ist für mich in dem Sinne auch Nachhaltigkeit.

1I_I_1502

00:27:01 Speaker I

Also, ich mein es gibt eben Dinge, wo ich sag hygienisch zum Beispiel würde ich es 
nicht gebraucht holen. Das sind zum Beispiel Dinge, die man eben auf der Toilette 

verwendet also ein Klositz oder so würde ich einfach nicht gebraucht haben wollen. 
Das Gleiche wie zum Beispiel auch Baby Matratze, würde auch immer neu kaufen. 
Oder so Dinge wie Schnuller und das, das ist etwas...Ich bin eigentlich jemand, ich 
kaufe Dinge wahnsinnig gerne gebraucht, weil ich denke eben, man muss nichts 

Neues zu dieser Gesamtbilanz dazu kaufen. Man kann eben auch gebrauchte 
Dinge verwenden, nur was ich...als Mutter hat sich das für mich dann aber 

verändert. Bezogen auf zum Beispiel die Schnuller, die man da jetzt sieht, weil du 
möchtest für dein Kind das Beste und zwar ausnahmslos das beste und in dem Fall 
zählt Hygiene auch dazu. Und da bist du...tendierst oder zu, dass du...und das hab 

ich mit mehreren Müttern schon...also ich hab...das ist halt nicht allgemein 
Meinung, aber es ist sicher schon öfters gefallen und dass du einfach kein Risiko 

eingehen möchtest. Dein Kind ist das wichtigste und du möchtest dieses Risiko so 
gering wie möglich halten, dass irgendetwas sein kann. Und daher gehend viele 
Mütter besonders...was eben so Dinge für Babys wie Schnuller oder Flasche am 

zum Beispiel.

1I_I_1502

00:27:01 Speaker I
Das ist vielleicht...also ich stell mir vor, wenn wir zum Beispiel jetzt jemand 
sagt...eine Studie dazu veröffentlicht, wie zum Beispiel das dieser Schnuller 

gebraucht von einem anderen Kind ist aber was weiß ich Dampf sterilisiert wurde 
oder noch sonst irgendwie gereinigt wurde. Zum Beispiel dann auch keine 

Bakterien mehr aufweist oder gleich viel Bakterien wie der Schnuller der etwas 
frischen Verpackung kommt, dann könnte ich mir vorstellen, dass das würd mich 

dazu verleiten, umzudenken. Denk ich mir gut, wenn der eh unbedenklich ist, dann 
muss ich den ja nicht neu kaufen, weil dann kann ich das ja auch so. Aber die Eltern 

sind da wahnsinnig fixiert auf ihr Kind, was natürlich vollkommen normal ist und 
das ist eh gut. Daher kommt dieser Gedanke weißt du, das muss das Beste sein 

und das Beste ist automatisch das neue.

1I_I_1502

00:27:01 Speaker I
Sie eben gerne auf Nummer sicher gehen und kaufen bewusst und absichtlich neu. 

Also das ist auch so mein, was soll ich sagen...Ja, normalerweise würde ich 
gebraucht kaufen, aber wirklich etwas...das war, das ist neu dazugekommen, als 

sie neu auf der Welt war, hab ich nicht so gedacht. Und das hat sich... Naja, es geht 
einfach, es geht einfach um das Kind und und du bist da wirklich so, dass du sagst 
also... außer wenn es jetzt nicht finanziell nicht ausgehen würde aber ich glaub da, 
das ist wirklich etwas da sind Eltern so, dass sie das...dieses Risiko nicht eingehen 
wollen, auch wenn das wahrscheinlich einwandfreier Zustand sein kann. Aber da 
ist so dieser Gedanke neu ist hygienischer und besser. Das ist einfach noch sehr 

groß in den Köpfen der Eltern. Von dem her, das ist etwas was, wo man sicher auch 
ansetzen könnte, weißt du, wie ich mein? Also wenn man wirklich nachhaltig 

arbeitet, dass man da vielleicht auch dieses Bild verändert?

1I_I_1502

0:31:24 Speaker I
Also ich geh 

meistens oder fast 
immer also auf wie 

heißt das 
Stiftungwahrentest.

1I_I_1502

0:31:24 Speaker I
Ja, aber ich geh auf jeden Fall, 

was man so quasi auf Google auf 
der ersten Seite bekommt, geh 
ich meistens durch, also, bevor 

ich mich für neues Produkt oder 
was auch immer entscheide.

1I_I_1502

0:31:24 Speaker I
Auch zum Beispiel also, wenn 

Studien dabei waren, dann habe 
ich mir die natürlich auch gern 
angeschaut, also das war dann 

schon auch was eine 
Kaufentscheidung mit beurteilt.

1I_I_1502

00:32:38 Speaker I
Also ich geb gerne Influencer, also zum Beispiel Influencer geb ich jetzt nicht 

wirklich etwas...ich hol mir kleine Ideen jetzt wenn es um Erziehungsstiele geht 
zum Beispiel hab ich jetzt gerade viel Montessori Ideen...über Influencer jetzt 
gesehen auf Instagram hauptsächlich. Aber das sind mehr Ideen also was ist 

wirklich um Produkte geht dieses eher weniger.

1I_I_1502

00:32:38 Speaker I

Also ich bin so, dass ich mir gerne auch von anderen befreundeten Mamas Ideen 
hole. Aber ich neige selbst für mich eher dazu, dass ich lieber nochmal online über 
eben was weiß ich Studien wenn es das gibt, wenn es dazu irgendwelche wie soll 
ich sagen...objektiven...Forschungsergebnisse oder so gibt, dann bin ich eher auf 
der Seite also wie soll ich sagen ich fühl mich bei der Wissenschaft ein bisschen 

sicherer als ja die Meinung von anderen Müttern.

1I_I_1502

00:34:23 Speaker I
Also es ist, äh, sind...also für mich sind 
immer bei nachhaltigen Sachen, die ich 

jetzt Second Hand nachhaltige 
Sachen...ist es auf einer Seite natürlich 
das nachhaltige, dass du das einfach, 

dass du kein neues Produkt in den 
Kreislauf bringst, ich mein es ist zwar da, 

aber wenn du es nicht kaufst, ist es ja 
nicht wirklich...du weißt schon, was ich 

meine?

1I_I_1502

00:34:23 Speaker I

Auch der Kostenfaktor. Neu kostet immer mehr, und ich muss ehrlich sagen viele 
Dinge sehe ich nicht ein neu zu kaufen oder zumindest find ich einfach nicht 

notwendig, neu zu kaufen, wenns die in gebrauchter Version auch sehr gut gibt, 
also so Sachen wie Kinderkleidung haben wir jetzt viel geschenkt bekommen und 
ich würde jetzt meinen die Hälfte von den Sachen wie die M. hat sind gebraucht. 

Und sind völlig in Ordnung, weil die Kinder machen sich schmutzig, Kinder 
wachsen so schnell raus aus diesen Dingen und das ist dann wirklich einfach 

unnötig das neu zu kaufen.

1I_I_1502

00:35:43 Speaker I
Es wäre jetzt nicht so, dass wir es uns nicht leisten 

könnten, also ich muss auch sagen, ich hab zum Glück 
die Wahl, dass ich neu oder gebraucht kaufe. Aber für 
mich ist es einfach unnötig, also ich kauf...ich überlege 
bei jedem Drum, was ich für sie kaufe ob ich es brauch, 

ob sie wirklich Sinn ergibt und ich meine es passiert 
hier und da mal, dass mir was unter rutscht, weil ich 
geglaubt hab ich brauchs und dann verwende ich es 

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

Weil ich Stille, das hat sich nie ergeben. Also da war am Anfang eben, als sie auf die 
Welt gekommen ist, ein bisschen diese Panik da, was wenn ich nicht stillen kann 

oder so, dass ich dann das immer daheim habe und...wenn man sich sowas dann 
schnell holen muss und besonders dadurch, dass Lock Downs war, hab dich 

gestern gern daheim schon bevor ich es überhaupt brauchen könnte. Und ich hab 
es nie gebraucht also es war dann wirklich einfach unnötig gewesen. Und diese 

Babynahrungs Zubereitunger da hab ich alle eigentlich auch nicht gebraucht, aber 
das war aus dem Grund, weil die Mara Brei verweigert. Sie ist nur das, was wir 
essen. Ja, also das wusste ich natürlich auch nicht vorher, also das war einfach 

etwas, wo ich mir gedacht hab man probiert, man bietet an, aber man ist sich dann 
doch nie sicher, dass es angenommen wird. Das gleiche ist mit den Schnullern also 
wir haben...ich will jetzt meinen, das ganze Sortiment an Schnullern zu Hause also 
wir hatten locker 20 verschiedene Sorten, kein Scherz. Weil wir versucht haben ob 
sie Schnuller möchte...also einfach anzubieten, weißt eh, weil doch die Sache sehr 
erleichtert, aber sie hat nichts, sie hat damit gespielt. Sie hat sie fand's lustig, als 

Spielzeug, aber Schnuller wollte sie nicht nehmen und da ist es natürlich auch nicht 
sehr nachhaltig, weil wir haben jetzt da 20 paar Schnuller. 20 Stücke Schnuller 

daheim liegen. Die nicht genutzt wird.

1I_I_1502

00:38:02 Speaker 1
Aber das ist, das ist ja das, dass du als Elternteil einfach das Beste fürs Kind willst 
und eben auch kauffreudiger bist. Also dieser Baby...dieser Baby Markt ist etwas, 
was du sehr gut ausnutzen kannst wirklich und die Eltern steigen voll drauf rein, 
also es gibt so viel Zeug, wo sie sagen, das ist für Babys auch besonders, bei der 

Nahrung später, wenn sie dann Essen. Da gibt es so viele ******* die, sie dir dann 
einreden die du brauchst, die einfach unnötig sind also nur weil für dein Baby. Also 

da gibt es 2 Beispiele, die mir jetzt schnell einfallen. Zum Beispiel ein Öl, ein 
bestimmtes Babybrei Öl das du dazu gibst zum Brei damit leichter bekömmlich ist. 

Und das ist...ich hab dann eben Studien dazu gelesen und gesagt das ist 
kompletter Schwachsinn. Du brauchst nicht diese Spezielle für Babys, was drauf 

steht. Was Dreifache kostet und du kannst ein ganz normales Rapsöl nehmen. Und 
das hat sogar bessere Werte was auch immer egal, aber es ist unnötig. Es ist kostet 

einfach das Dreifache. Weil Baby drauf steht. Oder Müsli! Es gibt ein Baby Müsli 
und ich hab die Inhaltsstoffe angeschaut. Das hat exakt das gleiche Zeug drinnen 

wie das was ich für mich kauf aber steht Baby drauf und deswegen wird 
gerechtfertigt, dass es das Dreifache kostet. Das sind halt für mich dann so Sachen, 

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

1I_I_1502

00:40:52 Speaker I
Ja schon. Auf jeden Fall. Ich bin so, dass ich vom 

Charakter her, dass ich diesem Druck oft nicht folgen 
möchte. Keine Ahnung, ich schwimme wahnsinnig gern 
gegen den Strom. Aber ich merke, dass er vorhanden 

ist. Also ich merk definitiv, dass es von überall, von 
allen Seiten gibt, du musst das Beste wollen, du musst 
ja nachhaltig sein, du musst das ja so haben. Und jetzt 

ist das wird von überall also von Medien, von 
bekanntem Kreis, von Verwandten...also das ist wirklich 
Fernsehen, Internet... ist Wurst...also es ist dieser Druck 

ist auf jeden Fall vorhanden.

7I_L_2402

00:43:21 Speaker I
Ja also, ich meine auf der einen Seite...Wer will nicht 
das Beste für sein Kind? Das hab ich dir grad vorher 

schon gesagt, also du bist natürlich bemüht immer das 
Beste zu machen und zu tun. Wo...also ich würd sagen 

schon auch von innen. Ich würde es jetzt nicht ganz 
ausschließen, aber ich denk mir, es sollte eben bedacht 

sein, also ich weiß nicht, wie ich es am Gescheitesten 
ausdrücken soll ähm. Natürlich willst du für dein Kind 
das Beste, aber das heißt ja nicht gleich, dass es mit 

Grafelberg überschüttest. Also es ist ein bissel, ich weiß 
nicht, also es wird natürlich viel von außen suggeriert, 

dieses...du musst nachhaltig sein, du musst du gut sein 
und das Ganze.

1I_I_1502

00:43:55 Speaker I
Ja voll und das spüre ich wirklich...also das ist manchmal denk ich mir wirklich so 
na, ich kaufe den ****** weil ich kann, wenn ich ihr was Gutes tun. Und auf der 

anderen Seite denke ich mir dann wieder warum habe ich dieses Kinderbuch jetzt 
gekauft? Ich hätte es auch gebraucht kriegen können, vielleicht ein bisschen 

abgenudelt oder was weiß ich a bissl abgelutscht mein Kind oder angemalt? Aber 
für die M. hätte das keinen Unterschied gemacht, das hätte nicht, es wäre wurscht 

gewesen. Hygienisch wäre es auch egal, weil dann hätte ich einem 
Desinfektionsmittel drüber gewischt oder so. Aber für das Kind hätte es keinen 
Unterschied gemacht und dann denke ich mir manchmal ist das doch eine sehr 

egoistische Herangehensweise. Also ich, ich geh ja nicht vom Kind aus. Also das ist 
dann mein wie soll ich sagen..mein Dilemma, dass ich das dann, weil ich glaube, 

das braucht mein Kind und ich möchte dieses gute Gefühl haben, dass ich ihr was 
kaufen kann. Dieses, ich tue was Gutes aber um des Tuns Willen und nicht um das 

Kindes Willen, weißt du was ich mein?

1I_I_1502

00:45:15 Speaker I
Genau ich belohne mich indirekt damit, dass ich sie belohne und dass das Thema 
kommt, natürlich später dann auch mit Süßigkeiten, Konsum und diesen Dingen. 

Damit setze ich mich hier schon jetzt auseinander, dass ich da eine gesunde 
Beziehung zu Süßigkeiten dann einführe. Aber sehr weitreichend, anderes Thema. 
Aber das fängt schon so an, weil wir müssen als Mütter, als Eltern...wir müssen uns 
immer wieder bestätigen, dass wir sehr richtig machen und das geht halt nun mal 
am einfachsten, indem du dein Kind...eben einen Scheiß kaufst. Vielleicht etwas, 

das du auch nicht braucht oder so, und das ist  mir noch aufgefallen, das ist dann 
auch wahnsinnig. Wenn das nämlich nicht durchdacht ist und nicht eben wirklich 

bewusst fürs Kind gekauft wurde, dass es dann damit etwas anfängt. Dann 
empfindest du ziemlich bald Frustration, also das ist dann so ein Teufelskreis. Also 

du kaufst, weil du glaubst, du tust was Gutes. Das Kind nimmt es aber nicht 
wirklich an, weil sie offensichtlich vielleicht auch nicht wirklich fürs Kind gekauft 

wurde. Weil du glaubst und dadurch fühlst du dich dann eigentlich schlechter. Du 
denkst du das Geld ausgegeben unnötigerweise, da ist jetzt ein Produkt mehr im 

Kreislauf das eigentlich niemand gebraucht hätte und das Kind fängt sowieso 
nichts damit an. Und das löst dann wieder Frustration aus und dann musst du dich 

wieder...und dann fängst du auf und du musst dich wieder belohnen mit 
irgendwas, weil du glaubst das letzte Drum hat nicht funktioniert, dann schenk ich 

eben das nächste.

1I_I_1502

00:47:14 Speaker 1
Genau man will sich korrigieren. Diese Korrektur ist 

das, was dann auch, wie soll ich sagen? Immer zu 
neuem Konsum führt also man will sich ja korrigieren, 

man will ja dann dieses wie soll ich sagen, diese falsche 
Handlung eben richtigstellen. Also ich bin mir nicht 

sicher, ob ich bin, ich wüsste jetzt kein Beispiel, ob mir 
das schon mal passiert. Das kann ich jetzt nicht sagen, 
ich müsste nachdenken. Aber ich hab garantiert schon 

Sachen gekauft, wo ich mir gedacht hab so darüber 
freut sie sich und im Endeffekt ist...für nix. Sie 

verwendet es nich,t sie spielt nicht damit. Das liegt nur 
umadum unnötig und es wird keine Ahnung.

1I_I_1502

00:48:44 Speaker I
Das ärgert mich maßlos, aber das Problem ist es gibt nicht viel Alternative. Also es 

gibt dann immer wieder so...also in Graz zumindest. Ich kann jetzt nur von Graz 
sprechen, gibt es natürlich schon so Geschäfte, wo man die Nahrungsmittel in 

seinen mitgebrachten Sachen kaufen kann. Aber das ist...gibt es fast nicht, wenn 
nicht sogar gar nicht für Babyprodukte...also Brei...was auch immer. Ich hab 

eigentlich auch geplant und es ist eigentlich auch so...Brei mag sie nicht einmal 
so...Obstbrei oder so geht gut. Und da war es immer der Plan, das ist dann eben 

selber mache aber er schmeckt er ihr nicht. Also wenn er selbst gemacht ist, 
schmeckt er ihr nicht. Und das ist natürlich dann irrsinnig schade, weil das ärgert 
mich dann auch sehr, weil ich muss dann auf ein Hippglas oder was auch immer 

zurückgreifen. Was Müll produziert, anstatt dass ich das selbst kaufe.Was natürlich 
aber auch wieder blöd ist, weil wenn ich ja ein paar Himbeeren kauf, werden die 
auch in diesem Plastikding gebracht. Also untergebracht halt. Und also, das ist 

schon auf jeden Fall...das ist vorhanden. Also es ist immer so eine kleine Stimme 
im Hinterkopf, die dann wirklich sagt, so ist das notwendig, dass das so ist und also 

ja...

1I_I_1502

00:52:24 Speaker I 
Ja, also täglich ist es auf jeden Fall dabei muss ich schon sagen, es ist wirklich täglich. Weil 
du ja mit diesen ganzen Verpackung Sachen einfach immer konfrontiert wirst. Das ist... zum 
Beispiel also als Beispiel könnte ich jetzt nennen, dass ich die M. mag diese Quetschies (...) 
ich finde sie grauenhaft. Also ich finde das total schrecklich, dass das Ding einmal 
verwendet wird und dann im Müll landet. Und ich hab mich eben schon umgeschaut, dass 
man halt die zum selber füllen kaufen kann. Dass du die wieder nach Befüllst, ja. Und das 
werde ich, glaub ich auch dann wirklich in Anspruch nehmen. Es ist einfach....Leider 
traurigerweise hast du als Elternteil wenig Zeit. Zum Thema Zeit vorher du hast wenig Zeit, 
weil es ist wirklich der Tag ist viel zu kurz für die Stunden, die da sind und dadurch, dass du 
halt. Also in meinem Fall kann, ich kann ja nur von mir sprechen, aber dadurch, dass du 
diese wenige Zeit hast nutzt du sie lieber und die Zeit mit dem Kind zu verbringen. Als jetzt 
zum Beispiel da Obst zu schnippeln und diesen Brei zuzubereiten, damit das Kind diesen 
Quetschie nachher hat für später. Und da ist es mir eben...darum ist mir diese Zeit immer 
so wichtig, aber es ist einfach schwierig, das unter einen Hut  zu bringen. Und zum anderen, 
wenn sie dann schläft, zum Beispiel brauche ich auch ein bisschen Zeit für mich. Um wieder 
aufzutanken und da hab ich dann auch keine Lust dann diesen nachhaltigen natürlichen 
Brei zu machen oder diesen Quetschie nachzufüllen, weil das braucht viel Zeit also es ist Ist 
t auf jeden Fall...Und da ist dann eben der Grund, warum ich auch zu diesem Plastik 
zurückgreife, nicht unbedingt, weil es so toll ist oder weil es so. Ja, so einfach. Egal ist es mir 
nicht. Also ich hasse es. Jedes Mal, das ärgert mich sehr ja, aber es ist halt einfach...wenn 
man...die das Übel abwägt. Entscheide ich mich eher für dieses Übel als wie für die Zeit, die 
ich dann dafür aufbrauche. 

00:54:56 Speaker I
Ja, es ist so. Also leider muss man 

manchmal die Priorität setzen, dass es 
natürlich auch...obwohl mir 

Nachhaltigkeit wahnsinnig wichtig ist, 
einfach...trotz allem ist es besser , das 

blöde Quetschie zu kaufen. Was natürlich 
auch teurer ist , das ist ja nicht günstiger 
und keinen Deut, aber ich hab mehr Zeit 
für Kind und für alles rund umma dumm 
und das ist halt du lebst halt als Elternteil 

unter konstantem Zeitmangel.

1I_I_1502

00:03:12 Speaker M
Und du, ich find sogar Zeit, dass ich in der Früh aufstehe und eineinhalb Stunden 

oder so Yoga mach und hab den Kleinen halt neben mir liegen und wenn er 
aufwacht, dann Blödel ma rum und wenn er Hunger kriegt, dann kriegt er halt 

inzwischen was zum Essen. Aber ich mach nur noch immer Yoga was für mich ist, 
was wichtig ist. Und ich komm mit dem Haushalt gut zusammen und ich komm 
zum Kochen, wir gehen spazieren. Es ist... ja irgendwie so alles bis jetzt nicht wie 

aus dem Bilderbuch und ja, deswegen finde ich das eine und das andere Bild halt 
einfach ja, wenn ich den Kleinen ganzen Tag einfach nur Abknutschen könnte.  Und 
es ist für mich ein kitschiges Mama- Kind- Bild. Aber es ist eigentlich auch schon ein 
bisschen Realität, die kleinen lassen sich halt einfach noch so abknudeln wie man 

will, sie wehren sich noch nicht.

2I_M_1602 Segmentation

00:12:06 Speaker M
Okay, ja, ich sage mal vielleicht passt mir dann noch ein Bild, dazu aber für mich ist 

es auf jeden Fall einmal ein Kompromiss. Weil es ist ja heute leider, oder wie es 
halt so ist. Die Theorie und die Praxis in...wenn man noch nie geklappt hat, ich hab 
Bücher gelesen und keine Ahnung. Ich hab mir so viel vorgenommen, egal ob jetzt 
Nachhaltigkeit betroffen hat oder Dinge wie einen Schnuller. Wenn das Kind dann 
da ist, kommt man drauf, dass man, dass man sich und dem Kind dann zumindest 

psychisch doch einen Gefallen tut, wenn wir nicht alles hundertprozentig 
durchzieht, was man sich vorgenommen hat. Ich wollte zum Beispiel nur mit Stoff 

Windeln wechseln und das ist aber einfach einfacher, wenn ich tagsüber mit 
Stoffwinden wickle und nachts dann auf Pampers umsteige. Weil die einfach 

saugfähiger sind und das Kind dann ned die ganze Nacht lang..., weil die 
Stoffwindeln sind super, aber sie saugen sich eigentlich total schnell an, wenn er 

mal rein pinkelt und dann ist es nass. Und wenn es öfter gewechselt wird, ist 
überhaupt kein Problem, aber so 12 Stunden was durchgehend ist halt total 

unangenehm und das ist auch der Vorteil von den Stoffwindeln. Den Kindern ist es 
unangenehm, deswegen werden sie schneller sauber. Aber in der Nacht gönne ich 
ich ihm dann gern den Luxus, dass er in der Nacht dann eine Papmers hat, in der 
sich wohler füllt. Oder das gleiche wäre dann mit dem Schnuller. Irgendwann bin 
ich draufkommen...okay, das beruhigt ihn wirklich sehr und wenn nichts anderes 
mehr hilft, dann ist es besser. Er kriegt dann Schnuller, als er muss total weinen 

und wir sind alle drei gestresst.

2I_M_1602

00:12:06 Speaker M
Und ja, eben das ist für mich eigentlich 

das größte was ich eingesehen habe. Ok, 
das ist ein Kompromiss, das ist für mich 
Nachhaltigkeit sowieso. Ich würde am 
liebsten...aber es überschneidet sich ja 
dann...ich würd am liebsten Plastik frei 

leben und nur selbstgemachte Putzmittel 
verwenden. Und keine Ahnung, aber es 

ist dann halt einfach irgendwann nimmer 
umsetzbar.

2I_M_1602

00:12:06 Speaker M
Und deswegen bin ich halt eher so, ich tu, was ich 

kann, was ich mit Leichtigkeit und gern tu.
(...)

Ok, ich weiß eh schon länger auch dadurch, dass ich ja 
schon voll lang vegan leb, dass es besser ist das zu tun, 

was man mit Leichtigkeit tut und gern tut. Und ned 
versucht immer perfekt zu sein, weil damit macht man 

sich selber nur ein Stress und machts nicht gut oder 
gibt es irgendwann ganz auf.

2I_M_1602

00:12:06 Speaker M
Wir kaufen zum Beispiel...ich meine, es 
hat jetzt wenig oder noch wenig aber 

irgendwann halt auch mit Mama sein zu 
tun. Aber wir kaufen halt wenns geht 

unser...einmal in der Woche beim 
Bauernmarkt bei der Bäuerin, die im 

Nebenort wohnt, unser Gemüse, unser 
Obst ein und in möglichst wenigen 

Supermarkt. Irgendwann wird es auch 
das Elternsein, wenn ich dann halt Brei 
koche oder sonst irgendwas betreffen.

2I_M_1602

00:12:06 Speaker M
Aber für mich heißt schon irgendwie eben...also ich glaube, ich bin ganz gut dabei, 
ich habe zum Beispiel kein einziges Kleidungsstück selber kauft. Weil ich habe alles 
selbst den Kinderwagen, ich hab alles bekommen. Wir haben sehr viel auch ausm 

Kost- Nix- Laden also...weiß nicht, ob das in den Niederlanden auch gibt, aber 
wahrscheinlich kennst du das Prinzip einfach das man bringt und nimmt, ohne zu 
bezahlen. Und da haben wir auch einiges aus dem Kost- Nix- Laden und was immer 
brauchen bringen wir halt einfach wieder zurück. Ich hab tatsächlich so gut wie nix 
selber kaufen müssen...ein paar Sachen hab ich beim Popolino in so n Korb getan 
für Leute, die uns verschenken wollen. Im Endeffekt hat die D. (Stiefmutter) alles 
kauft. Aber ja, wir haben dann alles bekommen. Und das waren dann eben noch 

die Hälfte der Stoff-....oder eben fast alle der Stoffwindeln habe ich auch gebraucht 
bekommen und dann ein paar neue einfach auch.

2I_M_1602

00:17:00 Speaker M
Genau ich denke, wenn ich mir 

Stress mach damit, dann tue ich 
meinem Kind auch nichts Gutes. 

Was mit leicht, mein ich nicht 
so..nur was ganz leicht geht. 

Aber was man halt mit Freude 
dann noch machen kann.

2I_M_1602

00:17:00 Speaker M
Aber zum Beispiel, weil der Luki sagt auch zu mir, er bewundert es total dass ich 

das alles so durchziehen mit den Stoffwindeln. Er allein würde es halt net machen 
und deswegen ist auch immer gut, dass er eigentlich hauptsächlich abends wickelt. 

Da kommt dann eh die Pampers drauf (lacht). Er hat schon auch mal eine 
Stoffwindel draufgetan, wenn ich danebengestanden bin. Und er findet es gut, 

aber für ihn ist es zum Beispiel jetzt nicht so leicht. Und ich hab da halt mehr...ich 
bin da wirklich halt einfach die...ich fühle mich einfach gut dabei, wenn ich weiß 
heute haben wir richtig viele Stoff Windeln verwendet. Wenn man unterwegs ist, 

kannst a ka Stoffwindel verwenden, weil wennst dein Kind unterwegs wickeln willst, 
was machst du mit dem...das ist ja so ein nasser Lappen. Ist ein bisschen blöd, 

dann muss man eh oder zumindest...für mich  hab da den Anspruch, dass ich dann 
eben wenn ich unterwegs bin, auf Wegwerfwindeln umsteigt. Weil man könnte es 

wahrscheinlich...wenn man dann einen Müllsack mithat und das ganz dicht 
verschließen und so..weil das ist dann ja doch eine nicht ganz so saubere 

Angelegenheit. Und ja, das gehört für mich auch zum Kompromiss dazu, aber 
daheim ist es umsetzbar und auch wenn man sich ein bisschen überwinden muss 

manchmal.

2I_M_1602

00:17:00 Speaker M:
Aber das jetzt nach 
3 Monaten ist es eh 

schon totale 
Gewohnheit.
(Stoffwindeln)

2I_M_1602

00:19:43 Speaker M
Genau das ist es ja, wenn man einmal anfängt, wenn bei mir halt einfach 

angefangen...gut ich bin 2015 oder eigentlich schon 2013 hab ich angefangen das 
erste Mal, dass ein bisschen vegan mich zu ernähren und man fängt dann mal an 

aus gesundheitlichen Gründen. Und man beschäftigt sich aber mit der Materie und 
mittlerweile bin ich der Meinung, dass man sich...ich lebe auch eben sehr vollwertig 
vegan und Fastfood vegan. Das ist natürlich auch ein großer Unterschied und dann 

fangst dich an, dich mehr damit zu beschäftigen. Mittlerweile würde ich sagen, 
dass ich zwar immer noch sehr gesund lebe, aber das ist nicht meine Motivation ist 
st vegan zu leben. Sondern die Umwelt und die Tiere. Und mittlerweile schaue ich 

halt, dass meine Kosmetik, meine Kleidung und alles...aber das hat sich halt so 
Schritt für Schritt entwickelt. Und ich bin nicht von einem Tag auf den anderen ok 

ich, ich ernähre mich jetzt vegan und alles andere, was ich kaufe ist vegan. Aber ich 
würde jetzt nie mehr Kleidung...das ist auch erst seit dabei kommen. Aber ich 
würde jetzt nie mehr zum H&M gehen und was zum Anziehen kaufen, wenn 

möglich. Wenn ich überhaupt was braucht, dann schau ich das das halt vegan 
hergestellt ist und nachhaltig oder Second Hand. Und ich könnte es auch gar nicht, 

selbst wenn mir etwas gefallen, aber ich hätte das so ein....da sträubt sich 
mittlerweile alles in mir. Wenn ich, wenn ich irgendwo keine Ahnung was kaufen 

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

2I_M_1602

00:19:43 Speaker M
Zu allem, weil man braucht ja auch nicht so viel und 
das ist eben das Gleiche bei wenn ich weiß, welche 

Alternative ich hab, glaub auch bei 
Babyprodukten...wenn ich keine Alternative hab dann 
kann man nix machen. Aber sobald eine Alternative da 

ist und ich die kenn, schaff ich es dann gar nimmer, 
dass ich dann zum anderen greif. Natürlich beim 

Einkaufen ist es auch noch so...aber da ist es eben mit 
Plastik. Manchmal hat man keine Alternative außer 

man kauft er hat gar nicht.

2I_M_1602

00:22:00 Speaker M
Ja, kann ich das gar nicht, ich hoffe halt, 
dass ich vertrauen kann. Und ich denk 

mir im Endeffekt kauf, ich besser was wo 
Bio aus Österreich drauf steht, in der 
Hoffnung, dass es stimmt, als ich kauf 

gleich was, wo ich mir sicher sein kann, 
dass es nicht ist, weiß, was ich meine?

2I_M_1602

00:22:00 Speaker M
 Also manchmal weiß man, manchmal kann man es 

halt auch nicht wissen. Und selbst wenn ich mir 
Gewand kauf, dass angeblich eine nachhaltige Firma ist 
und angeblich fair hergestellt wird und angeblich vegan 
ist, wenn ich jetzt mal hinfahre und mir das Anschaue 

weiß ich es natürlich nie zu 100 Prozent. Wenn ich jetzt 
im Baumarkt gehe zu unserer Bäuerin, die das schon 
ihr Leben lang macht und mit dem Man gemeinsam 

und ich sehe, wie sie das Gemüse anbauen und die uns 
auch einladen, dass wir persönlich hinkommen. Bin ich 

schon...weiß ich schon mehr.

2I_M_1602

00:22:00 Speaker M
Aber natürlich ist vieles davon einfach vertrauen, dass 

das was uns gesagt wird, stimmt und dass man halt 
Green Washing erkennt. Wo... und nicht wo überall 

begrünt draufsteht ok, das ist jetzt super, weil 
irgendwie draufsteht aus Recyclingmaterialien und so 
und dann ist es trotzdem da so Feuchttuchpackerl aus 
im Plastik. Und ja, irgendwas davon ist halt angeblich 
recycelt oder Umweltschonend oder so, das ist dann 

trotzdem noch nicht unbedingt.

2I_M_1602

00:23:40 Speaker 5
Okay, sehr, sehr interessant, ja. Und 

generell dieses ganze bewusste kaufen 
und dieser ganze Lebensstil, der ist dann 
mehr oder weniger ausgelöst worden mit 

dem veganen Essen oder mit diesem 
ja...und das wird dann einfach ein 

Prozess, wo du gewachsen bist und wo 
du dann einfach drüber gelernt hast und 

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

Eigentlich ja kann ich sagen.

2I_M_1602

00:25:08 Speaker M
Nee, bei uns ist halt sehr, sehr viel Second Hand auf 
jeden Fall. Und ich habe jetzt ein bisschen da unten 
mal nachgeschaut. (Inspiration zu Nachhaltigkeit bei 

Miro). Bisschen was hab ich auch ausgeborgt, aber das 
ist weniger, weil die meisten Leute froh sind, wenn sie 
es mir schenken dürfen. Eine Freundin zum Beispiel 
hat 2 Burschen und die ist aber fertig, quasi mit ihrer 

Kinder Planung und ist froh, wenn wir es nehmen und 
braucht es auch nicht mehr zurück.

2I_M_1602

00:26:10 Speaker M
genau Schnuller Hammer kauft, wenn ma dann drauf kommen sind... und da hab 

ich schon geschaut, also...wie heißt denn die Marke? Also erstens habe ich 
geschaut...weil es auch heißt, dass die für Gaumen und Zähne schlecht sind, dass 

das eben so... .Diese Schnuller sind die gut, oder die dem Gaumen und den Zähnen 
also, wenn er die dann mal hat, nicht schaden. Und das ist von...leider fallt mir die 
Marke nicht ein... aber die haben zumindest auch...also die schauen, die machen 
glaub ich aus Kautschuk und aus Silikon und...jetzt weiß ich auch nicht, welches 

davon besser ist. Aber wir haben auch das genommen, ich glaub das aus 
Kautschuk ist besser für die Kinder eben...auch BPA frei und so weiter. Und das ist 
schon zumindest relativ ja natürlich. Aus Plastik ist es im Endeffekt trotzdem also, 

ganz nachhaltig würde dann Schnuller nie bezeichnen. Ich weiß nicht ob es das 
gibt! Aber wir haben eben 2 davon und hoffentlich also, wenn einmal grösser ist 
und ein wirklich noch braucht, dem müssen wir natürlich neue kaufen. Weil die 

glaub ich in verschiedenen Größen sind, also immer in ein paar 
Monatsabschnitten.

2I_M_1602

00:26:10 Speaker M
Aber wir haben 2 Schnuller 

daheim und mit denen kommen 
wir aus und jetzt haben wir nicht 

die ganze Kiste herumliegen 
einfach weil es geht. Also auch 
das schauen, dass wir nur das 
Nötigste haben, wenn ma was 

kaufen.

2I_M_1602

00:28:25 Speaker M
Ich hab es im Internet 

nachgelesen. Man kann ja (...) in 
erster Linie muss ich schon 

zugeben der Aspekt was ist am 
besten für mein Kind und dann 
war die Nachhaltigkeit da dann 

an zweiter Stelle.

2I_M_1602

00:28:25 Speaker M
 Mhm ja, wie gesagt ich, ich glaub 
das ist einen richtig nachhaltigen 
Schnuller nicht gibt und Second 

Hand würde natürlich gar keinen 
Schnuller verwenden. Und von 
daher ja, war für mich etwas, 

was ist so am besten

2I_M_1602

00:28:25 Speaker M
 Und es ist heutzutage schon 

schwer, weil fast überall drauf 
steht, dass es irgendwie in 

irgendeiner Richtung nachhaltig 
oder grün ist. Und Produkte, wo 

man denkt wie willst du nur 
irgendwie nachhaltig sein?

2I_M_1602 Segmentation

Best for my 
cild

00:29:40 Speaker M
Das kommt immer darauf an, wo ich es gelesen habe. 

Jetzt in dem Fall, glaube ich, habe ich auf der 
Homepage oder auf der Seite nachlesen die die 

Schnuller verkaufen. Natürlich hoffe ich, dass das 
stimmt. Was Sie schreiben, aber die werden natürlich 
nichts Negatives schreiben. Und das war dann auch 

schon so ein bisschen im Stress ok wir sollten vielleicht 
doch einen Schnuller verwenden und schauen, dass 

wir so schnell wie möglich eine kriegen und dann 
einfach sagen ok. Und das klingt zumindest ganz ok 

und hoffentlich stimmt es.

2I_M_1602

00:31:42 Speaker M
Und oft war das dann halt so, dass ich 
auch deswegen geschaut hab ok, ich 
glaube, die Schnuller habe ich eben 

irgendwem da auch auf der Seite 
gesehen und dann deswegen war mal bei 

der Marke nachgeschaut. Was machen 
die und warum könnte das passen? Und 

ja, aber ich finde es schon voll schön. Das 
ist auch ein schöner Austausch

2I_M_1602

00:31:42 Speaker M
Einfach zu sehen, was andere machen und es ist auch 
total entlastend zu sehen, dass viele sagen, ok mit der 

Stoff Windel... sie machen jetzt einmal Fifty- Fifty. 
Einfach, weil es teilweise nicht so gut also...weil es sie 

entlastet und weil sie noch nicht so gut damit 
zusammenkommen. Und dann einfach sieht, ok ich bin 
jetzt nicht die Einzige, die sagt ok, wir machen halt jetzt 
mal auch Wegwerfwindeln. Sondern ja, es geht vielen 

ähnlich.

2I_M_1602

00:40:43 Speaker M
Es ist schon, irgendwie werden wir manchmal halt einfach auf das zurückgreifen 
muss was da ist und nicht alles davon nachhaltig sein kann. Eben auch, was ich 
früher gesagt hab...manchmal ist es halt eben...deswegen wieder zurück zum 

Kompromiss! Weil natürlich hat man so ein bisschen einen Konflikt, wenn man 
dann Dinge kaufen muss, die in Plastik eingeschweißt sind. Oder kaufen 

muss...man muss eben wie gesagt, man kann es auch einfach gar nicht kaufen. 
Aber manchmal, wenn jetzt zum Beispiel unsere Bauernmarkt Frau nicht da ist und 
ich Karotten brauch, dann kauf ich halt Bio Karotten aus Österreich, aber sie sind in 

Plastik. Und ja, passt halt auch nicht so ganz rein. Aber ich versuche halt auch 
immer mehr, zum Beispiel Ich liebe Avocados! Aber ich versuche es halt wirklich 

nur zu besonderen Anlässen zu kaufen, weil ja, das ist einfach ein 
Konflikt...Avocado oder Mango. Bananen zum Beispiel kaufe ich nur im Abverkauf, 
weil die werden sonst weggeschmissen werden wahrscheinlich, weil die meisten 
Leute mögen es nicht und. Ich mags eher lieber, wenn sie reif sind und denk mir 

dann, dann rette ich vielleicht Lebensmittel, die weggeschmissen werden würden. 
Und das ist auch wieder Kompromiss. Aber ja, es gibt dann schon immer wieder so 

s Konflikte, wenn man denkt ja...Es überschneiden sich halt Dinge und man kann 
halt nicht alles und alles perfekt machen und.

2I_M_1602

00:43:17 Speaker 4
Und ich will zum Beispiel auch haben, dass es für mein Sohn schön ist, wenn ma 

mal einkaufen gehen und er etwas haben will. Und ich einmal ja sag und hat jedes 
Mal nein, sondern hier und da...und der sich dann...für mich war das auch so wenn 
die Mama mal ja gesagt hat, weil ich das einfach so haben wollte, war das einfach 
so schön! Oder wenn ich dein Geschenk hab ich das richtig wertschätzen können. 
Und nicht man überhäuft wird mit Geschenken und eh nichts mehr besonders ist. 
Ich sehe das halt jetzt bei meiner Nichte. Die kann natürlich nichts dafür, aber für 
sie sind Geschenke...es gibt nie genug Geschenke und sie kriegt immer was und 
alles, was sie gerade haben will. Und deswegen ist auch nichts richtig viel wert, 

aber sie hat super Eltern! Sowohl mein Bruder als auch ihre Mutter, sie sind nicht 
mehr zusammen, aber das sind total liebe Eltern usw aber das...ja ist für mich, 

wenn ich das Anschaue ganz schlimm! Und ich denke man häuft, erstens Plastik 
über Plastik und dann auch einfach die Wertschätzung Dingen gegenüber geht 

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

2I_M_1602

00:45:37 Speaker 4
Und dann hat man ein schlechtes Gewissen, weil man eigentlich denkt man sollte 

das machen und dass man vielleicht versucht sich, weil sie das schlechte Gewissen 
weg zu kaufen, indem man zum Kind alles... alle Spielzeuge und was weiß ich! 

Irgendwie alles für das Kind und rundherum ausgestattet ist, dass das dann so ist. 
So kann ich mir das vorstellen, dass das so vielleicht zustande kommt oder einfach 

nur weil man selber gerne als Kind alles gehabt hätte und vielleicht damals noch 
nicht so viel gekriegt...ich...ich weiß es nicht...Natürlich ist es auch schön, wenn 

man jemanden gern hat, dem immer wieder Geschenke zu schenken! Und einfach 
nur deswegen, weil, weil man gern jemanden was gibt, aber ein Baby...bevor der 
also... gerade mit ein paar Monaten, das kriegt es ja nicht einmal mit.  Wenn ich 

dann anfange dem J., ja keine Ahnung was für Geschenke zu kaufen, es ist ihm ja 
komplett wurscht.

2I_M_1602

00:49:43 Speaker M
Einerseits schon anders jetzt weiß man ja nie. Also ich versuch eben das alles 

irgendwie mitzugeben, indem ich vorlebt und hoffentlich so wenig wie möglich 
darüber reden muss und er seinen eigenen Weg dann gehen kann. Natürlich wäre 

es mir recht, wenn ich ihnen Veganer ziehen kann, aber das wird dann ganz so 
hinhauen, wie ich mir das vorstelle, weil schon allein der Papa nicht vegan 

vorlebt...oder überwiegend vegan lebt durch mich. Und ich denk mir dann halt 
auch so, die Mama hat sich auch immer gedacht, sie will nie Kinder kriegen, weil sie 

keine Kinder in die Welt setzen will. Aber ich zum Beispiel habe...ich denke das 
nicht unglücklich, dass ich da bin und hab sogar Freude dran zumindest. 

Irgendwie...wie sagt man, ich will das nicht sagen, die Welt besser machen, aber 
zumindest meinen Beitrag zu leisten, dass das nicht zu viel Schaden angerichtet 
wird. Ich freu mich irgendwie, dass ich da sein kann und vielleicht hat der J. dann 
auch so eine Freude dran, dass er... . Wenn er das irgendwie von daheim sieht, 

dass wir immer versuchen, relativ nachhaltig zu sein, dass er das einfach so weiter 
lebt und ihm vielleicht einfach auch immer Spaß macht und ihm das wichtig ist.

2I_M_1602

00:51:19 Speaker M
Ne, im Endeffekt dann schon. Natürlich 
wie ich damit angefangen hab, das war 
noch lange bevor er auf der Welt war. 

Aber es ist für mich natürlich jetzt noch 
mehr Ansporn das....das irgendwie 

weiterzumachen, weil da jetzt ein Kind da 
ist, wo ich will das auch eine lebenswerte 
Welt dann hat. Und ich ja...kann eben nur 

so viel tun wie für mich irgendwie 
möglich ist und hoffen, dass vielen 

anderen das auch wichtig ist.

2I_M_1602

00:52:21 Speaker M
Seit der J. gekommen ist nicht aber schon durch mich. 
Also er isst ja, sowieso auch sehr wenig Fleisch! Und 
wenn nur irgendwie mal essen gehen oder wenn er 
sich selber was kauft, wo er weiß wo es herkommt. 

Wobei er das echt kaum macht. Und auch, dass wir nur 
zum Bauernmarkt gehen...durch ihn hab ich noch viel 

mehr anfangen, wenn wir mal im Supermarkt 
einkaufen, auch wirklich zu schauen wo das her ist und 
nicht einfach irgendwas...Nur weil es Äpfel sind davon 
ausgeht ok, die werden schon aus der Steiermark sein, 

weil da gibt es ja viele Äpfel und so weiter. Also ich 
glaube, er hat es durch mich mehr...dann überhaupt 

das Interesse daran gekriegt und dann hat sich das halt 
so gegenseitig aufgeschaukelt.

2I_M_1602

00:53:35 Speaker M
Hygiene. Gerade in den Zeiten von Corona ist mir dabei 
die Hygiene leider noch mehr...also leider... manchmal 
ist es vielleicht schon ein bisschen...also leider sag ich 

jetzt, weil es einfach Unmengen an Plastik sind wir jetzt 
doch Masken und Desinfektionsmittel usw. brauchen. 

Sonst ist es schon ganz gut, dass man ein bisschen 
mehr auf die Hygiene schaut. Schadet nicht! Aber mit 
Wasser wird es vielleicht auch ganz gut gehen. Ja aber 

ist halt jetzt so. Ja, aber, dass ist der einzige Grund, 
dass ich mir denke so na...wie hygienisch das ist und 

man hat es halt dann doch im Mund.

2I_M_1602

00:20:04 Speaker J
Weil ich mir einfach denk, dass es so 

nicht weitergehen kann und dass 
irgendwer...irgendeine Generation damit 

anfangen muss, sich damit zu 
beschäftigen, damit man es der nächsten 
Generation mitgeben kann und das will 

ich halt für meine Tochter dann sein.

10I_J_0503

Rolemodel

00:51:31 Speaker M
Ich hab nicht das Gefühl unter 

Druck zu sein, aber es natürlich 
hat man gleichzeitig auch seine 
Ideale und seine Vorstellungen. 

Wir haben jetzt gar keine 
Großeltern in der Stadt oder so...

6I_DM_2402 Segmentation

00:19:07 Speaker J
Also von außen kriege ich natürlich 

keinen Druck. Wie auch? Ich kenne sehr 
wenig Menschen, die wirklich komplett 
nachhaltig leben. Natürlich achtet jeder 
auf so gewisse Punkte, aber in meinem 

Freundeskreis muss ich ehrlich gestehen 
würde mir jetzt niemand einfallen.

10I_J_0503 Segmentation

00:45:08 Speaker J
Diesen Druck ok hab ich jetzt im Notfall alles für mein 

Kind zu Hause. Zum Beispiel viele Mütter machen 
sich...das hab ich schon öfters auch gehört den Druck 

mit dem Stillen, funktioniert das Stillen funktioniert das 
nicht, kann ich die Flasche geben oder sonst 

irgendwas? Einfach zu wissen wenn ich aus dem 
Krankenhaus draußen bin, und ich weiß ok, mein Kind, 
es funktioniert gerade 2 Tage nicht mit dem Stillen zum 
Beispiel, das ist ja so ein sehr heikles Thema...ich hab 

Gott sei Dank Glück gehabt. Zu wissen ok, im Notfall in 
dieser Wickelkommode unten ganz hinten ist diese 
Prenahrung drinnen, Ist diese Flasche drinnen, gibt 

schon so viel Sicherheit, dass man entspannter sich auf 
das Thema sie einlassen kann einfach.

10I_J_0503

00:51:59 Speaker K
Das braucht Zeit, dass man sich da irgendwie...aber so 

richtig Eindruck, dass jetzt das unsere Eltern jetzt 
irgendwie das Gefühl geben, wir machen was nicht 
richtig oder wir müssen irgendwas wirklich anders 

machen.

00:52:12 Speaker M
Nein, es ist eben so wie du sagst. Wenn man sich das 
so holistisch anschaut, das kriegen wir so nicht. Das 
machen wir dann selber (holistischer Druck). Es geht 

eher so um einzelne denen, wo Erwartungen irgendwie 
so auf einen....

4I_KM_2302

01:06:05 Speaker T
Also ich muss sagen ich hab den eigentlich überhaupt nicht. Ich bin jetzt aber auch 

nicht...ich weiß nicht dadurch, dass für mich, weil irgendwie so Eltern sein, also 
gute Eltern sein...das also für mich war das irgendwie als Kind schon so Thema, 

weil ich in so eine Montesorri Schule gegangen bin. Wo es einfach irgendwie, also 
wo halt so..weiß ich nicht, wo irgendwie so Pädagogik einfach so eine große Rolle 

gespielt hat. (...) Und also ich weiß nicht, und ich war nach der Ortwein Opair in den 
USA und hab dadurch schon irgendwie so ein bissel auch Erfahrung sammeln 

können, die mir jetzt voll zugute kommt. Und dadurch muss ich sagen, dass ich 
einfach voll wenig unsicher bin so also es ist jetzt nicht so, dass ich nicht 

hinterfragen würde Dinge, die ich mache und dass ich nicht manchmal das im 
Nachhinein anzweifeln, wie ich was gemacht hab.

3I_T_2202 Segmentation

Being 
sustainable 
adds on the 
mental load

Time 
management

No time 
for 

yourself

difficulties with having time for 
themself, child in main 

focus,general time management - 
very important to be present in the 
moment when spending timw ith 

the kid

Durable, 
Longlasting

00:23:46 Speaker 2
Und Nachhaltigkeit ist in dem 
Fall abgedeckt, weil er eben 

Second Hand ist wahrscheinlich? 
 Oder ist Second Hand für euch 

interessant, weil es günstiger ist?

00:24:01 Speaker L
Beides.

7I_L_2402

00:54:41 Speaker M
 Du musst halt dann auch gleich 150€ 

vorstrecken oder so, das wird sich 
natürlich irgendwann rentieren, aber das 
sind halt...das ist halt der Unterschied ob 

du eine Hafer oder Reis Milch jetzt um 
1,50 kaufst oder ob du 150€...ja, es gibt 
schon immer wieder so Überlegungen 

wo man sich dann mal denkt muss ich da 
so viel Geld jetzt zahlen und dann auch 
noch zu lagern, das ist irgendwie schon 

auch mühsam

6I_DM_2402

00:27:27 Speaker E

 Ja. Gesundheit und 
Nachhaltigkeit.

7I_L_2402

00:23:32 Speaker L
Dass er im Budget 
liegt, dass er eben 

mitwachst oder also 
das mann lange 

verwenden kann.
7I_L_2402

00:23:46 Speaker 2
Und Nachhaltigkeit ist in dem 
Fall abgedeckt, weil er eben 

Second Hand ist wahrscheinlich? 
 Oder ist Second Hand für euch 

interessant, weil es günstiger ist?

00:24:01 Speaker L
Beides.

7I_L_2402

00:33:01 Speaker E
Was vielleicht ein gutes Beispiel ist unser Rad Anhänger Wir haben uns für den 
teuren Rad Anhänger entschieden, für den den Cherio statt dem Cruiser. Der 

Cruiser kostet, glaube ich nicht einmal ein Drittel. Aufgrund von wo ist er 
produziert worden, wie sind die Bedingungen einfach... die Arbeitsbedingungen. 
Wie schaut es eben aus mit Schadstoffen in den Einzelteilen... also Schadstoffe 
generell sind mir richtig, dass es darauf dann achte. Genau und wie ist auch die 
Langlebigkeit und so. Eben auch generell einfach ein Produkt zu nutzen das 20 

Jahre halten, aber dafür teurer ist, statt eben dann dreimal das günstiger zu kaufen 
und vielleicht auch günstiger rauskommt. Und wesentlich nachhaltiger... so ist ja 

preis ist ja ist ja immer die Frage was ist Preis, es ist ja nicht nur Geld, sondern 
Preis ist ja, dass du zahlst. Und wenn ich jetzt was günstigeres...ein günstigeres 

Geld...weniger Geld hergebe, dann zahle ich ja vielleicht trotzdem einen höheren 
Preis, weil einfach die Gesundheit darunter leidet, eben spätestens langfristig, 

wenn einfach so viel Sachen produziert sind, dass wir irgendwann mehr Plastik im 
Meer haben als Fische.

5I_E_2302

conflict with safty, 
quality and hygene 

in second hand

Maintenance 
(Cleanable, 
space parts, 
reparable)

00:37:51 Speaker C
 Ich hab generell...ja, versuche 

ich schon Plastik Produkte mehr 
und mehr zu vermeiden, also 

gerade diese Fläschchenwärmer 
und Sterilisator die sind ja 

wieder aus Plastik gemacht und 
das würde ich schon ganz gern 

vermeiden.

9I_C_0503

00:23:32 Speaker 3
Dass er im Budget liegt, 
dass er eben mitwachst 

oder also das mann lange 
verwenden kann. Und, dass 
er in unserer Nähe ist, also 
dass man nicht ewig weit 

fahren muss und dann 
abzuholen.

00:31:00 Speaker 4
Neben Nachhaltigkeit und Sicherheit, was 

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

Qualität.
00:31:11 Speaker K

Ja, wobei es für mich mit Sicherheit 
zusammen hilft.

00:31:12 Speaker M
Naja, aber da geht noch mehr so um die 

Qualität der Materialien. So a bissl...

4I_KM_2302

00:32:47 Speaker K
...siehst du wie unser unser Sessel ist der 

Trip Trap da weiß man einfach das ist 
was von Stocki, das ist aus Holz, das ist 

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

00:33:25 Speaker M
Den kann sie jetzt 10 Jahre benutzen.

4I_KM_2302

00:32:47 Speaker 3
...siehst du wie unser unser 
Sessel ist der Trip Trap da 
weiß man einfach das ist 

was von Stocki, das ist aus 
Holz, das ist massiv gebaut, 

und das haltet auch ewig 
ja. Und solche Sachen.

4I_KM_2302

Quality means 
it is long lasting

Other
Genderneutral

Buying sustainable products

All parents interviewed had experience with secondhand 
products for their children. However, there are limitations in 
products when it comes to secondhand purchases, 
specifically, hygiene products, including those which are in 
close contact with body liquids, e.g., pacifier, bottles, breast 
pump and mattresses.  

In addition to that, in interview 6I_DM_2402, the parents 
raised a concern about buying electrical products second 
hand, since they are not experts and worry that the electrical 
products will break quickly. 

When questioned about product criteria, the most 
frequently mentioned requirements were the durability of 
the product, easy maintenance (cleanable, spare parts, 
reparability) as well as the brand quality. Parents explained 
that they like to use durable high- quality products for a long 
time to have a sustainable contribution. Another crucial 
criterion for parents is the topic of convenience. This 
includes instant accessibility of the desired product, which is 
not always available in  secondhand purchase, since it is 
faster to order products online or the secondhand product 
needs to be picked up further away. Further, for parents the 
criterion of sustainability not only includes sustainable 
materials such as wood, reduction of plastic and toxin free 
materials, but also the origin and working conditions under 
which the product was produced. Safety was identified as 
the last crucial criteria for the products, but it has been seen 
as one of the most important ones. Safety is above 
sustainability and includes ergonomic aspects

Pressure

Within this user research three different variants of pressure 
for parents were identified. 
 
Pressure sustainability: 
The pressure of sustainability, on the one hand, comes from 
the parents themselves since it is important to them. On the 
other hand, this pressure comes from outside influences as 
well, such as other parents.

Pressure time: 
Parenthood requires a new and challenging time 
management, which is based around the child’s needs. The 
main challenge about this new time management is the lack 
of time for the individual parent, specifically the mothers. 
One major change when it comes to time for parents is that 
parents must learn to be present in the moment with the 
child. 
Pressure parenthood: Pressure on how to practise 
parenthood comes not only from the society but also 
through the family of the parents. This pressure to live up to 
all the expectations also results in higher mental load, 
especially for women, who are challenged by all these 
expectations and tasks without appreciation but with 
constant criticism.

Pressure

Buying sustainable products

Presents 
for 

themselfs

Giving 
presents in 
a new way

Every child is different

Informing about sustainability

One of the major problems both parent 
groups seem to face when it comes to 
sustainability is related to information. The 
interviews conducted show that finding 
sustainable information requires a lot of 
effort and results in a high time investment. 
Some parents such as interviewee 9I_C_0503 
specifically shared how difficult it is to identify 
if a product is sustainable, and even after its 
purchase they still doubt its sustainable 
status. 

To better understand the struggles of 
information gathering, the parents were 
asked how they approach their product 
research. Internet research was the most 
frequently mentioned answer in combination 
with reading reviews. Two couples 
(6I_DM_2402, 4I_KM_2302) explained that one 
partner conducts the general research and 
shares an already filtered product to the 
other to make the final decision together. 
Internet research was also further used to 
investigate testing websites (e.g 
Stiftungwarentest) or to investigate mum 
forums. Another frequently mentioned 
approach was to rely on science such as 
reading scientific articles and speaking to 
experts about the articles or connecting to 
experts such as midwives. Lastly, some 
parents also mentioned certificates in their 
research and that they like to experience the 
product physically in the store.

Informing about sustainability

Less active reach for products 
but more for education on 

parenthood, growing and going 
together through the journey, 

learning from each other

00:46:44 Speaker K
Ja, ich hab natürlich 1000 Mami Account 

denen ich folg. Mhm, die haben sich 
vielleicht verändert. Jetzt, in den letzten 
eineinhalb Jahren aber... . Ich hab vielen 
Influencerin....auf Instagram jetzt einigen 

gefolgt, die ungefähr zur gleichen Zeit 
oder bisschen vorher schon ein Baby 
kriegt haben. Einfach, weil mich das 

interessiert hat vom Thema her.

4I_KM_2302

00:37:06 Speaker E
Ja, also, es gibt so ausgewählte Leute, die ich also, denen ich folgt, zum Beispiel auf 
Instagram also ich find diesen Begriff Sinnfluenza echt gut dabei. Weil es echt viel 
Schwachsinn gibt es so Social Media! Aber es gibt halt wirklich auch Leute die echt 
sinnvolles qualitatives Wissen weitergeben wo du echt viel davon lernen kannst. 
Und auch merkst das ist authentisch und da ist auch was dahinter, denen kannst 

du dann auch im Vertrauen. Also weil es ist ja auch schlussendlich musst du ja 
irgendwann aufhören zum zum Suchen und zum Forschen, sondern muss 

irgendwann vertrauen.

5I_E_2302

Doing journey also 
offline with network 

of other parents.

Quite some parents 
show high critic 

towards social media

Despite all the effort, 
parent still not know if 

it was the right 
decision

Despite all the effort, 
parent still not know if 

it was the right 
decision

00:37:06 Speaker E

Also es geht ja nicht, dass du 
dich unendlich in alle Bereiche 

rein informierst und dann kannst 
du deinen Job aufgeben und 

dann kannst du einfach ein einer 
- ich informiere mich über Dinge 

– Beruf machen.

5I_E_2302

transparency 
and honesty

Trusting 
influencers

Partner does 
filtering

Looking 
into the 

store

00:31:24 Speaker I
Also ich geh meistens oder fast immer also auf wie 

heißt das Stiftungwahrentest. Ja, aber ich geh auf jeden 
Fall, was man so quasi auf Google auf der ersten Seite 
bekommt, geh ich meistens durch, also, bevor ich mich 

für neues Produkt oder was auch immer entscheide. 
Tu ich schon recherchieren, also Stiftungwahrentest 
das hab ich noch...also es gab da sicher einiges und 

eben auch so Mama Foren, wo dann viel getestet wird. 
Auch zum Beispiel also, wenn Studien dabei waren, 

dann habe ich mir die natürlich auch gern angeschaut, 
also das war dann schon auch was eine 

Kaufentscheidung mit beurteilt.

1I_I_1502 Foren
Others

Website

00:42:44 Speaker J
 Weil ich denk mir grad, so Schnuller, ich 
hab 3 Packungen Schnuller daheim. Die 

Prinzessin nimmt aber keine 
Schnuller...und meine, wir haben jetzt so 
einen Naturkautschuk daran nuckelt sie 
zwar nicht, aber sie beißt drauf herum, 
aber dann wenigstens das. Aber sowas 

wird...hätte mir geholfen als Mama.

10I_J_0503

00:42:44 Speaker J
Ja also weil, weil ich da Inspiration Nachhaltigkeit, weil 

ich da die, die Zettel gerade durchgelesen hab. Ich 
würd...mich zum Beispiel auch mal freuen, wenn sich 

wirklich einfach Personal oder halt Mütter sich 
zusammensetzen und sagen das haben sie wirklich 

gebraucht und das es so Anfangspakete gibt, die man 
sich einfach holen kann. Auf Miete zum Beispiel, wo 

man dann sagt OK, ich hab für den Notfall alles 
zuhause, weil es gibt oft schon jungen Müttern einfach 
die Sicherheit. Und ich kann es, wenn es geschlossen 

ist oder halt mit verschiedenen Voraussetzungen oder 
wie auch immer mit deiner Anleitung...kann ich im 

Notfall auch zurückgeben.

10I_J_0503

Getting 
wrong 

information

00:36:30 Speaker E
(...)Aber würdest du dann generell sagen, es ist einfach 

ein nachhaltiger Eltern zu sein oder nachhaltige 
Elternteil zu sein?

00:37:30 Speaker L
Ich würd sagen wenn man sich das wirklich dafür 

entschließt, was man nachhaltig sein möchte ist es 
definitiv machbar. Einfach...es wird mit der Zeit einfach. 

Also, sobald das Umdenken stattgefunden hat, finde 
ich dich auf jeden Fall einfacher aus vorher.

7I_L_2402

00:36:11 Speaker K
Also ich finde, es steht...bei manchen Sachen muss man keine Kompromisse 
eingehen, finde ich. Weil du jetzt zum Beispiel eben den den Sitz immer Grad 

angesprochen haben. Wir wollten genau den uns eben aus massiv Holz..der war, 
den gibt es online vielfach gebraucht zum kaufen wir haben uns nicht den erst 
besten, sind aber halt dann nen schönen Guten auszudehnen, von denen die 

gebraucht angeboten werden oder jetzt zum Beispiel jetzt fängt sie an zu gehen. 
Sie hat jetzt schon 3 paar Waldviertler. Und die sind alle gebraucht gekauft. Und 

die sind also jetzt nicht die, die Kaputtesten, nur weil sie gebraucht sind, nicht die 
billigsten und das ist schon ein guten Zustand. Und das sind schon im gute und 
möglichst nachhaltige Schuhe. Aber da ist es auch darum gegangen, wenn nicht 

ehrlich bin, dass die, dass ich nicht pro paar 60 - 80€ für Kinderschuhe zahlen wollt, 
die sie dann ganz kurz anhat und in der Sand Kiste kaputt macht. Also da wird es 

einem sehr leicht das nachhaltig. Und dann noch nachhaltiger zu entscheiden, weil 
man auch preislich und von der Bequemlichkeit entgegenkommt. Du hast halt jetzt 

auf Willhaben oder auf ebay Kleinanzeigen doch immer wahrscheinlich mehr 
Farben von diesen Schuhen in Größe 20 im Angebot als das in einem im GEA 

Geschäft auch so schnell haben könntest. Also das ist wirklich was, was leicht ist 
und was einem die Konsum Entscheidung in Richtung nachhaltige ausmeiner Sicht 

leicht macht.

4I_KM_2302 saving money, 
more choice

00:36:11 Speaker K
Also ich finde, es steht...bei manchen Sachen muss man keine Kompromisse 
eingehen, finde ich. Weil du jetzt zum Beispiel eben den den Sitz immer Grad 

angesprochen haben. Wir wollten genau den uns eben aus massiv Holz..der war, 
den gibt es online vielfach gebraucht zum kaufen wir haben uns nicht den erst 
besten, sind aber halt dann nen schönen Guten auszudehnen, von denen die 

gebraucht angeboten werden oder jetzt zum Beispiel jetzt fängt sie an zu gehen. 
Sie hat jetzt schon 3 paar Waldviertler. Und die sind alle gebraucht gekauft. Und 

die sind also jetzt nicht die, die Kaputtesten, nur weil sie gebraucht sind, nicht die 
billigsten und das ist schon ein guten Zustand. Und das sind schon im gute und 
möglichst nachhaltige Schuhe. Aber da ist es auch darum gegangen, wenn nicht 

ehrlich bin, dass die, dass ich nicht pro paar 60 - 80€ für Kinderschuhe zahlen wollt, 
die sie dann ganz kurz anhat und in der Sand Kiste kaputt macht. Also da wird es 

einem sehr leicht das nachhaltig. Und dann noch nachhaltiger zu entscheiden, weil 
man auch preislich und von der Bequemlichkeit entgegenkommt. Du hast halt jetzt 

auf Willhaben oder auf ebay Kleinanzeigen doch immer wahrscheinlich mehr 
Farben von diesen Schuhen in Größe 20 im Angebot als das in einem im GEA 

Geschäft auch so schnell haben könntest. Also das ist wirklich was, was leicht ist 
und was einem die Konsum Entscheidung in Richtung nachhaltige ausmeiner Sicht 

leicht macht.

4I_KM_2302

Second 
hand

less toxins

00:34:23 Speaker I
Also es ist, äh, sind...also für mich sind 
immer bei nachhaltigen Sachen, die ich 

jetzt Second Hand nachhaltige 
Sachen...ist es auf einer Seite natürlich 
das nachhaltige, dass du das einfach, 

dass du kein neues Produkt in den 
Kreislauf bringst, ich mein es ist zwar da, 

aber wenn du es nicht kaufst, ist es ja 
nicht wirklich...du weißt schon, was ich 

meine?

1I_I_1502

00:30:45 Speaker L
Und dann ist es so wichtig, dass man eben... .Es muss 

ja nicht... . Also das eine Thema, was für die eine 
Familie klappt und das andere für die andere. Also es 

ist keine Einbahnstraße es gibt Tausende 
Möglichkeiten, wie man nachhaltig sein kann.

00:30:59 Speaker E
Ja ja genau und du würdest dann einfach sagen, dass 

jeder für sich sein Weg finden kann?

00:31:06 Speaker L
Genau einfach ausprobieren, ja.

7I_L_2402

00:19:44 Speaker I
(...) dass mir das halt immer ganz wichtig ist den Kindern auch die Natur zu zeigen. 
Also viele Kinder leben in Städten und haben nicht mal einen Garten und ich muss 
auch sagen mir ist aufgefallen, dass viele Eltern das mit den Kindern nicht zeigen, 
wie Natur aussieht, also ich mein in den Zoo zu gehen ich finde dich für mich nicht 
Natur anzuschauen, sondern das das ist einfach... . Das beginnt mit Kleinigkeiten 

also, wenn wir im Sommer in die Wiese gehen und dich dann einfach mit den 
Kindern barfuss in der Wiese herum gehe ja und schau wo ist eine Blume und wie 
sieht die aus? Und da ist jetzt eine Biene vorbeigeflogen! Was tut die? Ist für mich 

auch Nachhaltigkeit und die wird dieses Bewusstsein erwecken in den Kindern. Ein 
bisschen zu stehen bleiben die Dinge, die wenn man so in der Umgebung halt 

sieht, auch zu bewundern, die man ja einen Sonnenuntergang... . Das kann aber 
auch was Kleines sein, wie eben eine schöne Blume, die hat da gerade am 

Wegesrand wächst oder keine Ahnung ein Käfer, der da was weiß ich schön 
schimmert, oder? Also das versuche ich auf jeden Fall wenn immer auch älter ist, 

sind wir jetzt grad dabei zu laufen. Wir gehen draußen spazieren schon an der 
Hand geht es noch ganz allein geht es nicht, und da versuche ich mir wirklich die 
Zeit zu nehmen so wie sie...also als Erwachsener wird man meinen wir gehen wir 

haben ein Ziel wir gehen dorthin.

1I_I_1502 interaction 
with animals

00:11:37 Speaker E
Nein, das ist eigentlich grad nix dabei. Also für mich ist 

jetzt nachhaltig Eltern sein, ganz wichtig, 
Verantwortung zu übernehmen. Also für mich heißt 

Nachhaltigkeit Verantwortung zu übernehmen. 
Nachhaltigkeit heißt ja im Prinzip das, was nachhaltig 
ist, was länger anhaltet und das ist für mich auch so 

das Kernthema, dass Nachhaltigkeit nicht bedeutet. Äh, 
dass man halt jetzt nicht einmal da ein Bio Produkt 
kauft oder sowas, sondern sich einfach Gedanken 

macht. Wie kann ich? Also was, was kann ich? Was für 
ein Vorbild kann ich sein für meine Kinder? Nachhaltig, 

einfach etwas Gutes zu bewirken und sie dorthin zu 
leiten, einfach was Besseres zu zu tun im Leben, also 

für die Umwelt, für das Miteinander.

5I_E_2302

Interest in 
sustainability before 

becoming parent.

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

(Kind komt um gute Nacht zu sagen)
Ja, okay, interessant also generell. Es ist 

einfach zu groß, das Thema 
Nachhaltigkeit zum Teil, dass man da 
wirklich hundert Prozent Experte ist?

00:43:53 Speaker E
Ja.

5I_E_2302

Food

00:19:25.770
Speaker: But do you also do...so from 
what I understand this, then you have 

like a strong emphasis on the education 
on how to educate your son to be more 
sustainable in the future, you educate 

yourself as well. If I get a it right. But out 
in what kind of doesn't result in any 

practical actions based on this.
00:19:49.770

F : yeah I tried to question whether we 
need stuff.

8I_G_2802

00:22:47.970
G: I try at least now to get toys that I know they're going to last for years, not this 

plastic toys that I know they might completely go to waste right away. Or that 
they're going to break easily. And if I do get something of plastic I love well actually 
there in  most of the toys that we get are from Denmark. And they are made out of 

sugar cane rescues and it's really cool actually. Because it's...everything is 
degradable at least there...little bit of help, I know I know it's not the best! And i'm 
still consuming and i'm still getting a toy that he really doesn't he need. But we are 
having fun and I do put a emphases a lot on having fun. And yes getting these little 
tea cups of these raw sugar, plus ...it has been making a lot of fun for us! And he's 

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

8I_G_2802

00:22:47.970
G:  So I think, in that sense, I don't think 
we do is the best option that we should 
do so really get what you really, really 

need and if you're actually going to get 
something at least get something of high 

quality that you know it's going to last. 
And then it's going to be a little bit more 

expensive then...that I think is the biggest 
lesson I learned with you. Better quality 

and quantity, and I don't think I can 
reduce as easily as he does.

8I_G_2802

00:40:18 Speaker E
Genau! Absolut du musst jemanden haben, der das macht und kann und dem du 

vertraust und so voll! Wenn du es nicht hast, dann stehst du irgendwann an und da 
kann ich mir sehr gut vorstellen, wenn du eben auch zeitlich nicht zu die 

Ressourcen hast. Dass du irgendwann sagst: "Wurst wir machen es einfach so wie 
der Nachbar das gemacht hat oder wie die Mama das gemacht hat. Wir sind alle 

groß geworden, ist doch egal" Und das finde ich aber eben, das darf man nicht zu 
verurteilen. Also ich kann mir das nicht vorstellen wie es ist, wenn man eben so 
wenig Ressourcen hat und eben diesen total geschützten Raum nicht hat mit all 
diesen Menschen, die von denen man profitieren kann. Aber ich, ich kann das 

schon irgendwie...also irgendwie kann ich mir schon vorstellen, dass eben net so 
leicht ist und dass man dann einfach sehr aufpassen muss, dass man an seine 

Energie nicht hergibt und dann voll ausgebrannt ist und sich überhaupt nicht mehr 
auf die Kinder zum Beispiel konzentrieren kann.

5I_E_2302

00:03:12 Speaker M
Und du, ich find sogar Zeit, dass ich in der Früh aufstehe und eineinhalb Stunden 

oder so Yoga mach und hab den Kleinen halt neben mir liegen und wenn er 
aufwacht, dann Blödel ma rum und wenn er Hunger kriegt, dann kriegt er halt 

inzwischen was zum Essen. Aber ich mach nur noch immer Yoga was für mich ist, 
was wichtig ist. Und ich komm mit dem Haushalt gut zusammen und ich komm 
zum Kochen, wir gehen spazieren. Es ist... ja irgendwie so alles bis jetzt nicht wie 

aus dem Bilderbuch und ja, deswegen finde ich das eine und das andere Bild halt 
einfach ja, wenn ich den Kleinen ganzen Tag einfach nur Abknutschen könnte.  Und 
es ist für mich ein kitschiges Mama- Kind- Bild. Aber es ist eigentlich auch schon ein 
bisschen Realität, die kleinen lassen sich halt einfach noch so abknudeln wie man 

will, sie wehren sich noch nicht.

2I_M_1602 Segmentation

00:40:44 Speaker T
(Erzählt kurz, dass sie im Interview über zwei Freundinnen spricht) ...aber eben die 

eine die halt öko...also die wirklich wichtig....die lebt das voll. Die leben also viel 
eben auch also sicher von ganz geringem Budget und kommen damit aber super 
aus. Also oder eben weiß nicht so genau, aber irgendwie kommen damit aus, weil 
sie halt eben nicht über ihre Masse hinaus leben. Und kaufen halt ihre sie haben 
sich entschieden fürs Stoffwindeln wickeln und verwenden halt die Windeln, die 

haben sie...ich glaub ich auch schon gebraucht erworben. Und ja, tun einfach mit 
denen und jetzt zum Beispiel habe ich ihnen dann...also ich hab so ein paar Stoff 

Windeln auch geschenkt bekommen. Und hab gesagt, eben das...ich verwende sie 
nicht, gell. Und hab sie dann ihr weitergegeben. Und sie halt zum Beispiel gesagt: 

Also deine Stoffen danke noch einmal, dass sind die immer, die als erstes Weg 
sind, weil die sind so super dicht noch und also mit denen haben wir die volle 

Freude. Während die Freundin von mir die halt, die super Stoffwindeln gekauft hat 
und die nie verwendet. Und eben nagelneu, die super Stoffwindeln kauft und aber 

also halt eigentlich nur auf das Marketing reinfallen oder halt auf das ja der 
Supermensch...diese super Mama sein zu wollen. Dann im Endeffekt alles sowieso 
nicht verwendet und nicht schafft. Ja, das sind halt...das ist eigentlich so...also sie 

sind ein super Beispiel dafür, das sind halt voll der Gegensatz die zwei. Wo ich 
sagen muss, die eine wäre gerne nachhaltig  und ist aber eigentlich das Gegenteil, 
würde ich sagen und die andere lebt das halt voll und dann muss ich echt sagen 

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

3I_T_2202 Segmentation

00:37:12 Speaker C
Reviews lesen also Produkt 

Bewertungen von anderen Eltern 
und mittlerweile gibt es glaube 

ich auch einige Webseiten. Oder 
auch neben auch Läden in denen 

man sich ganz gut beraten 
lassen kann.

9I_C_0503

00:37:12 Speaker C
Reviews lesen also Produkt 

Bewertungen von anderen Eltern 
und mittlerweile gibt es glaube 

ich auch einige Webseiten. Oder 
auch neben auch Läden in denen 

man sich ganz gut beraten 
lassen kann.

9I_C_0503

00:18:30 Speaker M
Ja ja. Aber auch es sind ja nicht nur Windeln. Das sind ja auch, es ist ja auch zum 
Beispiel das Essen..wir uns vorgenommen, immer immer selber zu kochen. Auch 
jetzt kaufen wir diese Quetschis ähm, die in Plastik in hundert Gramm Packungen 

eingepackt sind. Und weil es einfach unseren Tag erleichtert. Und auch da machen 
wir es wieder so, dass wir halt die kaufen, die bissel mehr kosten zwar dafür halt 
irgendwie...halt ja mit Demeter glaub ich sogar die einen sind. Und solche Sachen 

und die Verpackung ist auch B zertifiziert. Und ja die Verpackung halt 
möglichst...Und das ist ja wieder dieser Mittelweg, dass man zwar versucht 

nachhaltiger zu sein aber es muss halt auch praktikabel sein. Weil es einfach ja 
vielleicht wenn man ein ganz leichtes Kind hat, wo alles funktioniert und jetzt sag 

mal.

4I_KM_2302

expected to 
have a big 
impact on 

the reseach

not 
yet

revitalize or 
cancel? - this 
is important 

inisghts

00:46:23 Speaker E 
Ich bin die ungute Schwiegertochter und also ich bin gerade im Bezug auf Geschenke usw...das unglaublich nervig und total mühsam diese Konsumgesellschaft die 
immer und zu jeder Gelegenheit und dauernd irgendeinen Mist schenken muss. Also da geht es ja viel weniger um Dinge, die die Kinder wirklich brauchen und sie 
brauchen ja eh tatsächlich dauernd irgendwas wirklich, wie neue Scuhe  oder neue Schihose oder so. Es gibt ja grundsätzlich eher auf Dinge die man schenken könnte 
aber die sind ja auch immer meistens zu gewissen Zeitpunkt notwendig. Und wenn das Kind zum Beispiel jetzt zweimal im April Geburtstag hat dann bringt sich der 
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 find 
auch, dass eben gerade da wieder Geschenke usw voll mühsam, das kommt ja dann eben auch von einem rundum ist ja nicht nur die Eltern, also wir schenken zum 
Beispiel den Kindern schon seit Jahren nichts mehr. Ausser eine Torte, weil die anderen schenken und sie brauchen einfach nicht ein Geschenk mehr, dass sie von uns 
kriegen. Aber es ist trotzdem jedes Jahr so, dass ich wieder dannach denke: Gott das ist wieder so viel! Aber trotzdem versuche ich im Rahmen zu halten und erlaub 
auch ganz viel nicht. Also inzwischen auch mit Stefans Unterstützung. Aber ich freu mich auch am meisten über keine Geschenke oder Zeitgeschenke oder sowas und 
betont, dass auch immer wieder und Eck auch immer wieder an deswegen. 
Ist aber auf jeden Fall sicher ein großes Thema generell für Eltern, dass sie eben auch das Gefühl haben, wir wollen den Kindern alles gönnen usw. Und es aber nicht 
weiter gedacht wird...für mich ist das auch dieses was gönnen, das muss immer weiter gedacht werden. Genauso dass man zum Beispiel sagt ich gönn mir jetzt..ich 
gönne mir jetzt ausnahmsweise mal eine Käsepizza. Dann ist es ja eigentlich was...da habe ich auch mal ne Zeit lang länger also intensiver darüber nachgedacht...das 
es eigentlich überhaupt keinen Gönnen ist, wenn du gönnst dir was, was schlecht für deinen Körper. Gerade wenn du Käse Pizza, die du irgendwo kaufst, dass ist ja 
 kein biologischer Mutterkuhkäse, sondern das ist ja irgendwas. Also es ist für deinen eigenen Körper nicht gut und du hast damit Leid unterstützt. Oder du gönnst dir 
einmal einen H&M Einkauf, dann ist das einfach...kannst du natürlich auch dazu stehen. Das finde ich auch immer voll wichtig, dass man sagt man darf das alles 
machen, aber man muss aber dazu stehen, dass es net gut ist. Und sich was gönnen ist ja eigentlich sich was Gutes tun und was Gutes tun. Und da gehoert sowas  für 
mich halt einfach net dazu...und das ist eben bei den Geschenken auch irgendwie so. 
Das sehe ich halt auch bei den Kindern im Kinderzimmer so. Wir haben uns auch vor kurzem davor ausgeräumt. Wobei ich aber merkt, dass die Kinder echt wenig 
haben im Verhältnis zu anderen Kindern, auch beim Ausmisten viel Krimskrams und Gebasteltes usw, weil so richtig Spielsachen haben sie eigentlich ziemlich wenig. 
Trotzdem ist das aber viel und trotzdem sind sie überfordert mit den vielen Spielsachen...also du machst ihnen eigentlich auch keine Freude. Weil sie ja dann nur ein 
voll zugemütliches Zimmer haben, ständig schimpft irgendwer das Zimmer zusammen räumen müssen, sie wissen gar nicht wohin damit, weil es nur so mühsam ist, 
dieses Rausräumen, dann legst du viel am Boden und alles wieder weg nehmen und so. Der Haufen an Stoff, Tieren oder sowas...Stofftiere waren von Anfang an nicht 
erlaubt. Eigentlich die Kinder haben glaub ich 4 oder 5 Stofftiere beide und das wars . Und 3 davon sind von mir geerbt. Sie kriegen einfach defacto nie irgendwelche 
neuen Stofftiere, weil das für mich halt auch einfach nur blöde Erdölprodukte sind, wenn es nicht ein wirklicher herzenswunsch ist, dann brauchen sie es einfach 
nicht. Dann liegt es wieder nur in der Ecke oder du kaufst dir irgendeinen blöden Sack dazu, den du dann nur alle Stofftiere praktisch einsortieren kannst. (lacht) Sie 
sind in einem Sack verstaut oder so. Aber eben dieses Geschenkethema ist voll sowas wo :ich dann auch sagt: Wir wollen das und das nicht, der L. hat Geburtstag 
nächste Woche... und dann halt schon mal die Oma gesagt ja,was wuenscht er sich und was will er haben? Und er hat wirklich einen Wunsch, den haben wir Second 
Hand gekauft. Aber was wir auch machen, wir organisieren die Geschenke, das machen wir auch schon ganz lang, weil dann kann niemand was Neues kaufen, weil 
wir organisieren sie ueber willhaben. Und sonst eben, was sie kann da jetzt zum Beispiel Socken schenken mit Autos drauf, weil er braucht neue Socken und er 
wünscht sich welche mit Rennautos und so. Und jetzt kriegt er zusätzlich dann auch noch Holz. Also von ihnen einfach Restlholz war wirklich echt drauf hämmern 
kann also wir überlegen uns einfach und dann ist auch wieder Gedanken Arbeit. Also ich sitze und ich hab echt noch so eine Liste, die laufen das ganze Jahr über, wo 
ich aufschreiben, was die Kinder brauchen und somit sie wirklich Freude haben und das braucht aber eben auch viel mehr Energie als sozusagen schenkt Ihnen 
einfach was. Sie mögen gerne Autos, Sie mögen gern Glitzer, Sie mögen irgendwas und dann kriegen blödes Rahschzeug, dass nur rumliegt, wieder eben Ressourcen 
gebraucht hat. Und eigentlich spielt niemand damit. Und eben dieses Gedanken machen im Vorfeld. Ja, braucht Energie, aber es ist für mich einfach wichtig fuer das 
Familienzusammenleben das irgendwie auch besser funktioniert, als wenn Kinder überfordert sind und in Nachhaltigkeit auch. 

00:48:43 Speaker T
Ich mein, wobei ich trotzdem sagen muss, also ich bin sicher keine, die sagt okay 

gut, ich kriege jetzt keine Kinder, weil ich mir Sorgen mache, dass die dann da den 
Klima –Krisen - Krieg ausbaden müssen oder so. Oder das sie hungern müssen, weil 
es nichts mehr gibt oder so. Also denk mir diese Sachen...also wenn es so ist, dann 

ist es so. Diese Sachen, die werden sich einfach ergeben. Und ich finde es auch 
nicht...also ich find, das man sich eben vor Leid und Krisen jetzt auch nicht so 

fürchten sollte. (...) ich finde halt heutzutage wird Leid er viel zu sehr theatralisiert. 
Leid und Schmerz, das gehört zum Leben wie alles andere auch. Und das, finde ich 
ist jetzt nicht wirklich ein Grund, dass man ja, dass man sich da halt...oder das ist 

jetzt nix, wovor ich mich jetzt so fürchten würde.
Aber also ich bin jetzt nicht die, die sagt OK gut ich hab jetzt so Angst um V. Zukunft 
bezüglich des Klimas. Weil es ja...also ich denk mir halt der Mensch wird sich so wie 
er tut einfach selbst auslöschen und ja, es wird einfach drauf hinauslaufen. Und ist 
vielleicht auch...also irgendwie ihm ist ihm nicht zu helfen, gell, weil halt irgendwie 
alle Alarm Glocken läuten und man schaut halt trotzdem weg. Ja und ich denk mir 

ja, dann fehlt mir halt einfach die Konsequenzen halt dann ausbaden müssen 
irgendwann. Und ja also, ich denk mir irgendwann wird halt so sein, dass dann ein 

Neustart sein wird von der Erde wird halt die Menschen dann nicht sein werden 
und das ist auch gut so

7I_L_2402 Segmentation

. Also wie gesagt, die Erde wird sich...also der Erde, wird es am wenigsten weh tun, 
die wird sich regenerieren. Aber eben wir schaden eher meistens selbst und hat 

allen anderen Lebewesen, die mit uns die Erde teilen.
Aber ja also ich mein, das ist halt einfach so. Es wird dann halt auch die V. oder ihre 

Nachkommen treffen. Aber ja also, ich muss sagen...ja, das ist halt...ich mein, wir 
leben alle über unsere Maße auch die V. als Teil unserer Gesellschaft und wird 

auch ihre Konsequenzen tragen müssen. Man braucht ja gar nicht das irgendwie 
scheinheilig tun und sagen, die anderen sind schuld, dass meine Tochter es dann 
vielleicht schwer haben wird oder deren Nachkommen. weil wir sind einfach alle 
mittendrin im...ja halt einfach über unsere Masse leben und müssen dann halt 

auch alle ausbaden.

7I_L_2402 Segmentation

00:12:06 Speaker M
Und ja, eben das ist für mich eigentlich 

das größte was ich eingesehen habe. Ok, 
das ist ein Kompromiss, das ist für mich 
Nachhaltigkeit sowieso. Ich würde am 
liebsten...aber es überschneidet sich ja 
dann...ich würd am liebsten Plastik frei 

leben und nur selbstgemachte Putzmittel 
verwenden. Und keine Ahnung, aber es 

ist dann halt einfach irgendwann nimmer 
umsetzbar.

2I_M_1602

00:48:44 Speaker I
Das ärgert mich maßlos, aber das Problem ist es gibt nicht viel Alternative. Also es 

gibt dann immer wieder so...also in Graz zumindest. Ich kann jetzt nur von Graz 
sprechen, gibt es natürlich schon so Geschäfte, wo man die Nahrungsmittel in 

seinen mitgebrachten Sachen kaufen kann. Aber das ist...gibt es fast nicht, wenn 
nicht sogar gar nicht für Babyprodukte...also Brei...was auch immer. Ich hab 

eigentlich auch geplant und es ist eigentlich auch so...Brei mag sie nicht einmal 
so...Obstbrei oder so geht gut. Und da war es immer der Plan, das ist dann eben 

selber mache aber er schmeckt er ihr nicht. Also wenn er selbst gemacht ist, 
schmeckt er ihr nicht. Und das ist natürlich dann irrsinnig schade, weil das ärgert 
mich dann auch sehr, weil ich muss dann auf ein Hippglas oder was auch immer 

zurückgreifen. Was Müll produziert, anstatt dass ich das selbst kaufe.Was natürlich 
aber auch wieder blöd ist, weil wenn ich ja ein paar Himbeeren kauf, werden die 
auch in diesem Plastikding gebracht. Also untergebracht halt. Und also, das ist 

schon auf jeden Fall...das ist vorhanden. Also es ist immer so eine kleine Stimme 
im Hinterkopf, die dann wirklich sagt, so ist das notwendig, dass das so ist und also 

ja...

1I_I_1502

hypothesis 
which was 
not true

00:33:00 Speaker C
Ganz richtig ja net mal...besonders beim ersten Kind 
weiß man sowieso überhaupt gar nicht was braucht 

man eigentlich und ich glaub jede, alle Elternteile 
würden diese Frage völlig anders beantworten, was 
auch total legitim ist, weil jeder Mensch ist, andere 
Bedürfnisse sind natürlich unterschiedlich. Und ich 
glaube, wir haben beim ersten Kind einige Produkte 

gekauft, die ich beim zweiten ganz sicher nicht 
nochmal gekauft hatte und die mittlerweile auch 

rumstehen, die nicht benutzt werden. Weiß nicht, weil 
sie nicht unbedingt nötig sind jetzt.

9I_C_0503

01:00:25 Speaker M
Ich finds vor allem bei elektrischen Sachen nicht einfach. Weil ich mich da nicht aus 

kenne und weil ich das...das Vokabular nicht hab, um mich da einzulesen. Da ich 
ich finde manchmal ist es praktisch, wenn es diese Siegel gibt. Wobei man dann bei 

den Siegeln auf wieder nicht weiß welches da jetzt....obwohl das, kann man 
irgendwie schon herausfinden. Aber das finde ich zum Beispiel bei Mode viel 

einfacher, weil ich mich da mit Stoffen mehr auskennen. Ich finds bei Spielsachen 
viel leichter, weil alles was aus Holz ist haltet lange. Ich finds bei elektrischen 

Sachen nicht so leicht. Du musst dann eben auch ganz cool das eben den 
Soymaker hätten wir net in Elektrofachhandel, den haben wir gekauft in 

verpackungsfreien Laden.  Wir da irgendwie so ein bisschen das Gefühl gehabt, 
dass muss es ein gutes Produkt sein, wenn es in dem Geschäft ist, dann....

6I_DM_2402

00:34:09 Speaker J
Also schwierig rauszufinden, was nachhaltig ist und es 
ist generell schwierig rauszufinden, was für ein Baby 

gut ist. Weil wenn man sich mit diesem Thema Plastik 
zum Beispiel wirklich auseinandersetzt. Viele Plastik 

Spielsachen gehen wir mal davon aus, haben voll viele 
schädliche Partikel drinnen obwohl sie ein 

Kinderzertifikat jetzt oben haben. Wo ich mir einfach 
denk, na mein Kind kriegt zu spielen kein Plastik. (...) 

Aber es ist schwierig zu finden und auch raus zu lesen 
aus was dieses Produkt wirklich besteht und ob das 

wirklich schädlich ist für das Kind oder nicht. 
Beziehungsweise wie man es auch pflegt.

10I_J_0503

00:50:41 Speaker C
Ja was ich vielleicht teilen würde ich hab wahrscheinlich es eh schon erwähnt, dass 
das ich sehr schwierig finde nachhaltig zu leben, also ganz generell und als Eltern, 

aber auch nochmal im Besonderen einfach...ja, weil es einfach so viele 
Entscheidungen gibt, wie man, die man treffen muss als Elternteil. Und weil man 

halt einfach kein Experte ist oder wahrscheinlich die meisten auf dem Gebiet keine 
Experten sind. Und da wär man glaub ich als Eltern oder ich dir als Mutter sehr 
froh wenn ich mir diese Zeit nicht noch nehmen muss, für jedes Produkt extra 

recherchieren zu müssen. Was einfach so viel Zeit, dass du dabei draufgeht. Ich 
wäre sehr dankbar, wenn es die Firmen übernehmen würden und wenn vielleicht 

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

9I_C_0503

00:37:06 Speaker E
Ja, also, es gibt so ausgewählte Leute, die ich also, denen ich folgt, zum Beispiel auf 
Instagram also ich find diesen Begriff Sinnfluenza echt gut dabei. Weil es echt viel 
Schwachsinn gibt es so Social Media! Aber es gibt halt wirklich auch Leute die echt 
sinnvolles qualitatives Wissen weitergeben wo du echt viel davon lernen kannst. 
Und auch merkst das ist authentisch und da ist auch was dahinter, denen kannst 

du dann auch im Vertrauen. Also weil es ist ja auch schlussendlich musst du ja 
irgendwann aufhören zum zum Suchen und zum Forschen, sondern muss 

irgendwann vertrauen.

5I_E_2302

Concerns about the climate crisis and their impact on parenthood
When it comes to concerns about the climate crisis, all interviewees showed concerns and concurred 
the need for more actions from the companies and the governments. Especially, SPP stated that the 
climate crisis in general is a major concern and has grown since the arrival of their first child. Impact 
on their children and the future generation was the most frequently raised concern among the 
parents regarding the climate crisis. One parent(8I_G_2802) elaborated his concerns that his child’s 
generation marks the first generation which has worse prospects than the previous generations.

This concern results not only in parents wanting to be more sustainable but also in parents teaching 
their children about sustainability. Parents seek education and dialogue with their children on the 
topic of sustainability, meat consumption and resources. Additionally, parents are raising the 
awareness of their children through experiences and nature- related interactions such as growing 
plants together, and moments with animals. Furthermore, parents take their children for grocery 
shopping at the supermarkets and farmer markets, so, children understand local and seasonal food. 
Parents, in general, want to be role models to their children. One SPP dived deeper into the topic of 
education by explaining the difficulties she experienced by changing her lifestyle towards 
sustainability. She does not want her child to go through this process but instead have these 
sustainable behaviours internalised.

Social aspect of sustainability

Parents see sustainability as more than just materials. Multiple parents consider the social aspect 
as part of a sustainable product and investigate the country of origin, working conditions and 
corporate social responsibility in general.

Sustainability as a process
Sustainability is seen as a process among both the parents' groups and is described as taking mini 
steps in different directions built on a sustainable journey with constant discoveries of new 
opportunities. 

SPP are critical of their journey and have points they want to improve on. They consider this 
development as part of their process. Interview 2I_M_1602 (SPP) gave an example of using cloth 
diapers, where this sustainable action has become a daily practice of the process. 

Sustainable actions both parent groups have integrated show a large diversity, such as reducing 
plastic packaging, separating trash, picking up trash, making things last, making own clothes, 
swapping shops, biking, growing own food, shopping packaging free, secondhand products, vegan 
and vegetarian diet, buying sessional and regional products and going to farmers markets. 

Further statements from both parent groups were collected to create an overview on the ways to 
make a sustainable lifestyle easier, resulting in the following insights: having a new mindset, 
integrating fun and not creating pressure to be sustainable, consuming less and questioning what is 
really needed, making compromises, buying second hand, education though courses, finding ways 
how sustainability makes everyday life easier (e.g., less trash, fewer things to carry), finding your 
own personal approach and starting with the first small steps (e.g., bringing your own bag). 

00:14:40 Speaker M
Ganz kurz fallt mir nur auf bei diesem Handy Bild das 
Aufmerksamkeit für mich ein wichtiges Thema ist. Das 

wir, glaube ich...also das ist einfach etwas, wo man 
immer wieder beobachtet, wie Eltern nicht da sind, weil 

sie sehr abgelenkt sind durch Smartphones usw...ich 
mich sehr bemüh das einfach in ihrer... wenn wir 

Nachmittag zusammen verbringen, dass das nicht...das 
und ihr auch zu erklären wenn ich mein Handy 

verwende für was ich jetzt verwende. Ja, das ist mir 
auch ein Anliegen, ja.

6I_DM_2402

01:01:00 Speaker T
Also ich muss sagen Grad mit Kind, 

versuche ich....also versuch ich eigentlich. 
Also ich find das also das....finde ich ganz 
schlecht bei meinem Kind, das so vorlebt, 
dass man die ganze Zeit am Handy hängt 
oder so. Also ich muss sagen ich benutze 

es eigentlich fast...also ich benutze es 
wirklich nur so zur Kommunikation um 

was auszumachen.

3I_T_2202

00:18:30 Speaker M
Und das ist ja wieder dieser 
Mittelweg, dass man zwar 

versucht nachhaltiger zu sein 
aber es muss halt auch 

praktikabel sein. Weil es einfach 
ja vielleicht wenn man ein ganz 

leichtes Kind hat, wo alles 
funktioniert und jetzt sag mal.

4I_KM_2302

00:42:50 Speaker K
Weil eigentlich unser Plan war, den Kinderwagen gebraucht zu kaufen und wir 

haben uns...oder ich hab mich ziemlich auf so eine Marke niederländische glaub 
ich Bugabu eingeschlossen und da gibt es natürlich mehrere Modelle. Und die 

heißen alle mit Tieren und voll lieb. Da gibts jetzt dann zum Beispiel... also war so 
für mich im Kopf ich möchte entweder den Kameleon 3 oder den Fox 2 haben. Und 
den Kameleon 3 gibt es vielfach gebraucht zu kaufen, den Fox weniger. Den Fox 2 

fast gar nicht, weil der ist ziemlich neu...zwischen gibt es den Fox 3 aber ist 
wurscht. Und dann waren wir die halt irgendwann die ausprobieren im Sommer im 

Babygeschäft und der Kameleon 3 war halt nicht annähernd das, was ich haben 
wollte. Der hat kleine Vorderräder, war nicht so ganz stabil, weil die Wanne war viel 

weiter unten...also das Baby war auch viel weiter unten. Und der Fox 2 der hat 
wirklich also der hat gewusst, was ich von ihm will. Der hat perfekt auf mich oder 
auf uns abgestimmt und der Fahrt sich nach wie vor einfach richtig leicht und toll. 

Und das hat überwogen. Weil ich ihn unbedingt haben wollte oder wir den 
unbedingt haben wollten. Als das das andere Modell eben nachhaltiger weise 

gebraucht.

4I_KM_2302

00:31:19 Speaker M
Würdest du...erkundigst du dich dann auch ein bisschen so im Internet auf Social 

Media speziell über Produkte? Es gibt es Influencer oder andere nachhaltige 
Mamas, die dich vielleicht inspirieren?

00:31:31 Speaker M
Jawoll ja.

00:31:36 Speaker 1
Was haben die dann für eine Rolle? Helfen sie vielleicht so ein bisschen bei diesen 

Entscheidungen?
00:31:42 Speaker M

Ja also ich glaube, ich bin da teilweise wirklich ziemlich beeinflussbar. Es war 
auch...lustigerweise sind ganz viele Leute, die ich schon lange auf Instagram hab. 

Viele die auch Veganer sind oder waren. Und das ist ganz viele, gerade gleichzeitig 
schwanger waren mit mir oder kurz vor mir oder kurz nach mir und dass eben ja 

das, das war dann auch das. Das hat sich somit entwickelt und dann habe ich mich 
auch gefreut , hey die kriegen auch ein Baby und wie machen die das? Manche 

machen mehr, manche machen weniger.

2I_M_1602

00:38:21 Speaker L
Ah, ich würde mit Baby Steps 

anfangen. Die Klassiker, wie mit 
Stoff Taschen einkaufen 

gehen...die üblichen Sachen, die 
jeder machen kann. Aber eben 
dadurch, dass Kinder so schnell 

wachsen schauen, dass man 
ganz viel Second Hand kauft.

7I_L_2402

Sustainability
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Sustainable life

Difficulties
There are several difficulties parents face when it comes to being a sustainable parent. The most 
frequently mentioned difficulty is the integration into daily life, which includes easier and more 
difficult days and a lot of preparation. Sustainability in terms of being zero waste and producing all 
the products on your own and using cloth diapers is too much work.

Being sustainable is perceived as energy and time consuming and, therefore, adds to the mental 
load as well. Parents before had high expectations on how to tackle sustainability in daily life. 
However their practical attempts, such as making their own pap for the baby didn’t work out since 
the child didn’t want to eat the food, leading to disappointment. Mobility was highlighted as 
another area where sustainability is difficult to integrate in the daily life of the parents. Lastly, the 
topic of sustainability is seen as too big for parents to be an expert on thus, making it impossible 
to achieve a sustainable life.  

Keeping the difficulties in mind, sustainability is seen as a privilege among parents. In the 
interviews conducted, 2 main specifications of privilege could be identified..
Money: Parents want to buy high quality sustainable products and regionally produced food from 
farmers markets, which requires a higher income.
Time: Having the time to be able to do sustainable activities such as making their own baby food, 
but also, in terms of time investment, to conduct research on products and sustainable lifestyles. 
This topic shows a large overlay with “informing about sustainability” since parents have shared 
that they see access to the right information through having an expert in reach and the social 
environment to learn about sustainability.
 

Sustainable life

Social Media

Social Media has become a relevant tool for 
parents on the journey of parenthood. 
Representatives from both parent groups 
confirmed the influence of other parents they 
trust and influences in their decision making 
and the discovery of new products. However, 
more than that, social media was being used 
by the interviewees to gather information and 
for inspiration on parenthood. A strong 
example can be found in the interview 
8I_G_2802 where the interviewee explained 
that she created a social media account 
specifically for education. On the other hand, 
some parents have no interest or are critical 
towards social media. To conclude, for this 
set of interviewees it cannot be concluded 
that social media is universal to all parents 
and that it has influence on their parenting 
style and decision making. 

Lastly, the relevance of an offline parent 
community was also highlighted by multiple 
interviewees. Having a community helps 
parents go through the journey. They learn 
from each other about parenting styles, 
products, exchange information and even 
share products.  

Social Media
Short time consumption

One key insight from the interviews was the short 
time usage of products. SAP group respondents 
buy products in advance, not being certain if they 
will need the products. Safety and preparedness in 
case a certain product is needed were the reasons 
identified by the SAP group for the premature 
purchase. Such an act was most prevalent in 
parents who lacked experience with children. In 
interview 1I_I_1502, the parent gave an example 
where she bought a breast pump in case she would 
not have been able to breastfeed her child. 
Fortunately, there was no problem, but the product 
was already bought and not used. Also, some 
products, such as sterilisers, toys, bottle warmers, 
food processors, diapers and pacifiers,  were 
bought with the idea that they would be useful but 
then turned out to not be used as much as 
expected. Another reason for unnecessary 
purchase is that parents are overwhelmed with the 
choice of products. It is very difficult to navigate 
through the mass of products and identify which 
ones are needed.

Consuming less or minimalism is one of the most 
common strategies of both parent groups to avoid 
short- time consumption. Most parents try to make 
this actionable by actively questioning if they really 
need the product they are planning to get. 
Consuming less has also shown an overlay with the 
definition of sustainability of some parents.

One major takeaway to handle short time 
consumption:  
The parents interviewed have also shared that 
every child is different, which makes the selection 
of the products needed even more difficult. Such as 
buying a toy, a carefully selected toy might not 
bring joy to one's own child but maybe to another. 
Also, parents handle the usage of products from 
child to child differently. Other examples would be 
children not liking the food of the food processor, 
not wanting to use pacifiers. This all leads up to the 
need for a trial space for young parents with 
different products, helping them explore what 
would work well for them as parents with their 
parenting style and what gives the biggest joy to 
their children.   

Short time consumption

Compromises

When it comes to the difficulty of incorporating sustainable 
behaviour, both parent groups try to find compromises to make it 
actionable and feasible in their everyday life. 

Two parents (4I_KM_2302, 2I_M_1602) specifically explained that they 
set sustainable ambitions, read into the matter and felt prepared. 
However, theory and reality are two different things. This is when 
compromises were needed to balance ambitions and daily life.  
Combining sustainable and unsustainable actions was the most 
frequent strategy of compromise identified. One returning example 
was cloth diapers. Parents had aimed to use them instead of 
conventional diapers to reduce waste. However, once the child 
arrived, and their daily life got busy, cloth diapers seemed unfeasible 
since they require a lot of work and time. Therefore, parents tried to 
find a compromise. Some decided to get a Co2 neutral diaper with 
sustainable materials, others decided for a hybrid solution between 
cloth diapers at home during the day and conventional diapers when 
outside or during the night. These strategies still aim to be 
sustainable when it comes to diapers but integrate them in daily life 
in a feasible manner. 
Further, some parents explained that they try not to find 
compromises only in their own actions but also in their children’s 
daily life. The most common example was toys. Parents listen to what 
their child would like to have and try to find the toy secondhand. 

Compromises

Others needs

Parents look beyond the child's needs when buying products for 
the child. Parents like to buy products they consider interesting 
and nice from their perspective and not only from their child's 
perspective. For example, they would buy products which are 
considered good looking but impractical or toys which would 
have made the parents happy in their childhood.  

However, the grandparent’s perspective also plays a role in the 
products the children get. This has been identified as a conflict 
between the generations, where different parenting styles and 
ideologies cause friction. When it comes to sustainability, SPP 
have disagreements regarding the presents their children 
receive from their grandparents. In 5I_E_2302, the interviewee 
explained that the mother- in- law perceives second hand as 
being poor. In 4I_KM_2302, the mother- in- law saw second hand 
as low in quality. Presents are a difficult topic to discuss, since 
quite some younger parents would prefer quality time over 
presents, and they create a list to control the amount of 
presents their children get from their grandparents. 

Others needs (grandparents, parents, friends)

00:11:37 Speaker E
(...)Ich finde, das braucht viel mehr Anstrengung und ich finde, dass Nachhaltigkeit 
auch auf jeden Fall von der Politik kommen müsste. Weil ich nicht find, das es die 
Verantwortung von Eltern allein ist oder hat es dann den Einzelpersonen. Was die 

machen es einfach ein riesen Thema ist und...auch wenn sie immer schön ist, wenn 
man sagt...jeder Tropfen ist halt einfach wichtig also alles, was jeder Schritt ist 

wichtig und so ist es trotzdem zu wenig um  das Thema einfach gut anzugehen und 
das macht mir auch als Eltern sorgen. Also Elternteil macht es mir Sorgen, dass 

einfach von oben so wenig passiert und ich mir denke ja, ich mit meinen 
Möglichkeiten kann vielleicht etwas langfristig in hundert Jahren viel bewegen. 

Aber wir haben nicht mehr die Zeit, also ich seh das schon so als Zeit Thema. Auch 
also auch dieses Argument was man ja immer wieder...also ich auch...also um 

Leute nicht unter Druck zu setzen sagte ich das eben auch, dass ich mein ja jeder 
geht jetzt deine Schritte und voll super, dass du dir schon Gedanken machst. Aber 
meinen durch das inzwischen einfach nicht mehr so, weil ich mir echt denke: Leute 
echt es geht nicht mehr, aber eben andererseits kann man halt finde ich nicht die 
Einzelpersonen in die Verantwortung ziehen, weil es dann immer nur dieser ganz, 

ganz kleine Bereich ist und das müssten die Großkonzerne sein, die in die 
Verantwortung gezogen werden und so.

5I_E_2302

00:06:02 Speaker K
Unterschiedlich. Also, wenn es jetzt gut läuft, wenn sie 

gesund ist und gut drauf und dings und der Alltag 
irgendwie funktioniert...dann ist es einfacher, dann bin 

ich teilweise so...ich bin schon genug mit ihr 
beschäftigt, teilweise so intellektuell, bin ich dann nicht 

unbedingt groß gefordert. Das fehlt mir schon 
manchmal, auch wenn es durch den Schlafmangel aber 

auch Input den mangelnden nicht unbedingt 
gescheiter im Moment. Es ist das eine, aber das andere 
wenn das nicht funktioniert..dass sie isst, zum Beispiel 
super schleissig, schlaf kaum und sie weint jetzt sehr 

viel, dann ist das schon auch sehr, sehr stressiger und. 
Das ist halt jetzt gerade so...

4I_KM_2302

00:42:50 Speaker K
Weil eigentlich unser Plan war, den Kinderwagen gebraucht zu kaufen und wir 

haben uns...oder ich hab mich ziemlich auf so eine Marke niederländische glaub 
ich Bugabu eingeschlossen und da gibt es natürlich mehrere Modelle. Und die 

heißen alle mit Tieren und voll lieb. Da gibts jetzt dann zum Beispiel... also war so 
für mich im Kopf ich möchte entweder den Kameleon 3 oder den Fox 2 haben. Und 
den Kameleon 3 gibt es vielfach gebraucht zu kaufen, den Fox weniger. Den Fox 2 

fast gar nicht, weil der ist ziemlich neu...zwischen gibt es den Fox 3 aber ist 
wurscht. Und dann waren wir die halt irgendwann die ausprobieren im Sommer im 

Babygeschäft und der Kameleon 3 war halt nicht annähernd das, was ich haben 
wollte. Der hat kleine Vorderräder, war nicht so ganz stabil, weil die Wanne war viel 

weiter unten...also das Baby war auch viel weiter unten. Und der Fox 2 der hat 
wirklich also der hat gewusst, was ich von ihm will. Der hat perfekt auf mich oder 
auf uns abgestimmt und der Fahrt sich nach wie vor einfach richtig leicht und toll. 

Und das hat überwogen. Weil ich ihn unbedingt haben wollte oder wir den 
unbedingt haben wollten. Als das das andere Modell eben nachhaltiger weise 

gebraucht.

4I_KM_2302

00:45:29.610
gaby: I mean we normally do put it into 
the washing machine. But they normally 

also put, for example, I do check it 
because I am a little bit...urg...hen it's 

mostly second hand. So I do check that 
they don't... normally they write it down. 
But normally I do check what it says. But 
at the end we just wash it and I normally 
get everything checked that it is perfect 

to use.

8I_G_2802 Segmentation

00:50:44.520
Felix: That's all sort of often a say misconception about protection of the 

environment and sustainability that it means I have to leave some of my desires. I 
have to limit myself to make the planet a better place or to not destroy the 

environment as much. And that is something that I think this encourages many 
people being conscious about the environment, including our parents generation. 
And there is one researcher from our parents generation named Hans Roslinger, 
but I don't know if you know him. you know him. He is Swedish and his field was 
like...his quest... .The quest of his life, but he passed away...it was to explain the 

world with numbers. And his key takeaway was towards his end of life was you can 
obviously instead of you can...you can avoid doing one bad deed. And that is then 

the value of one bad deed. So let's say going minus but instead of avoiding that 
you can do something good. By that you will always have a much bigger impact 

than restricting yourself on when we're limiting yourself when it comes to... I don't 
know...driving to vacations with your car instead of going on vacations with a 
plane. And this idea of, say, doing a good thing as opposed to not doing a bad 
thing. This is very interesting, and I do think if you create offers if you create 

options to do the right thing. They will eventually do it as well. And that's where 
you need companies like Patagonia that create a viable alternative to mass 

consumption, fast fashion paradigms that we still live in.

8I_G_2802

00:42:12 Speaker J
Ja, oder es gibt grad 

irgendjemanden in der 
Verwandtschaft, der grad 

ausmistet so in die Richtung 
würde ich das dann halt machen. 
Derweil ist sie erst 6 Monate also 
braucht sie keine Barbie Puppe.

10I_J_0503

To parents sustainability means 
more then materials, they also 
consider the social aspect and 
look for information about this 

when looking for products

Influence of 
becoming parent

Buying products 
for themselfs

00:44:14 Speaker 3
Aber jetzt ist wieder auch das ist wieder ein Privileg. Ja, 
ich muss mal sagen, dass wir halt einfach die finanzielle 
Möglichkeit gehabt haben. Und dann halt einfach auch 
mal...halt gerade ich glaube, dass es einen Unterschied 

macht, ob es das erste oder zweite Kind ist. Aber 
einfach beim ersten Kind was...da ist es die egalwenn, 
wenn du dich jetzt nicht hochgradig verschuldet. Es dir 
egal einfach es ist egal, nicht, aber es ist weniger wert. 
Und es ist genau jetzt das, wo du glaubst, da wird das 

Kind am besten drin sitzen und am besten darin 
schlafen. Und das ist dann zumindest bei uns, schon 
darüber über Nachhaltigkeit gegangen. Muss man 

eigentlich so sagen. Das ist bei uns einfach so.

4I_KM_2302

00:21:47 Speaker 3

Ich glaube, das letzte 
größere was wir gekauft 

haben, das war der 
Hochstuhl fürs Baby. Auch 

gebraucht und. Ja über 
Willhaben - Klassiker.

7I_L_2402

00:32:30 Speaker L

Ja, da hat sich in den letzten Jahren a bissl was 
geändert an meiner Denkweise. Ich habe am Anfang 
auch gedacht, dass ich das und das und das brauche 

ich alles . Damit mein Kind gut geht. 
Mittlerweile...denke ich je weniger desto besser. Ja also 

ich finde jetzt die zwei Sachen müssen Sie jetzt nicht 
ausschließen. Man muss einfach bewusst konsumieren 
und eben schauen welche Alternativen gibt's also? Ich 
muss jetzt alles neu kaufen, ich muss nicht alles beim 
online Riesen kaufen. Ich kann den Händler vor Ort 

unterstützen, wenn es was Neues sein muss.

7I_L_2402

00:19:22 Speaker 3
Ab und zu hab ich schon das Gefühl, dass 

das ich das ruhig ein bisschen lockerer 
angehen könnte. Dann merke ich schon 
wieder, wie wichtig mir das eigentlich ist 

und dass ich das eigentlich schon von mir 
aus mach. Aber ich will trotzdem nix 

erzwingen, also ist so immer noch Spaß 
machen. Das ist wichtig.

7I_L_2402

00:17:22 Speaker 2
Also, wenn der große Wünsche 

äußert, die jetzt nicht mit meinen 
Vorstellungen zukommen schau 
mal, ob man es vielleicht second 

Hand irgendwo herkommen. 
Also wir schauen immer 
Kompromiss zu finden.

7I_L_2402

00:02:26 Speaker E
Ja, und auch das eigene Wachstum fällt mir gerade dazu auf das passen sie auch zu 
dem Bild, dass jedes Kind einfach so unterschiedlich ist und man dadurch einfach 

permanent durch dieses...also wenn man sich entscheidet, für Individuelles 
begleiten, dass man sich selber einfach auch voll weiterentwickeln muss und offen 

sein muss für persönliches Wachstum. Genau weil einfach immer wieder neue 
Challenges kommen, gerade wenn man mehr als ein Kind hat. Beim ersten Kind 
denkt man nach, man hat das beste Konzept und dann kommt das zweite Kino 

merkt wo die gesamten Konzepte funktionieren beim Zweiten geht nicht mehr. Es 
liegt nicht an der perfekte Erziehung, sondern daran, dass dieses eine Kind halt 

einfach so waren. Das andere ist aber ganz anders.

5I_E_2302

00:24:24 Speaker E
Wenn ich dann sag: M., Ich hab mich echt 

angestrengt, haben alles gemacht, was 
irgendwie möglich war für uns als 

Kleiner. Aber leider ist einfach zu wenig 
von oben gekommen usw. Das ist also 

das ist für mich ein, kannst du dich selbst 
noch in den Spiegel schauen? Das ist 
auch sehr, also ist natürlich auch mit 

Egoismus verbunden, der jetzt bezogen 
ist auf mein Leben.

5I_E_2302

00:17:40 Speaker 1
Ok. Und wie ist für dich 

Nachhaltigkeit ein Verzicht?

00:17:54 Speaker 2
Hm, am Anfang schon 

mittlerweile eigentlich nicht 
mehr so ne.

7I_L_2402

Platfroms 
parents buy 

Second Hand

Product 
Criteria

00:22:31 Speaker 3

Wir haben schon einen für den großen 
Kopf und eigentlich, der hat gepasst für 

uns. Der ist von der Qualität super, dann 
findet man gebraucht gut. Also das war 
jetzt eigentlich net so da....Ja, wir haben 

es schon kennt und deswegen haben wir 
uns wieder mit einer entschieden.

7I_L_2402

00:24:03 Speaker 2
Ja gibt es irgendwelche Produkte, wo die ihr nicht so gerne Second Hand kauft...wo 

die ihr dann nachhaltige Alternativen sucht?

00:24:13 Speaker L
Ja, alle Hygiene Produkt. Eigentlich also...Milchpumpen zum Beispiel würde ich 
wahrscheinlich nicht gebraucht kaufen. Oder Babyfläschchen, Schnuller...lauter 

Sachen, die eben hygienisch rein sein soll.

00:24:38 Speaker 2
Ja, das versteh ich und da geht es einfach darum, dass, du wieder vorher erwähnt 

hast du willst das Beste für dein Kind? Du möchtest sichergehen, dass da jetzt 
keine Bakterien sind und es hygenisch ist?

00:24:52 Speaker 3
Ja genau.

7I_L_2402

00:24:55 Speaker 2
Sehr verständlich. Und so generell bei der Suche von Produkten. Jetzt beim 

Hochstuhl habt ihr ja den Hochstuhl gekannt, aber spielt mach mal Instagram oder 
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 beeinflussen, merke ich . Die von 
Instagram oder eher so Empfehlungen von Menschen, die ich vielleicht wirklich 

kennen, also die Elly zum Beispiel.

7I_L_2402

00:25:40 Speaker 2
Ja, das heißt du, du hast in so einem ein bisschen ein Netzwerk an anderen Mamas, 

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

Influence of 
social media

Social Network 
(offline)

Pressure
Sustainability

00:26:46 L:
So ist es nach der Geburt vom ersten Kind gegangen. Also da hab ich auf jeden Fall 

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:
Ach so. Ich glaub, weil mal eben immer die auf Instagram eben...die perfekten 

Bilder gesehen hast. Die von aufgeräumten Zimmer und so...Aber auch teilweise 
das...du darfst es nur so machen und nicht anders, weil wenn es anders macht, ist 

es schlecht für dein Kind...so in die Richtung. Aber mittlerweile habe ich ja zum 
Glück raus gefunden aus dem. Und ich benutz Instagram mittlerweile nur als 

Inspirationsquelle.

7I_L_2402

Pressure 
Parenthood

00:27:53 Speaker E
(...) Und war dann vielleicht auch noch damals bei dem Druck war da auch noch 

extra Druck, nachhaltig zu sein für dich? Oder war es einfach nur mehr wie du das 
Kind erziehst, das das ordentlich ist, dass du eben die richtige 

Erziehungsmethoden hast und was weiß ich?

00:28:25 Speaker L
Ja schon an Nachhaltigkeit. Ich mein früher war es eher so, dass ich die einzige war, 

die Stoffwindeln und genutzt hat. Ja, man ist dann meistens schon mal komisch 
angeschaut worden. Oder wenn du bestimmte Dinge nicht kaufen wolltest, obwohl 
das andere auch kaufen weil du eben.... .Schwer zu erklären! Aber da war eher der 
Druck, dass du komisch angeschaut worden bist , wenn dir das Thema im wichtig 

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

00:29:25 Speaker E
Okay also, wenn ich das richtig verstehe früher warst du so eine Öko Mama und 

man fand es ein bisschen komisch und jetzt finden es irgendwie alle ganz cool, wie 
du das machst?

00:29:35 Speaker L
Genau und es machen auch mehr mit!

7I_L_2402

00:29:51 Speaker L
Manchmal ja also mir ist wichtig, dass 

wenn...sie was wissen wollen und sie zu 
mir kommen und das ich nicht sag du 
musst das so oder so machen. Ich Hab 
glaub das baut eben so Druck auf und 
dann passiert ihm oft gar nichts, wenn 

man dann Druck spürt

7I_L_2402

00:30:45 Speaker L
Und dann ist es so wichtig, dass man eben... .Es muss 

ja nicht... . Also das eine Thema, was für die eine 
Familie klappt und das andere für die andere. Also es 

ist keine Einbahnstraße es gibt Tausende 
Möglichkeiten, wie man nachhaltig sein kann.

00:30:59 Speaker E
Ja ja genau und du würdest dann einfach sagen, dass 

jeder für sich sein Weg finden kann?

00:31:06 Speaker L
Genau einfach ausprobieren, ja.

7I_L_2402

Finding 
information is a 

lot of effort

00:33:20 Speaker E
Ja, aber hast du das Gefühl also dieses 
bewusst konsumieren und dieses man 
muss nicht alles online kaufen...ist es 

schwierig sich zu erkundigen, was 
nachhaltiges und was nichts, also diese 

ganze Informationssuche?

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

7I_L_2402

Identification of 
a sustainable 

product

Accessibility of 
sustainable 
information

00:36:30 Speaker E
(...)Aber würdest du dann generell sagen, es ist einfach 

ein nachhaltiger Eltern zu sein oder nachhaltige 
Elternteil zu sein?

00:37:30 Speaker L
Ich würd sagen wenn man sich das wirklich dafür 

entschließt, was man nachhaltig sein möchte ist es 
definitiv machbar. Einfach...es wird mit der Zeit einfach. 

Also, sobald das Umdenken stattgefunden hat, finde 
ich dich auf jeden Fall einfacher aus vorher.

7I_L_2402

Making a 
sustainable 

lifestyle easier

00:39:17 Speaker E
Ja, und wenn man generell Konsum reduzieren will, gibt es da vielleicht noch ein 

paar Tipps, die du geben würdest?

00:39:29 Speaker L
Also überleg mir mindestens eine Wochen lang hab ich das wirklich brauch, als ob 

wir das wirklich brauchen. Und wenn es dann wirklich nicht aus dem Kopf geht und 
ich der Meinung sind wir brauchen das auf jeden Fall. Dann schau ich ob, ob ich 

eben gebraucht irgendwoher gekriegt und wenn das nicht der Fall ist, dann schaue 
ich, ob ich vielleicht im Bekanntenkreis, im Freundeskreis oder ob ich tauschen 

kann oder mieten kann. Und wenn das alles nicht geht, dann schau ich halt, dass 
es vielleicht ein Händler vor Ort unterstützt. Oder schau ob ich es beim Online 

Händler meines Vertrauens bestellen kann?

7I_L_2402

00:37:58 Speaker E
Okay, das ist schön. Was wären so also das wäre jetzt auch so meine letzte Frage 
was wären so Tipps, die du anderen Eltern geben würdest, dass sie nachhaltiger, 
also, wenn sie sagen, sie wären gerne nachhaltiger? Lena was kann ich tun? Was 

für Tipps würdest du da geben?

00:38:21 Speaker L
Ah, ich würde mit Baby Steps anfangen. Die Klassiker, wie mit Stoff Taschen 
einkaufen gehen...die üblichen Sachen, die jeder machen kann. Aber eben 

dadurch, dass Kinder so schnell wachsen schauen, dass man ganz viel Second 
Hand kauft. Es gibt ja alles gebraucht zu kaufen. Man muss nicht nur mehr 

Ressourcen verbrauchen. Mhm und vielleicht aber mann Flasche benutzt auf 
Glasflaschen umsteigen oder wen es interessiert Stoffwindeln oder Windel frei? Ja, 

das wären so die ersten Schritte würd eich sagen

7I_L_2402

00:33:40 Speaker E
Ja, ja und wie gehts dir damit? Hast du das Gefühl du 
kannst gut rausfinden, ob etwas nachhaltige ist oder 

nicht? Was sind deine Kriterien?

00:33:54 Speaker L
Es kommt drauf an, wie mein aktuelles Zeit Pensum ist. 

Also ob ich wirklich Zeit dafür hab, dass ich jetzt eine 
aufwändige Suche machen kann, recherchieren kann. 
Wenn ich mir das grad nicht leisten kann, dann greife 

ich einmal auf einfache Lösungen zurück .

7I_L_2402

A lot of time in 
needed to find the 
right information

00:33:40 Speaker E
Ja, ja und wie gehts dir damit? Hast du 

das Gefühl du kannst gut rausfinden, ob 
etwas nachhaltige ist oder nicht? Was 

sind deine Kriterien?

00:33:54 Speaker L
(...) Aber wenn es mir grad möglich ist, 
dann schau ich schon, dass ich schon 
schau, wo kommt das Produkt her? Ja, 

wie ist das hergestellt worden? Wie 
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 rausfinden, ob 

etwas nachhaltige ist oder nicht? Was sind deine Kriterien?

00:33:54 Speaker L
Es kommt drauf an, wie mein aktuelles Zeit Pensum ist. Also ob ich wirklich Zeit 

dafür hab, dass ich jetzt eine aufwändige Suche machen kann, recherchieren kann. 
Wenn ich mir das grad nicht leisten kann, dann greife ich einmal auf einfache 

Lösungen zurück . Aber wenn es mir grad möglich ist, dann schau ich schon, dass 
ich schon schau, wo kommt das Produkt her? Ja, wie ist das hergestellt worden? 

Wie waren die Arbeitsbedingungen ja.

00:34:29 Speaker E
Und findest du das einfach raus? Also wo es produziert ist und die 

Arbeitsbedingungen ist das einfach rauszufinden?

00:34:37 Speaker L
Nicht überrall na, es gibt mittlerweile ein paar Firmen und Hersteller die das gut 
ausschildern. Aber ich würd sagen beim Großteil. Ist es immer noch schwierig 

heraus zu finden, ja.

7I_L_2402

Creating 
trust

00:34:57 Speaker E
Kennst und obwohl es so schwierig ist wie kannst du dich dann für ein Produkt 

entscheiden? Ob das nachhaltig ist oder nicht, das da dann vertrauen oder gibt es 
da irgendwelche Faktoren, die dir da helfen das zu verstehen?

00:35:15 Speaker L
Manchmal ist es definitiv vertrauen, ja. Ja, wenn ich es wirklich nicht außer finden 
kann, ob das Produkt wirklich meinen Kriterien entspricht aber eben das dringend 

braucht wird dann vertrau ich drauf.
00:35:44 Speaker L

Ja gibts da Sachen  wie eine Firma...dass  es gibt manche Firmen den du mehr 
vertraust kannst...wie können diese Firmen dein Vertrauen gewinnen mehr oder 

weniger?
00:36:00 Speaker E

Durch Offenlegung der Arbeitsbedingungen vor allem. Wo es hergestellt worden 
ist. Manche Firmen werben auch viel mit solchen Videos, wie es eben produziert 

worden. Das schafft auch Vertrauen, muss ich sagen. Hundertprozentig sicher sein 
kann man sich natürlich nie.

7I_L_2402

00:03:01 Speaker L
(...) Generell auch die 

Nachhaltigkeits Themen 
und ja, das ist einfach alles 
viel aktueller seit ich Mama 

bin.

7I_L_2402

00:04:38 Speaker L
Am das man sieht, wie Nahrung 

wachst, wie sie geerntet wird. 
Wie man...das ein Huhn ein Ei 

legt und. Ähm, dass das gehegt 
und gepflegt werden muss und 
das mal eben...Lebensmittel mit 

Respekt behandeln soll.

7I_L_2402

00:12:28 Speaker L
Sobald das Kind auf der Welt ist 
möchte ich eigentlich immer das 

Beste fürs Kind. Und das soll 
auch  immer so bleiben, also 

auch wenn ich irgendwann nicht 
mehr auf dieser Welt bin, dass es 
meinen Kindern trotzdem noch 

immer gut geht.

7I_L_2402

00:06:21 Speaker L
Ja also. Hmm, wir sehen die 
Pflanzen an, wir pflegen sie 

dann, wir helfen beim Wachsen 
und wir machen das eigentlich 

einfach...und wenn sie Lust und 
Laune haben, dann dürfen sie 

mitmachen.

7I_L_2402

00:05:28 Speaker L
Mir ist wichtig, dass sie mit 
Tiere aufwachsen und dass 

wir generell ganz viel im 
Wald sind, dann ganz viel 

draußen sind...

7I_L_2402

Origin 
sustainable 

mindset

00:10:14 Speaker L
Ja genau...also ich möchte 

nicht, dass sie dann 
unseren Schaden 

aufräumen müssen und 
dass sie auch noch was von 
der Welt haben in der wir 

leben.
7I_L_2402

00:09:15 Speaker L
Das ist eine gute Frage ich glaub, das ist 

das...ja, eigentlich hab ich es schon 
immer in mir gehabt(...)Ja, einfach die 

Idee gehabt die Welt der nächsten 
Generation so zu hinterlassen, dass die 
auch noch Die darauf leben kann. Und 

nicht hinter uns zusammen räumen 
muss ja.

7I_L_2402

00:07:45 Speaker L
Also Vegetarierin war ich schon immer und mir war 
Tierschutz und Umweltschutz immer wichtig. Aber 

durch die Kinder bin ich dann noch mehr zum 
Umdenken kommen und seitdem haben wir unsere 
Ernährung auf vegan umgestellt. Bis auf die Eier, die 

unsere Hühner ab und zu legen. Eben auch dass Kinder 
so viel Gewand brauchen weil sie wachsen...Ja, aber 

das Thema mit den Windeln...da hab ich dann einfach 
auch nach Alternativen gesucht und? Daraus haben sie 
dann eigentlich immer mehr Themen ergeben und...ja, 

da kommen immer wieder neue dazu.

7I_L_2402

Sustainability 
as a process

00:07:45 Speaker L
Also Vegetarierin war ich schon immer und mir war 
Tierschutz und Umweltschutz immer wichtig. Aber 

durch die Kinder bin ich dann noch mehr zum 
Umdenken kommen und seitdem haben wir unsere 
Ernährung auf vegan umgestellt. Bis auf die Eier, die 

unsere Hühner ab und zu legen. Eben auch dass Kinder 
so viel Gewand brauchen weil sie wachsen...Ja, aber 

das Thema mit den Windeln...da hab ich dann einfach 
auch nach Alternativen gesucht und? Daraus haben sie 
dann eigentlich immer mehr Themen ergeben und...ja, 

da kommen immer wieder neue dazu.

7I_L_2402

Next 
generations

Difficulties
00:13:08 Speaker L

Ähm ja dadurch, dass wir im Land wohnen. Wir haben 
keine öffentliche Verbindung da her. Wir sind auf das 

Auto angewiesen. Das ärgert mich schon ziemlich, 
muss ich sagen. Aber ja, ich kann auch nicht mit dem 
Fahrrad einkaufen fahren, weil das alles zu weit weg 
ist. Darum würden wir, wenn wir was Eigenes kaufen 

eben schauen, dass das eventuell zu Fuß oder mit dem 
Fahrra erreichen wäre. Ja...das ist der Hauptpunkt 

eigentlich.

7I_L_2402

Sustainable 
actions

00:14:04 Speaker L
Wir benutzen eigentlich kaum 

Wegwerfwindeln. Wir bauen eben viel 
Obst und Gemüse selber an. Und wenn 

wir einkaufen achten wir darauf, dass ich 
einigermaßen unverpackt ist oder 

Mehrweg Gas oder wir nehmen unsere 
eigenen Boxen mit. Und....ja und 

Kinderkleidung und Spielsachen werden 
hauptsächlich gebraucht kaufen.

7I_L_2402

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

man sollte nix erzwingen weil meine 
Kinder sind schon merken das 

Nachhaltigkeit, Spaß, macht und nicht 
Verzicht bedeutet oder so. Es soll schon 

vor allem Spaß machen. Und...ihnen 
selbst sollte es schon wichtig sein und 
nicht das erzwungene. Ich glaub dann 

sonst führt es irgendwo hin

7I_L_2402

00:14:46 Speaker E
(...) man liest ja immer mehr von 
der Klimakrise hat, machst du dir 
da viele Sorgen? Ist es belastend 

für dich?

00:15:26 Speaker L
Auf jeden Fall ja. Also das geht 

nicht spurlos an mir vorbei.

7I_L_2402

Concerns 
Climate crisis

00:16:36 Speaker L
Dadurch, dass wir Ihnen das eigentlich 
vorleben und sie mitmachen können, 

wenn sie wollen. Und ja, ab und zu 
machen wir auch Spiele draus bis zum 

Beispiel, wenn irgendwann Müll 
herumliegt, dann sammel mal auf, 
oder...ja so Müll- Aufsammel- Spiel.

7I_L_2402

Every child is different 
an there is not one 

solution, which fits all

00:06:48 Speaker E
Ja, es ist schon ein anderes Bild, auch noch das Bild mit der Frau, die da oben...die 

hockt mit dem Monster hinten drauf. Das hat aber weniger mit den Kindern zu tun, 
sondern mit der Gesellschaft mit dem gesellschaftlichen Druck, den an denen 

Eltern besonders eben Mütter ausgesetzt sind. Was eben Kindererziehung betrifft. 
Kindererziehung, aber eben auch der Stellenwert vom Mutter sein, wenn man es 

quasi hauptberuflich macht, dass man sagt, man ist einfach längere Zeit zu Hause, 
das einfach kaum Anerkennung findet.  Also dieser Gesellschaftliche Druck und die 
fehlende Anerkennung und dass das einfach unnötige und immense Belastung ist, 

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

5I_E_2302

Mental 
Load

00:08:17 Speaker E
In dieser Situation, dass das einfach die Erwerbstätigkeit mehr wert hat in unserer 

Gesellschaft und dementsprechend sehr viel von den Arbeiten, die einfach 
nebenbei im Kopf laufen, dass die überhaupt keine Anerkennung finden und auch 
kein Platz haben und zu selbstverständlich sind und das überhaupt nicht gesehen 
wird oder anerkannt wird, was das eigentlich für Arbeit ist, die da im Hintergrund 

abläuft. Dass man ja eigentlich als dann Mutter oder auch Vater, wenn man 
zuhause ist, einfach...wie einen Manager Job eigentlich hat! Und so soll man dann 
aber noch eine Erwerbstätigkeit haben und dazu sagen wir noch gute Ehefrau sein 
und weiß ich nicht was alles. Und dass diese Arbeit einfach so schlecht aufgeteilt 
wird. Dass wir einfach nicht mehr wie früher dieses Dorf haben, wo viele Frauen 
sich dann Unterstützen und es sind einfach tendenziell natürlich Frauen - oder 

leider noch! Und genauso Früher hat es jetzt einfach die Unterstützung im quasi 
Dorf gehen, beziehungsweise in der Gemeinschaft, wo einfach mehrere 

Generationen zusammengewohnt haben. Jetzt hat sich dieses Konzept total 
verändert und das ist oft nur noch Mutter, Vater, Kind. Aber der Vater übernimmt 
nicht den Teil, der notwendig wer von der Care Arbeit und dementsprechend ist 
einfach in diese mentale Belastung für meisten eben die Frauen hier hoch und 

eben auch sehr belastend im gesamten Leben. Was sich eben dann da finde ich 
eben auch auf die Kinder auswirkt und auch eben auf die Beziehung und ja eben 

aufs Ganze.

5I_E_2302

00:09:54 Speaker E
Genau! Diese Dauer Kritik auch, dass naja, wenn man 
irgendwas...egal wie man es ist ja gar nicht so nicht ob 
man irgendwas falsch macht und dann eben...Thema 

zum Beispiel ist stillen. Stillst du nicht ist es falsch stillst 
du zu lang ist es falsch stillst du wie auch immer...so 

lasst du das Kind zu lange nuckeln ist es falsch, lasst du 
es zu schnell nicht mehr trinken und sagt nein für mich 

gibts da einfach ganz klar Grenzen auch falsch. Es ist 
immer, es ist einfach immer alles falsch. Während 

andersherum die Männer einfach das volle Lob ernten, 
wenn sie irgendwas tun. Und genau das ist halt einfach 

so dieser Schatten, der irgendwie finde ich übers 
Muttersein liegt vor allem durch die Gesellschaft 

einfach.

5I_E_2302

Showing the 
child how to be 

sustainabale

Aber auch selber aktiv beizutragen, dass einfach die Kinder einfach eine bessere Welt 
haben. Im Bezug jetzt auf Nachhaltigkeit, Umweltschutz, aber eben auch Nachhaltig, was 
das Miteinander betrifft. Also ich finde Ethik ist einfach auch ein ganzer großer Wert, den ich 
den Kindern einfach mitgeben möchte, weil das für mich eben auch zur Nachhaltigkeit dazu 
gehört. Was sehr oft nicht mitgedacht wird, weil es ihm auf dem einfach nur darum geht, 
dass man sagt ja, ich glaube die Bio Produkte zum Beispiel, das ist schon nachhaltig oder 
sowas. Und dann ist es aber eben zum Beispiel trotzdem Massentierhaltung Bio, das Bio 
heißt ja auch nicht wirklich viel, außer dass das Tiere halt mit Bio Essen versorgt worden 
ist...am voll spalten Boden oder sowas. Also es gibt ja schon ein paar Einschränkungen, aber 
es ist ja im Prinzip nicht wesentlich besser oder sowas. Und für mich ist Nachhaltigkeit 
einfach sehr großes. Also ähnlich eigentlich wie diese vegane Bewegung, wenn jetzt nicht 
sagt veganes Essen, was hier einfach nur pflanzliches Essen ist, sondern vegane Bewegung 
und wo man sagt das ist das Ziel so gut wie möglich auf tierische Bestandteile zu verzichten 
und auf tierisches Leid zu verzichten. Und das ist eben für mich auch Nachhaltigkeit. Eben 
auch, dass es nicht nur um essen oder auch zum Beispiel nachhaltige Mode geht, sondern 
auch das Bewusstsein. Brauch ich so viel Gewand. Brauch ich so viel...keine Ahnung an 
unterschiedlichen Essens, Sachen Ersatz, Produkten, die in Plastik verpackt sind. Eben wo 
kann ich da einsparen? Und eben wie geht es auch der Ganzen...den ganzen Menschen, die 
in dieser Handelskette involviert sind, beziehungsweise den Tieren der Umwelt und so 
weiter. Also es ist für mich sowas ganz Großes eigentlich, was nicht an irgendeinem Punkt 
dann fertig ist. Deswegen bin ich auch immer so kritisch. 

00:11:37 Speaker E

(...) und ich selbst weiß aber auch 
es ist ein Weg, aber ich find ganz 

klar, dass wir auch gewisse 
Punkte haben, die noch 

überhaupt nicht nachhaltig sind 
nur sehr wenig oder zu wenig.

5I_E_2302

00:11:37 Speaker E

Wobei eben trotzdem Dinge 
sind, wo ich weiß...auch wir sind 
einfach am Weg und wir machen 
gewisse Dinge nicht richtig und 

nicht so, wie es sein sollte, wie es 
notwendig wäre.

5I_E_2302

Sustainability 
is a privileg

00:11:37 Speaker E
Aber das ist halt immer noch so ne Frage von den eigenen Möglichkeiten, von den 

eigenen Energie Pensum...ist auch Privilegien Frage finde ich. Also wir sind das sehr 
privilegiert mit dem was wir einfach an Wissen schon mitbekommen haben. 

Deswegen bin ich auch meistens so, dass ich nicht verurteilt, auch wenn ich dann 
eben mit denkbar es ist zu wenig wenn du einfach nur sagst ja, ich fahr jetzt auch 
nicht mehr mit dem Auto zum nächsten Lidl und ich mir denken, dass ist ja echt 

nichts.Aber viele Menschen das unterschätzt nur einfach voll haben einfach nicht 
die Privilegien die ich hab. Das einfach so viele schon Vorarbeit geleistet worden ist 

durch meine Familie, dass wir so viel Unterstützung haben, dass wir auch so 
wohlhabend sind, dass wir uns das alles zu leicht leisten können ohne...also auch 

das, das wir uns leisten können, darüber nachzudenken allein schon. Weil auch oft 
ist im Kopf drinnen zum Beispiel auf Fleisch zu verzichten ist zu teuer was 

überhaupt nicht stimmt, aber wenn du nicht reich genug bist, um dieses Thema 
einfach gar nicht angehen zu können. Dann denkst du ja gar nicht weiter drüber 

nach...wenn du sagst ich hab nicht die Zeit und nicht die Energie mich da 
einzulesen ob es wirklich teurer oder weniger teuer ist und das ist glaube ich auch 

einfach ganz großes Thema. Das Thema im Privilegien das selbe dann oft das 
Gefühl hat naja, Leute sollten halt einfach ein bisschen mehr machen und das ist 

aber eben nicht ganz  so einfach.

5I_E_2302

00:17:59 Speaker E
Obwohl wir uns immer wieder Gedanken 

machen Dinge Second Hand zu kaufen 
und ist trotzdem so, dass wir manchmal 

sagen oder eigentlich relativ häufig sagen 
schneller ist, wenn wir einfach bestellen 
oder schnell einkaufen und dann haben 
wir und dann ist es immer innherhalb 

von einem Tag oder wir kaufen es dann 
direkt in der Stadt.

5I_E_2302

00:21:16 Speaker E
Ja also meine Sorge ist tatsächlich ist glaub ich echt 

einer der wenigen Themen, wo ich wirklich 
Zukunftsängste hab. Und ich glaube ich bin 

grundsätzlich in meinem Leben relativ Angst frei. Es ist 
jetzt keine Angst, die mich schlaflos machen lasst. Aber 

die mir einfach immer wieder soll ich mir Gedanken 
mache. Und wenn die Kinder...zum Beispiel die M. 

erzählt  und wenn ich dann mal erwachsen wird und 
ich so und so viel Kinder habe, gibt es schon Momente, 

wo ich mir denke, falls es noch eine gute Welt gibt, 
sonst würde ich dir raten, keine Kinder zu kriegen weil 

das ist einfach nicht eine gute Zeit dafür.

5I_E_2302

Also ich hab einfach effektiv Sorge einfach vom vor der Klimakrise, die dazu führt, dass die 
Kinder kein Lebens wertes Leben mehr haben. Weniger deswegen, weil in den Ländern, wo 
wir leben, so heiß werden wird oder sowas. Sondern einfach deswegen, weil aufgrund der 
Situation in anderen Ländern die Zuwanderungsströme wahrscheinlich so gravierend sein 
werden, dass wir uns irgendwann dann halt um Wasser bekriegen oder um Wohnraum. 
Und genau das, das seh ich ehrlich gesagt als das größte Problem. Also ich glaube, dass 
auch da wieder die Privilegien wieder sehr, sehr groß sind bei uns, dass wir einfach in einem 
Land sind wo relativ wenig passieren wird. Zumindest in unserem Lebenszyklus 
noch...beziehungsweise dem Lebenszyklus von unseren Kinder. Und wir das ja auch wieder 
drauf verlassen können, die kennen wir ja schon gar nicht mehr die Urenkel. Da kann es 
und auch schon wieder egal sein.  Aber in die Ur- Enkelkinder sind andererseits ja auch 
wieder die Enkelkinder von unseren Kindern und so. Also das ist ja auch nicht ganz so. Man 
wünscht sich natürlich, dass es den Menschen, die man halt in seinem Leben hat, das es 
ihnen gut geht. Aber es ist halt wirklich so, dass, dass ich Angst davor habe, dass das es 
einfach einen Krieg gibt, also einen Krieg um Ressourcen, um einen Rohstoffe, um 
tatsächliches Überleben. Und das sind dann schon so Gedanken, wo ich mir danach immer 
wieder überlegt was macht jetzt mehr Sinn? Sich selbst zu schützen, indem er sagt, man 
wird einfach so reich, dass man zu den Menschen gehört, die sich schützen können durch 
Mauern, durch irgendwo anders leben, wo halt sonst niemand reinkommt oder sowas. Wo 
wir eben eher tendenziell gute Chancen haben, dass wir einfach dann irgendwann in der 
Situation sind, wo wir dann an den Grenzen die Leute einfach dann umbringen, damit sie 
nicht in unser Land kommen und uns unsere Wohnungen niederrennen und das Wasser 
nehmen und so. Oder ist es noch besser, den Kindern einfach einen Survival Kurs zu 
schenken. In dem Alter wo sie das irgendwie mitkriegen. Beziehungsweise selber eben sich 
zu überlegen, wie überlebt, man, wenn es wirklich darum geht, wenn Ressourcen knapp 
sind, wenn niemand mehr, also wenn gewisse Handels strecken nicht mehr funktionieren 
und so weiter. Also das ist schon so ein seine Zukunfts Ding wo ich mir denk... 2050 ist halt 
einfach nicht mehr irgendwann und zweitausendhundert ist auch nicht mehr irgendwann. 
Das sind so die Gedanken dazu ja. 

00:24:24 Speaker E
Ja, glaub ich das ist der Hauptgrund. Also ich glaub für mich selber ohne Kinder 

würde ich auch weniger machen. Also ich würds es glaub ich trotzdem 
mitbekommen haben durch mein Elternhaus. Aber mit dieser Verantwortung, die 

man einfach hat, wenn man...die Kinder also ich, ich kann es mit meinem 
Gewissen, glaub ich gar nicht vereinbaren. Also mit dem Wissen also, das ist ja 

auch wieder so, wenn du was nicht weißt, dann kannst du es sehr schwer 
umsetzen und dann kannst du auch irgendwann sagen es tut mir voll leid, dass das 
so passiert ist ich habe es nicht gewusst. Aber ich mit meinem Wissen könnte das 

mit mir überhaupt nicht vereinbaren, wenn die M. mit 50 sagt: Wie war das 
möglich, dass ihr nichts gemacht hat?

5I_E_2302

00:27:27 Speaker E

 Ja. Gesundheit und 
Nachhaltigkeit.

7I_L_2402

Reseach
00:27:27 Speaker E

Und da habe ich mich eben 
auch ein bisschen 

eingelesen und auch einen 
Experten gefragt (...)

5I_E_2302

00:27:27 Speaker E
(..) wobei ich jetzt 

inzwischen aber auch da 
wieder also ich bin immer 

so überlegen, neue 
Möglichkeiten zu finden (...)

5I_E_2302

00:27:27 Speaker E

Das sind genau diese Überlegungen, die viel Zeit und 
Energie brauchen, die dementsprechend dann aber 
auch diese Belastungen sind, wie man sich einfach 

sparen könnt. Es gibt, das was es im Geschäft gibt ich 
nehme einfach das, ich mach es mir selbst einfach. 
Aber da habe ich diesen eigenen Anspruch an mich, 
dass ich das nicht einfach mach, weil ich eben diese 
Verantwortung einfach sehe in der Zukunft für die 

Kinder.

5I_E_2302

00:30:48 Speaker E

Genau das, aber das ist eben auch was, wo ich mein aus Kostengründen ist es 
sinnvoll, aber vor allem was die Müll Produktion betrifft, das ist halt echt 

unglaublich viel weniger Müll den du hast, wenn du mit Stoffwindeln wickeltst. Und 
einfach da ist, aber eben also für mich ist das Argument wenn ich mit Leuten 

rede...Warum Stoffwindeln, dass ich auch immer dazu sage es ist weit weniger 
Geld! Weil das Geld Menschen tendenziell meiner Meinung nach viel mehr 

anspricht als weniger Müll....weil man sagt, Na ja gut, wenn produziert der Nachbar 
eben eher auf mehr als ich also das kann ich jetzt schon machen, aber weniger 
Geld heißt mehr Urlaub oder mehr andere Dinge, die ich mag und da gibt es ja 
auch das kann man ja auch einfach Artikel durchlesen. So sehr ein immenser 

Unterschied.

5I_E_2302

00:32:10 Speaker E
Einerseits viel aus der Familie also, wir 

haben einfach viele Familienwissen also 
Stoffwindeln zum Beispiel...hab ich 

selber...kriegt ich halt mal einen Artikel 
mit, weil wir anders das teilt, aber da ist 

einfach viel aus der Familie, was man halt 
irgendwie mitübernimmt und dann halt 

vielleicht noch nach hinterfragt...

5I_E_2302

00:33:01 Speaker E
Also Beispiel wäre für mich jetzt 

zum Beispiel Hipp das halt 
einfach überhaupt nicht Bio ist 

oder Nachhaltig ist. Aber die 
haben ja Zertifikate alles selber, 

das ist ja das Hipp Bio das ist halt 
kann ja keine Aussage.

5I_E_2302

Zertifikate

00:33:01 Speaker E
(...) ich achte auch immer auf die 

sowohl die Sachen produziert 
werden. Also ist welchem Land 

oder sowas. Schau mir auch 
immer die Inhaltsstoffe an, oder 
auch bei ihm zum Beispiel Plastik 

Produkten oder halt 
hergestellten Produkten.

5I_E_2302

00:33:01 Speaker E
Was vielleicht ein gutes Beispiel ist unser Rad Anhänger Wir haben uns für den 
teuren Rad Anhänger entschieden, für den den Cherio statt dem Cruiser. Der 

Cruiser kostet, glaube ich nicht einmal ein Drittel. Aufgrund von wo ist er 
produziert worden, wie sind die Bedingungen einfach... die Arbeitsbedingungen. 
Wie schaut es eben aus mit Schadstoffen in den Einzelteilen... also Schadstoffe 
generell sind mir richtig, dass es darauf dann achte. Genau und wie ist auch die 
Langlebigkeit und so. Eben auch generell einfach ein Produkt zu nutzen das 20 

Jahre halten, aber dafür teurer ist, statt eben dann dreimal das günstiger zu kaufen 
und vielleicht auch günstiger rauskommt. Und wesentlich nachhaltiger... so ist ja 

preis ist ja ist ja immer die Frage was ist Preis, es ist ja nicht nur Geld, sondern 
Preis ist ja, dass du zahlst. Und wenn ich jetzt was günstigeres...ein günstigeres 

Geld...weniger Geld hergebe, dann zahle ich ja vielleicht trotzdem einen höheren 
Preis, weil einfach die Gesundheit darunter leidet, eben spätestens langfristig, 

wenn einfach so viel Sachen produziert sind, dass wir irgendwann mehr Plastik im 
Meer haben als Fische.
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00:35:29 Speaker 3
Also wennn...also auch diese wie heißen diese diese Seiten? Die nicht TÜV geprüft 

sonst geht dann eben diese Vergleichsseiten. Stimmt! Stiftungwarentest! 
Schminkprodukte habe ich jetzt zum Beispiel vor kurzem nachgeschaut... also 

Schminke für Kinder. Und da waren halt auch Vergleich einfach mit wie viel Farben 
sind drin? Wie Decken sind die Farben? Und dann war schon auch dabei, im ob es 
mit Erdöl ist oder nicht oder sowas oder mit Parfumstoffe oder so. Aber das sind 

dann im Prinzip nicht die Kiriterien, die mir so wichtig sind. Und da man muss dann 
auch wieder schauen auf der richtigen Vergleichsseite weil wieviel Farben sind, ist 

mir total egal wenn sie jetzt an Tieren getestet worden sind und das sind aber 
mega viele Farben drin interessiert mich das halt nicht. Genau
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00:37:06 Speaker E
Ja, also, es gibt so ausgewählte Leute, die ich also, denen ich folgt, zum Beispiel auf 
Instagram also ich find diesen Begriff Sinnfluenza echt gut dabei. Weil es echt viel 
Schwachsinn gibt es so Social Media! Aber es gibt halt wirklich auch Leute die echt 
sinnvolles qualitatives Wissen weitergeben wo du echt viel davon lernen kannst. 
Und auch merkst das ist authentisch und da ist auch was dahinter, denen kannst 

du dann auch im Vertrauen. Also weil es ist ja auch schlussendlich musst du ja 
irgendwann aufhören zum zum Suchen und zum Forschen, sondern muss 

irgendwann vertrauen.
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00:37:06 Speaker E

Also es geht ja nicht, dass du dich unendlich in alle 
Bereiche rein informierst und dann kannst du deinen 
Job aufgeben und dann kannst du einfach ein einer - 

ich informiere mich über Dinge – Beruf machen. 
Genau, deswegen braucht es für mich halt dann immer 

irgendwo diese Menschen, die denen ich soweit 
vertrauen kann, dass ich ihnen glaubt, dass sie wissen, 
dass die Quellen, die sie auf die sie sich beziehen, das 
die wertvoll sind, zum Beispiel. Genau da gibt es Leute 

im nachhaltigen Bereich, da gibt es Menschen im 
Gesundheitsbereich, denen ich folgt, wo ich so welche 

dieses Vertrauen auch hab.
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00:37:06 Speaker E
Und auf der S. ...also für mich ist auch so, wenn ich Menschen folgt, wo das nicht 
ganz so ist, dass ich dann nicht immer voll vertrauen und manchmal auch Sachen 
sind, die nicht so, wo ich mir nicht so sicher bin. Dann frage ich bei Fakten, auch 

beim Stefan nach, also wo ich einfach sagt du Schau, der hat das und  das 
geschrieben macht das Sinn?  Und erschaut sich das an und sagt dann Blödsinn 

oder nicht Blödsinn. Und da vertraue ich dem Stefan halt auch wieder, wegen der 
Faktenlage an sich. Also da geht es nicht um das Thema selber...ob dass Thema 

falsch ist oder sowas. Sondern einfach nur um wie es sind diese Fakten zustande 
gekommen oder sowas. Und das ist ja sowas was oft also was ja Studien lesen so 

schwierig macht...irgendwie das auch Studien dann hergenommen werden die gar 
nicht wesentlich sind. (...)Und das ist halt einfach Blödsinn und genau das macht 
dann finde ich das Studien lesen das ist schwierig, wenn man einfach nicht weiß 

worauf muss man achten. Und da braucht es dnn finde ich einfach einen Experten 
an oder es ist gut, wenn man halt irgendwo einen Experten hat, dem man vertraut 

und von dem man weiss, der kann Studien lesen.
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to 

experts

00:41:32 Speaker E 
Ja! Teilweis schon. Aber ich, ich löse mich davon immer mehr. Also ich merke, dass das 
einfach mir nicht guttut und dass das auch was ist, was sich gesellschaftlich ganz 
fürchterlich find. Dieser Anspruch einfach, aber das ist halt, was man über Generationen 
mitbekommt und dementsprechend ist es auf jeden Fall da auch, dass ich mir einfach eben 
mehr Gedanken mache. Wobei das also das Gedanken machen ist sicher nicht nur 
deswegen so, weil das quasi von außen so gefordert wird, das glaube ich nicht. Sondern das 
ist echt so mein meine, mein eigener Anspruch ist immer wieder neu besser zu machen. Ich 
hab auch nicht den Anspruch, dass ich die Entscheidung...ich bin jetzt auch nicht dass ich 
sage, ich habe diese Entscheidung getroffen, und das ist jetzt die hundertprozentig richtige 
Entscheidungen und wenn jetzt irgendwas, ich hab was Besseres gefunden, dann bin ich 
beleidigt. Denk mir oh Gott, das hab ich versagt oder sowas, sondern ich bin immer offen 
für neue Ideen also ich glaube, da bin ich nicht ganz so so tief drinnen, in dem dem Thema, 
dass mich das so belastet oder sowas. Wenn jetzt irgendwas sagen würde du ich hab das 
jetzt nachlesen das und das ist total schlecht. Beispiel zum Beispiel dieses Bambus Geschirr! 
Das Bambus Geschirr ist mit Melanie und Melanie ist eigentlich voll schlecht, das hab ich 
erst irgendwann rauskommen. Also früher, wir haben gar kein Bambus Geschirr gehabt, 
aber es war immer wieder Thema. Und dann haben wir uns auch informiert oder sowas 
oder irgendjemand hat uns das erzählt. Und theoretisch hätte ich jetzt schon kaufen 
können, also das war jetzt nicht praktisch schon da, aber es war dann eben die Information, 
dass Melanin total schlecht ist. Und damit war es dann erledigt, aber ich kann mir gut 
vorstellen, dass wenn ich das gehabt hätte und jemand sagt mir das sagt, dass ich dann sag 
ok gut Produkt kommt weg. Und dann habe ich wieder etwas dazugelernt. Und nicht, dass 
ich dann deswegen das Gefühl habe Gott ich bin eine schlechte Mutter oder sowas. Sondern 
es ist einfach auch wieder Prozess immer wieder neu dazulernt und es einfach so unendlich 
viele Themen gibt, wo man sich aber auch wirklich befassen kann. Und alles schafft man 
aber natürlich nicht. 

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

(Kind komt um gute Nacht zu sagen)
Ja, okay, interessant also generell. Es ist 

einfach zu groß, das Thema 
Nachhaltigkeit zum Teil, dass man da 
wirklich hundert Prozent Experte ist?

00:43:53 Speaker E
Ja.
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00:44:51 Speaker E
Nein, kann nicht Hand in Hand gehen. Nein, es steht ganz klar im Kontrast. Es ist 

eben genau auf mein Ansatz, dass ich finde und das ist eben auch der Teil , der der 
für mich noch nicht passt in meinem Leben, dass wir von dem Konsum vielmehr 
weg müssen. Wir müssen so wenig wie möglich an Konsumgütern nutzen, weiß 

total irrelevant ist ob ich eben 1000 nachhaltige Kleidungsstücke hab oder 
1000...also für das nachhaltige, also für das langfristieg nachhaltige Denken ist 
egal, ob ich 1000 nachhaltige Kleidungsstücke hab für die ich halt sehr viel Geld 
ausgeben habe, oder 1000 H&M Kleidungsstücke. Das macht nicht mehr so viel 
Unterschied meiner Meinung nach. Also das macht ein bisschen Unterschied, 
natürlich weil du trotzdem mit anderen Materialien arbeitest. Und die Leute 

natürlich auch sehr viel unfairer bezahlt werden und so. Aber schlussendlich sind 
Tausende Kleidungsstücke auf der Welt die einfach.
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00:52:00 Speaker E
Das ist für die eigene Bedürfnis Befriedigung also... Ich 

habe das für mich ganz klar so reflektiert. Weil auch 
wenn ich sag, die Kinder freuen sich am aller meisten 

wenn...die Eltern von S. kommen, jetzt wirklich um den 
Geburtstag von L. her. Und dann hat sie gemeint, ja, 

aber außer den Socken kann sie nicht noch irgendwas 
schenken. Und dann also die sind halt...die schenken 
so gerne, weil sie damit halt ihre Liebe ausdrücken. 
Aber de, L. ist das wurscht und dann hab ich gesagt, 

dass das größte Geschenk ist, dass ihr herkommt, dass 
ihr das Wochenende bei uns seid und die Kinder euch 

sehen.
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Egoism

Presents
00:52:00 Speaker E

Also da habe ich Ihnen einmal einen großen Konflikt gehabt mit der Uroma gehabt, 
also die Mutter von S. weil die M. hat nur Second Hand Gewand kriegt bis jetzt...wir 

waren einmal, ich weiß nicht vielleicht jetzt mal Unterhosen oder Socken 
kaufen...es ist eigentlich echt alles Second Hand, weil es gerade bei Gewand so 

sinnlos ist! Gewand für Kinder neu zu kaufen, weil hier alles in Hülle und Fülle da ist 
und die dann kaum benutzt sind, weil die Kinder eh so schnell rauswachsen. Und 
wir haben in Graz so einen voll netten Secondhand Laden gehabt, wo die M. echt 

gern noch hingegangen ist, wo es wirklich schön einsortiert ist und das ist nicht der 
Wühltisch wo die ärmsten Leute hingehen. Sondern es ist eben ein bewusstes 

Einkaufen und das ist sortiert in den Regalen mit den Größen und wo man ganz 
normal einkaufen gehen kann. Sie hat sich dann gewünscht, dass sie mit der 

Uroma in dieses Geschäft geht und sich halt paar Sachen aussuchen darf. Also 
schon dieses Gefühl von ich will was haben, was ich gar nicht so unbedingt brauch 

aber es ist halt schön und es war halt einfach auch das einzige Geschäft, das sie 
gekannt hat und dass sie mag. So war das halt ihr Wunsch. Und sie hat dann 

bekommen ein so ein Wisch Leibal vom Tchibo . Und das war dann viel zu groß.  
Also Tchibo...sie achtet ja, es ist wieder dieses nachhaltig Ding, sie achtet ja eben 

auf die Qualität und Tchibo ist ja irgendwas bio bla bla.
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Conflict between 
generations

 Keine Ahnung da gibts irgendein Bio Rand Linie, nicht das Bio das ich mir wünsche, 
aber wurscht und das aber viel zu groß das Leiberl. Und dann habe ich sie 

angerufen und gesagt das ist ein viel zu groß ist leider und ob sie nicht einfach mit 
der M. einkaufen gehen will? Sie wird sich voll freuen, wenn sie mit ihr in das 

Geschäft geht am Hasnerplatz und da haben wir schon vorher darüber geredet, wo 
die M. gemeint hat sie würde mit der Uroma so gerne ihr ihr dahin. Und sie sagt ja 

ja, bla bla bla. Und dann wie ich sie mal angerufen hab, ist sie  mich ziemlich 
plötzlich voll angeflogen, da sagt sie, will da nicht mit ihr hingehen! Sie hat nur 
diese 2 Enkelkinder damals, zum Glück sind jetzt 4 also da teilt sich das schon 

besser auf. Sie will ihnen etwas Neues schenken und sie will das nicht, dass sie da 
jetzt irgendwo Second Hand einkaufen geht, weil das für sie ein Gefühl von Armut 

ist und von nicht leisten können. Und das klingt ganz sicher bei der älteren 
Generation mit, dass sie halt einfach viel weniger gehabt haben und dass den 

Kindern einfach jetzt anders gönnen wollen, quasi dass sie es selber nicht gehabt 
haben. Auch wieder verletztes Kind und eigene Bedürfnisse Befriedigen.
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00:53:16 Speaker M
Ich glaub, das liegt ganz klar an der an der Informationsbeschaffung. Wir sind in 

einer Gesellschaft, wo wir einfach Information...oder Wissen ist für uns einen Klick 
entfernt. Das war ja bei unseren Eltern bei weitem nicht so. Die haben sich damit 

beschäftigen müssen haben Sie ein Buch kaufen müssen und so weiter? Und dann 
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
Ja, oder sie haben es eben genau das Wissen von eben der Generation davor und 
ich glaube, das ist seit jetzt...Wir sind so eine der ersten Generationen wo das halt, 
wo wir sind damit aufgewachsen, zu hinterfragen. Und wir wissen halt ganz genau, 
wo wir Wissen her kriegen und das ist, das ist ein Punkt wenn...wenn meine Mutter 
sagt du, wenn das Kind das und das hat, dann gibst ihm das und das...dann Google 

des und dann krieg ich 1000000 Antworten auf die Frage. Und dann muss ich die 
erst wieder filtern usw aber das, das haben unsere Eltern halt alles nicht gehabt. 

Die haben einfach learning by doing. Und halt einfach auch ein gewisses Vertrauen 
in die...ja in das Alltagswissen. Was jetzt nicht immer falsch ist und es gibt sicher 

viele Sachen, die funktionieren aber.
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00:55:49 Speaker E

Vielleicht gefühlt und jetzt da ist es eben so, dass man sich manche Dinge halt auch 
einfach gönnen darf. Und was sicher auch im Alter dazu kommt, dass weiß ich von 

meiner Schwiegermama. Diese Resignation also. Die war auch, als Jüngere voll 
mega engagiert. Das ist jetzt auch auch sehr bewusst bei vielen Dingen. Aber sie 

hat diesen Optimismus nicht mehr und sie sagt immer wieder, dass sie...oder diese 
Hoffnung auch eben das sieht das voll gut findet, dass wir das noch haben und sie 
das gewundert, aber sie hat es nicht mehr. Und sie sieht einfach keinen oder fast 

keinen Fortschritt und sie sieht das im Kleinen halt. Aber sie findet, das bringt 
genau nix, wenn man halt selber was macht...obwohl sie sehen, also macht es aber 

trotzdem...aber sie sieht dadurch keine Verbesserung. Und sagt doch ganz klar 
wenn du dir anschaust, was in China passiert und in Amerika passiert und weiß ich 

nicht, was reicht es nicht einmal, wenn Österreich irgendwas ändert.
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00:58:31 Speaker E
Also Zugang zu Informationen auf jeden Fall aber gleichzeitig ja auch Zugang zu 
Informationen, die nicht dazu beitragen. Also ich glaube, meinem Umfeld würde 
ich jetzt...ohne...vielleicht hätte ich paar Monaten hätte ich sagt ja sie...sie haben 

mehr Zugang und das bringt mehr. Ja, heute sage ich nein, weil ich eben mich 
einfach mit dem Thema Privilegien voll beschäftigt hab. Also ich glaub das 

Privilegien Thema ist sowas, wenn was ich damit mehr befasst, dann merkt man, 
dass das ein echt wichtiges Thema ist und in so vielen Bereichen. Auch dieses 

Informations Thema. Du befasst dich immer mit dem was in deiner eigenen Bubble 
ist und ich habe jetzt das Gefühl, dass wir die Informationen, alle so kriegen und 

sehr schnell kriegen. Und ich muss eben bei mir nur in meinen Instagram 
reinschauen und hab 10 Profile, die nachhaltige Sachen mir zeigen. Aber das ist ja 
mein Profil, das kriegen ja nicht alle Menschen angezeigt. Und andere Menschen 
kriegen angezeigt, wie sie cool nach Dubai fliegen und wie man cool Welt reisen 
machen kann und sie gemütlich mal...weiß ich nicht, gerade das Fliegen Thema 

zum Beispiel und wie toll das ist und so.
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00:58:31 Speaker E
(erzählt Geschichte aus der Arbeit)

(...) dass sie sich halt auch dadurch unnachtliges schön reden. Und 
dementsprechend...ja Informationen gehen sehr schnell weiter, aber es kommt 
halt drauf an. Wer die Informationen weitergibt so wenn man sich anschaut, wie 
viele Leute sich nicht für Nachhaltigkeit interessieren oder nicht damit befassen, 

und das ist dann multipliziert, wie viele das dann halt irgendwie weiterverbreiten. 
Glaube ich es ist eher nicht so. Das ist nämlich auch ein Vergleichen. Stimmt das 

falt mir grad noch dazu ein, dass du dich ja immer auch mit den Nachbarn 
vergleichst. Früher du dich tatsächlich mit deinem physischen Nachbar verglichen. 

Das waren dann halt 2 oder 3 Häuser und wenn der hat dann das Auto verkauft 
hätte und sagt ich brauche kein Auto mehr, ich fahr alles mit dem Rad, dann 

schaust du dir das davon ab. Und jetzt hast du aber gefühlt 1000 Nachbarn und je 
nachdem was die machen...fühlst du dich e bestätigt indem du eh schon ganz 

nachhaltig bist, weil der zeigt ständig, dass er grillen geht mit irgendeinem billig 
Fleisch. Wir kaufen eh nicht das billig Fleisch, also sind wir eh schon nachhaltiger 

als dieser Nachbar? Damit ist das Gewissen schon beruhigt.
01:02:30 Speaker 2

Ja also man kreiert sich mit dieser Social Media Bubble seine eigenen Nachbarn 
und sein eigenes Umfeld dann.
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00:02:08 Speaker K
Ja, das ist es für mich. Dass das...also für mich mir 

kommt als erstens so die riesengroße Verantwortung. 
Fallt mir ein und eben, dass mein Kopf ständig rattert 
also es ist immer, es geht immer um die Kleine und 

was kommt als nächstes? Das müssen wir das machen 
und das ist nicht vergessen. Und dass muss alles 

irgendwie passen und das sind irgendwie Themen also 
da...das ist bei mir irgendwie grad, oder überhaupt, seit 

sie da ist. Hauptsächlich was los ist. Dass sich eben 
alles um sie dreht

4I_KM_2302

00:03:11 Speaker M
Ja, die Uhr, ich würd sagen, weil 

es einfach rund um die Uhr 
Twenty Four Seven eigentlich seit 
der Geburt alles, und die Kleine 

dreht. Und eigentlich die 
gesamte Zeit, die man hat, im 

Endeffekt für die Kleine 
draufgeht. Klingt zwar blöd...
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Time

00:04:19 Speaker M
Man kann es auch irgendwie so sagen. Die Uhr, wenn 
man sich alle Sachen viel, viel genauer einteilen muss. 

Wann man Sachen macht. Zu welcher Zeit und wie 
lange. Also die, die die Zeit Einteilung ist eine ganz 

andere eigentlich. Seitdem sie da ist, muss man sagen. 
Früher war es einfach so, dass man Sachen einfach 

gesagt hat ja gut, das machen wir dann ja am 
Wochenende. Irgendwann haben wir schon Zeit und 
jetzt ist es tatsächlich einfach Planung, Zeiteinteilung, 
ganz, ganz wichtig wann kann man jemanden treffen 

weil dann muss ich schlafen, dann muss ich essen usw. 
Deshalb ist die Uhr für mich sehr...
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00:05:05 Speaker K
Vielleicht bei dir noch die Uhr weil du 
hast noch am Termine quasi oder du 

arbeitest außer Haus. Ich bin eh immer 
da. Für mich gibt es wenig Uhr eigentlich. 
Für mich ist die Valerie die Uhr, wenn sie 
Hunger hat und wenn sie, wenn sie müde 
ist und so Sachen, also das ist für meine 

Uhr. Oder wenn sie munter ist 
hauptsächlich. Und zu Matthias hat halt 

noch die außer zu Hause...die Arbeit.
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00:08:34 Speaker K
Das sehe ich schon auch immer öfter, weil es halt schon noch sehr fordernd ist und 

uns sehr viel hinter einem steht. Dann auch Erwartungen, was man alles halt 
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)
Ja, so die Erwartung. Man möchte es sehr gut machen und alles überlegt man, sich 

viel und dann kommt halt irgendwer sagt ja, es gibt das und das Problem dann 
kommen so... . Dann kommen oft sehr dumme Ratschläge, und die sind auch 

verknüpft mit eben Erwartungen, was man nicht alles noch besser machen müsst, 
oder was sie, dass die Kleine schon können müssen das irgendwie so ja. Es ist zach 

, manchmal.
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Making the 
right decision

00:11:25 Speaker K
Naja, es sind schon viele...auch wieder viele 

Konsumentscheidungen das ist das, was mir zu 
Nachhaltigkeit und Elternschaft einfallt. Weil das Kind 

braucht mehr oder weniger schon Zeug. Und das 
fangt...das fängt bei den Windeln an übers Essen übers 

Gewand, wo das herkommt, welche Art von 
Spielzuegen, ob man das jetzt alles neu gekauft oder 
gebraucht. So Sachen. Also wir haben tonnenweise 

Zeug gekauft für sie bis jetzt.
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00:11:25 Speaker K
Und vieles davon, wir haben uns von Anfang an 
eigentlich vorkommen, möglichst...wir möchten 

möglichst viel gebraucht kaufen, wir haben es dann 
nicht ganz durchgezogen, also vom Gewand her schon, 

aber so von den Gebrauchsgegenständen jetzt wie 
Kinderwagen, Autositze und so, da wollten wir dann 
doch irgendwie die neuesten und damit halt auch 
sichersten Sachen haben, also das sind, so sind so 

Abwägungen. Aber Nachhaltigkeit ist schon...was was 
unser Konsumverhalten was die Kleine betrifft. Auch 

bin ich nicht nur, aber auch prägt.
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00:11:25 Speaker K
Und vieles davon, wir haben uns von 

Anfang an eigentlich vorkommen, 
möglichst...wir möchten möglichst viel 
gebraucht kaufen, wir haben es dann 
nicht ganz durchgezogen, also vom 
Gewand her schon, aber so von den 
Gebrauchsgegenständen jetzt wie 
Kinderwagen, Autositze und so, da 

wollten wir dann doch irgendwie die 
neuesten und damit halt auch sichersten 

Sachen haben (...)
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00:12:51 Speaker M
Weil es irgendwie das Blatt irgendwie so allgemein für halt irgendwie...wir haben ja 

auch versucht zum Beispiel versucht unsere Windeln möglichst...wir haben von 
Anfang an gewusst, dass Windeln was ist, was sehr belastend ist Umwelttechnisch, 
das war uns klar. Und es gibt viele, viele, viele Möglichkeiten, das zu machen. Und 

wir haben uns dann auch aber für einen Wegen so ein Mittelweg entschieden. 
Muss man sagen also. Die Stoffwindeln, das haben wir einfach nicht net 

zusammengebracht. Also Stoffwindeln. Dann hat man einen Mittelweg gefunden 
und haben versucht... .Das ist so ein bisschen Green Washing! Also wir haben wir 
haben hat, bissl mehr, wir gehen ein bisschen mehr Geld fuer Windeln aus. Dafür 

sind die eben zumindest Plastik neutral produziert und genau und geliefert und so 
weiter. Also wir kriegen das...

00:13:59 Speaker K
Und sie hat Blätter drauf! Schöne grüne Blätter.

00:14:01 Speaker M
Ja, genau also, das ist halt so...ich wiess nicht und ob es wirklich grün ist aber 

zumindest...
00:14:08 Speaker K

Sie sind jetzt nicht kompostierbar oder so. Aber sie sind Plastik Neutral und Co 2 
neutral.
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00:14:16 Speaker M
Also vielleicht kann man da Nachhaltigkeit, vielleicht 
gibt es doch noch irgendwie so ein Bild...das man am 
Anfang, also zumindest sind wir mit sind wir mit sehr 
hohen Erwartungen da rein gegangen in das ganze 

oder mit sehr hohen Ansprüchen an uns selber 
reingegangen. Glaub ich an das Ganze was wir nicht 

alles machen werden und wie wir es machen werden 
und die Realität? War dann aber schon einfach anders, 

weil einfach viel, viel, viel mehr Parameter dazu 
kommen sind die man sich vorher nicht so gedacht hat.
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00:14:49 Speaker K
Genau es ist.. und das 

muss halt schnell gehen. Es 
muss praktisch ein.
00:14:52 Speaker M
Genau. Also es muss 

irgendwie convenient sein, 
also es muss...
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00:14:52 Speaker M
(...) es kann nicht alles Richtung 

Nachhaltigkeit gehen, wenn es absolut 
ja...den Alltag noch viel viel mehr fordert, 
wie zum Beispiel Stoffwindeln, wenn man 

sich denkt. Gerade am Anfang wie das 
Kind..wenn sie sich 10 mal am Tag 

********* ja, und und dann kannst du 
die ganze Zeit...tust du eigentlich nichts 

anderes, außer Windeln waschen
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 Ja und also irgendwie mal, ob es da Foto gibt für 
so...vielleicht diese Statue oder so. Ist das Erwartungen 

diese griechische Statue? So philosophisch, so dass 
man sich so gedacht hat...irgendwie man macht es 

jetzt...wir haben ganz...also die K. vor allem hat er viel 
gelesen und wir haben uns sehr viele Gedanken 

gemacht über das Ganze.
00:15:53 Speaker K

Und so wirklich viel rauskommen, die wir uns 
vorgenommen haben, ist dann im Endeffekt nicht.

00:15:58 Speaker M
Genau aber ich hab das...wir haben, es sicher nicht 

alle...ich bin... . Wir sind sicher nicht so nachhaltig, wie 
wir es gerne wären. Und wir müssen uns 

vorgenommen.

4I_KM_2302

00:16:12 Speaker K
Ja, jetzt mit Windeln ist es das eine, bei Gewand. Wir haben im Vorfeld natürlich für 

sie Gewand einkauft, also mehr als 9 Monate im Vorfeld alles mögliche 
Zusammentragen. Und dann haben wir vieles gehabt, aber paar Sachen haben 

dann einfach gefällt, die braucht haben zum Beispiel haben wir...keinen 
praktischen, warmen minifutzi, kleinen Pullover gehabt für sie und am das war der 
härteste Lock Down überhaupt dann. Und ja. Es hat einfach gar nichts offen gehabt 
und wir haben dann zwei Garnituren so diese Jogging Anzüge, beim H&M bestellt 
für sie. Aber ich wollt nie jetzt für sie, was beim H&M kaufen...bin noch nie vorher, 
dann haben sie eben reingegangen und für sie etwas zu holen oder so. Das echt 

einfach zu blöd und ich hab schnell online zwei Garnituren bestellt. Und die haben 
wir echt viel angehabt. Sie haben Ihren Zweck getan und zwar nicht unbedingt, was 

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

4I_KM_2302

00:17:38 Speaker M
Genau also es ist zu unbequem, es sind nur...ich hab 

das Gefühl man ist am Anfang... . So man kann sich so 
gut wie man möchte vorbereiten, sich Gedanken 

machen und man komm man aber an so viele...man 
stoßt an so viele Grenzen. Und dann so viele 

Anforderungen an einen selber, das da die gewünschte 
Nachhaltigkeit eines der ersten Dinge ist, die dann 

vielleicht zu bröckeln beginnt. Wo dann wirklich nur mit 
der harte Stock...wie man sagt. Das ist halt wirklich 

nicht...also das wir haben keine, wir kaufen jetzt nicht 
die die Pamerswindeln, die am schädlichsten sind... so 

ungefähr und.. .

4I_KM_2302

00:18:30 Speaker M
Ja ja. Aber auch es sind ja nicht nur Windeln. Das sind ja auch, es ist ja auch zum 
Beispiel das Essen..wir uns vorgenommen, immer immer selber zu kochen. Auch 
jetzt kaufen wir diese Quetschis ähm, die in Plastik in hundert Gramm Packungen 

eingepackt sind. Und weil es einfach unseren Tag erleichtert. Und auch da machen 
wir es wieder so, dass wir halt die kaufen, die bissel mehr kosten zwar dafür halt 
irgendwie...halt ja mit Demeter glaub ich sogar die einen sind. Und solche Sachen 

und die Verpackung ist auch B zertifiziert. Und ja die Verpackung halt 
möglichst...Und das ist ja wieder dieser Mittelweg, dass man zwar versucht 

nachhaltiger zu sein aber es muss halt auch praktikabel sein. Weil es einfach ja 
vielleicht wenn man ein ganz leichtes Kind hat, wo alles funktioniert und jetzt sag 

mal.

4I_KM_2302

00:19:31 Speaker K
Ja, wir reden uns halt schon noch gern 

raus, dass wir halt sehr wenig 
Kapazitäten haben, überhaupt auch zum 
Denken und zum Existieren, weil sie uns 

kaum schlafen lasst. Wer so viel 
braucht...aber wer weiß vielleicht, wenn 
sie jetzt ein super einfaches Kind wäre, 

wäre es genauso. Das kann ich nicht 
beantworten.

4I_KM_2302

00:20:09 Speaker M
Na, das sind eher Erwartungen an uns an uns selber, ich hab das wieso in den 

letzten...ja, 10 Jahren so immer ein Größeres, wahrscheinlich auch, einfach weil es 
präsenter generell in der Gesellschaft ist... muss man ja nicht sagen...und 

irgendwie und...auch also einfach, dass wir in die in den letzten 10 Jahren, da 
immer mehr reingerutscht sind, dass wir unser Leben auch ohne sie schon 

möglichst nachhaltig gestaltet haben. Wir wissen natürlich, dass da viel, viel, viel, 
viel Luft nach oben ist. Aber und deswegen war es auch, was uns vorher schon klar, 

dass das mit nachhaltig zu leben mit Kind nicht unbedingt leichter ist als ohne 
Kind. Und deshalb war es schon wichtig, dass wir schon wo können wir vielleicht, 

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

4I_KM_2302

00:21:17 Speaker K
Und da geht es auch um 

die Verantwortung, die wir 
für sie haben, also weil wir 
sie gekriegt haben, wollen 
wir natürlich, dass sie es 
möglichst gut hat auf der 

Welt.
4I_KM_2302

00:21:17 Speaker K
Und das spielt schon auch ein...von außen würde ich 

sagen, es kommt da echt weniger, wir haben 
einen...befreundetes, das halt nicht ganz eng 

befreundetes Pärchen in Nürnberg. Die sehr, sehr 
konsequent sind, was das alles angeht und sehr also 

wirklich sehr gebildet, sehr informiert, sehr konsequent 
nach wie vor das Angehen. Von denen würde ich mir 

auch weiterhin gern einiges abschauen. Alles vielleicht 
auch nicht?

4I_KM_2302

00:21:55 Speaker M
Aber das sind auch wirklich, muss man sagen das sind die Einzigen, die ich jetzt so 

kennen, die jetzt mehr drauf schauen als wir würde ich jetzt einmal...würde ich 
jetzt mal so sagen. Also die sind...was heißt mehr...die einfach ja einfach 

konsequenter Stoffwindeln und so weiter also. Ja, da auf vielen Ebenen einfach ist, 
ja ganz egal und ansonsten eigentlich alle anderen befreundeten Pärchen würde 

ich sagen beschäftigen sie doch wesentlich weniger damit. Oder machen es 
anders. Das ist jetzt also ganz wertfrei um Gottes Willen! Zumindest glaube ich, 
dass mit dem Thema Nachhaltigkeit glaube ich, dass zumindest die Pärchen mit 

denen wir uns beschäftigen. Das sind wir eher so die Freaks, obwohl wir uns 
eigentlich...ich finde nicht, dass wir  jetzt irgendwie sehr abgespaced Sachen 

machen.

4I_KM_2302 Comparing

00:22:52 Speaker K
Wer am Anfang am Anfang, was wir gemacht haben, was komisch klingt, aber echt 
cool war. Ist wir haben sie, wir haben Sie immer... . Wir haben sie abgehalten, das 
heißt, wir haben sie nach dem Stillen. Ich oder M. ausgezogen und über Topferl 
gehalten. Und da hat sie echt die meiste Zeit dann reingemacht und das hat uns 

echt viele Wind erspart. Da hat sie leider aufgehört mit, ich glaub, 8 oder 10 
Wochen. Da haben wir sie darüber gehalten und sie halt übers Wochen nie wieder 

irgendwas rein gemacht. Und dann haben wir es aufgegeben. Ja, da hätten mal 
länger dran bleiben müssen, aber da waren dann wieder andere Themen und... . 

Und dann hat sie aufgehört zu Essen und alles. Ja, bisschen schwierig. Das hat 
niemand also, das eine extremere Pärchen in Nürnberg, die machen das nach wie 
vor, das funktioniert bei denen, aber sonst haben wir niemanden gekannt, die das 
ausprobiert haben. Das war irgendwie witzig, da haben uns alle komisch gefunden

4I_KM_2302

00:24:53 Speaker M
Wir versuchen möglichst 

fleischlos zu essen, mehr oder 
weniger. Also wir 

versuchen...fleischlos oder 
zumindest mit deutlich 

reduzierten, würde ich sagen 
deutlich reduzierter 

Fleischkonsum.

6I_DM_2402

Preperation

Using products 
only for a short 

time

00:27:22 Speaker K
Ha! der Sterilisator! Denn von Philips den 
Avnet Sterilisator, den benutz ma schon 
länger nicht mehr weil sie keine Flasche 
trinkt. Und ich hab die Pumpe jetzt auch 
nicht brauch. Aber zwischendurch also, 
wo wir das gebraucht haben, den haben 
wir gebraucht gekauft. Leider brauchst 
du den zwischen...wurscht...aber das ist 
ja aber der ist schon lange her, das ist 

jetzt ein Jahr her.

4I_KM_2302

00:27:50 Speaker K
Also in letzter Zeit haben wir. Was haben 
wir in letzter Zeit gekauft? Kindersitz. Den 

Kindersitz das war dann... haben wir 
damals beim Kauf, der zu unserem 

Vorstellungen gepasst hat und das war 
der sicherste und neueste und das hat 
mit Nachhaltigkeit überhaupt nichts zu 

tun.

4I_KM_2302

00:28:18 Speaker K
Ja, also wir haben, wir haben uns sehr 

damit beschäftigt, welchen ersten 
Sitz...diese Schale dieses also Maxi Cosi 

aber halt von einer anderen Marke. Aber 
wir nehmen und da haben wir den 
genommen der für den Rücken am 

besten, also der am sichersten ist und 
auch für den Rücken am besten ist (...)

4I_KM_2302

00:29:02 Speaker M
Also, da geht dann tatsächlich Sicherheit vor...Was heißt da ist Sicherheit vor...da 

war die Nachhaltigkeit nicht in den Vordergrund.
00:29:12 Speaker K

Nein, aber bei der ersten Entscheidung für diesen Sitz. Wir haben schon geschaut, 
kaufen wir den gebraucht und haben uns dann aber dagegen entschieden. Weil wir 

es maximal sicher haben wollten, weil wir viel mit dem Auto gefahren sind am 
Anfang und lange Strecken und Auto fahren.

00:29:26 Speaker M
Mhm wir wollten nicht, dass da irgendwas kaputt oder lose ist oder sonst 

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
Neben Nachhaltigkeit und Sicherheit, was 

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

Qualität.
00:31:11 Speaker K

Ja, wobei es für mich mit Sicherheit 
zusammen hilft.

00:31:12 Speaker M
Naja, aber da geht noch mehr so um die 

Qualität der Materialien. So a bissl...

4I_KM_2302

00:31:22 Speaker K
Farblich also von Design 

her...schauen wir schon auch 
drauf, dass es eher neutrale 

Sachen sind und weil der 
Kindersitz, das Wagerl haben 

ganz bewusst nicht in rosa 
gekauft, obwohl ihr rosa sehr gut 

steht. Aber... .

4I_KM_2302

00:31:34 Speaker M
Was ich mir schon aufgefallen ist...was wir jetzt persönlich gemacht haben, das 
klingt jetzt etwas blöd, aber wir haben halt doch ein Einkommen, wo wir gesagt 

haben, dass wir beim Kind halt einfach nicht an Qualität sparen. Wenn wir mal was 
gebraucht kaufen, aber wir wollen jetzt nicht irgendwie sparen und sagen na also, 
ich bei Sachen, wo es wurscht ist natürlich na um Gottes Willen. Aber bei Sachen 
die man wirklich tagtäglich verwendet, wie zum Beispiel Kinderwagen oder so am 
Anfang ja. Da war es eigentlich klar, dass wir da jetzt...natürlich muss es nicht der 
Ferrari sein ja...aber es sollte schon irgendwie ein solides Produkt sein, dass das 

dann in 2 Jahren auseinanderfällt. Und so, das ja der Kinderwagen steht natürlich 
da jetzt für ganz viele Sachen, das ist fängt an den Kinderwagen, geht über den 

Kindersitz im Auto. Das geht über den Kindersitz beim Essen. Ja, dass man da halt 
auch nicht irgendein Plastikteil kauft, sondern dann halt...

4I_KM_2302

00:32:47 Speaker 3
Aber ich meine jetzt rein explizit, wenn sie gefragt hat, was nach neben 

Nachhaltigkeit noch interessant ist, und ich finde, das ist schon ein Aspekt, den wir 
schon in vielen Belangen eigentlich bewahrt haben, dass wir gesagt haben es soll 
schon wenn wir was kaufen, was, was wichtig ist so tagtäglich benutzen, dann soll 

es auch eine gewisse Qualität im Sinne davon haben, dass das nicht das... . Dass es 
etwas gescheites ist ja...das ist was...siehst du wie unser unser Sessel ist der Trip 
Trap da weiß man einfach das ist was von Stocki, das ist aus Holz, das ist massiv 

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

Der kostet zwar jetzt halt, ich weiß nicht, wieviel kostet neu 120€ du kannst du. 
Dich um 20,00€ oder um 50€ auch einen einkaufen ja...aber wir haben ihn dann eh 
gebraucht und das Geld gekauft, aber das ist schon auch neben der Nachhaltigkeit 

ein wichtiger Punkt.

4I_KM_2302

00:33:43 Speaker K
Für den Sitz haben wir dann...wenn das ist...das ist eben so ein Holzsitz, dann gibt 

es für Babys halt so, dass das Teil oben, damit sie drinnen sitzen können, nicht 
raurfallen darf, dass kann man polstern und da gibt es dann alle möglichen 
Designs. Und die kannst du...da kannst du halt welche kaufen die sind zum 

Abwischen. Super einfach eben, kriegst gleich sauber. Und ich habe mir dann 
eingebildet ich muss des kaufen aus der Bio Baumwolle. Wunderschön, ganz ein 
helles Grau. Nicht zum Abwischen und gerade eben, was sie angefangen hat zum 

Essen, hat sie jeden Brei reingeschmirrt. Durchaus grauslig...ständig zum Waschen, 
mann muss das halt abziehen und in die Waschmaschine hauen und waschen, um 
das das hat 50€ kostet.  Nur diese Sitzauflage damit si es bequemer hat und ja, das 

war...ja, eine Entscheidung aus Liebe dem Kind gegenüber. Weil das Halt 
bequemer war, aber halt auch was, was schön ausschaut und halt schon auch 
nachhaltiger produziert war und vom Material halt auch nicht aus Plastik zum 

Abwischen, aber ich verwende schon seit einigen Monaten nicht mehr, weil ich sie 
jetzt auf den Plastik sitzen lass, weil sie es eh nur ansaut. Und weil es inzwischen 

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

4I_KM_2302

Making 
compromises

00:36:11 Speaker K
Lustig ist aber zum Beispiel M. Mama sieht es komplett anders. Da sind wir letztens 

also so aneinander vorbeigeredet. Wir haben uns beide, glaub ich nicht schlecht 
gefühlt, aber nach glaub du hast das irgendwie bissel anders gesehen. Auf jeden 

Fall glaube ich, weil ich recht stolz drauf, dass ich Schule gekauft habe und dass die 
halt richtig tolle Waldviertler sind und aber gebraucht waren und deswegen nicht 

zu teuer waren. M. Mama hat gesagt irgendwas von wegen ja eben, dass sie schon 
dafür ist, dass man eben schaut mal günstige Sachen kauft. Aus ganz anderen 

Interesse oder Blickwinkel als ich, aber das wird bei Schuhen halt echt nicht sparen 
sollt. Und es könnte man jetzt so verstehen, dass dass ich jetzt an der falschen 

Stelle sparen, wenn ich dem Kind gebrauchte Schuhe kaufe. Weiß nicht ob sie es so 
gemeint hat und ich habe es aber nicht so aufgefasst, weil ich habe ja die besten 

und teuersten Schuhe, die es quasi gibt gekauft nur halt gebraucht damit, wenn sie 
günstiger aber halt nicht schlechter deswegen. Also...

4I_KM_2302

00:39:00 Speaker M
Ich glaube, man kann man kann eigentlich sagen, um auf deine Frage nochmal 

zurückzukommen. Ich find nicht, dass Qualität mit Nachhaltigkeit oder Preis oder 
was ist am Anfang gesagt? Mit Nachhaltigkeit im Konflikt steht. Gerade wenn man 
einen dran denkt was Second Hand zu kaufen... hast du eben sowie die K. schon 
gemeint hat den Vorteil, dass gerade wenn du Sachen kaufst mit mehr Qualität. 

Dann halten die in der Regel dann auch länger und dann wenn Kinder raus 
wachsen und gerade im Kinderbereich ist das dann halt so, dass da halt so... 

.Schuhe ist ein gutes Beispiel. Die werden halt kurz getragen sind und deswegen 
gibt es da auch Second Hand. Und ich glaub Leute die, die das ähnliches 

Konsumverhalten haben wie wir oder nach ähnlichen Produkten suchen, geben 
das auch eher wieder Second Hand weiter. Und dadurch haben wir da eigentlich 
schon viele Sachen, wie Anzüge(..) Also um Beispiel auch so teure so einen guten 
Walkanzug, der halt einfach auch wirklich länger, sodass man den halt dann auch 
eher wieder auf Willhaben zum Beispiel steht oder wo auch immerhin. Und sich 

das dann wieder jemand anderes kauft also ich ich denk das geht eher einher und 
selber wenn man dann wirklich hier mal was neu kauft, so wie unser Kinderwagen 
zum Beispiel. Der ist neu, war super, super teuer, ich weiss nicht wie nachhaltig die 

Materialien da gemacht worden sind, aber die die Möglichkeit, den zum Beispiel 
auch wieder dann weiterzugeben und damit den jemand anders wieder weiter 

verwendet, ist natürlich...schon von Vorteil, wenn man da irgendwie auf die 
Qualität schaut.

4I_KM_2302Quality 
and 

Brands

00:40:53 Speaker 4
Ist halt auch ein bisschen elitär, also wie wir vorhin gesagt haben, der war, der war 
echt nicht günstig. Und wenn man jetzt nicht diese Art von Geld ausgeben kann für 

den Kinderwagen, dann muss man einen nehmen, der günstiger ist, dann keine 
Ahnung, wenn du hundert oder 200€ einen Kinderwagen kaufst. Der ist neu und 
zeigt also nach 34 Monaten auseinander oder erst gebraucht und halt schon sehr 

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

Des ist dann hab ich ein bissel undankbar, wenn man sagt sagen würde, das wäre 
dann keine nachhaltige Entscheidung, weil das geht halt manchmal in diesen in 

dem Segment von Sachen schwieriger.

4I_KM_2302

Money

00:41:57 Speaker M
Der Kinderwagen ist ein Beispiele, wo man ist sehr, sehr lang, sehr viel Zeit hat, um 

sich das zu überlegen, so jetzt nicht was, was man jetzt wo das Kind ist da und 
dann kauft man sich was. Wir haben den schon im August bestellt. Und sie 

war...aber sas ist eines der ersten Sachen, mit denen man sich auseinandersetzt 
wenn man erfahrt, dass man ein Kind kriegt und dann ist irgendwie die kritische 
Phase vorbei. Und dann fängt man an sich irgendwie zu sich zu überlegen, was 

braucht man für Sachen. Und Kinderwagen ist wie gesagt so ein Riesending. Und 
was...das ist jetzt net irgendwie was wie das Babykissen...was jetzt nicht ganz so 

schlimm ist, sondern ja, (K. Wirft ein wie viel sie Recherchiert hat zu Babykissen) ja 
ich weiß aber aber, aber das hat schon was...

4I_KM_2302
00:41:57 Speaker M

(...) wo und da ist auf jeden 
Fall ziemlich viel Internet 

Recherche und dann muss 
man sagen schon auch vor 

Ort.

4I_KM_2302

00:45:02 Speaker K
Sie dann hat sie uns natürlich ein 

bisschen ********* damit, weil sie ist 
ersten 34 Monaten gar nie drinnen 
gelegen, hat sich nicht damit fahren 

lassen. (Kinderwegen) Wir haben sie nur 
herumtragen. Natürlich in einer super 
nachhaltigen Trage, weil das Tagetuch 

haben wir geschenkt, kriegt vom Freund 
und das war schon gebraucht.

4I_KM_2302

Consume 
less

00:45:47 Speaker K
Ja, jetzt beim Gewand zum Beispiel. Es 
hat s hat er auch viele Vorteile, wenn 

man das nicht neu kauft. Nicht nur, weil 
es nachhaltiger ist und so, sondern weil 

die ganzen Färbe, Gift, 
Konservierungsstoffe und was auch 

immer Stoffe schon vielfach 
rausgewaschen sind aus dem Gewand. 

Und das ist dann halt nicht da.

4I_KM_2302

00:46:44 Speaker K
Ja, ich hab natürlich 1000 Mami Account denen ich folg. Mhm, die haben sich 

vielleicht verändert. Jetzt, in den letzten eineinhalb Jahren aber... . Ich hab vielen 
Influencerin....auf Instagram jetzt einigen gefolgt, die ungefähr zur gleichen Zeit 

oder bisschen vorher schon ein Baby kriegt haben. Einfach, weil mich das 
interessiert hat vom Thema her. Natürlich auch was für Produkte, die verwenden 
und jetzt auf bin ich auch dadurch auf die Windeln gekommen zum Beispiel. Ich 

meine, ich hab jetzt den Kinderwagen nicht deswegen kauft bei den die 
Influencerin XY auch hat. Und in der gleichen Farbe oder keine Ahnung, was aber 
auf die Marke aufmerksam geworden bin ich sicher schon auch dadurch. Also ich 
kann den Einfluss jetzt nicht genau beziffern, weil ich seh die Kinderwagen ja auch 

so auf der Straße oder ist so im Geschäft aber das hat Sicher ja auch eine Rolle 
gespielt.

4I_KM_2302

00:48:03 Speaker K
Ja M. wollte einen anderen haben aber wir haben dann 

entschieden wer mehr mit dem Ding fahren wird. 
Wolltest den andere nicht haben weil er viel besser, 

weil du wolltest, denn anderen haben weil er viel 
leichter ins Auto kann. Und auch weniger gekostet hat.

00:48:20 Speaker M
Ja eben...ich hab mich dort beraten lassen, aber halt 

hat nicht wirklich etwas mit Nachhaltigkeit zu tun 
gehabt das Beraten. Oder ich glaube, wir waren einfach 

andere Sachen wichtiger Funktionalität, der war 
wirklich viel leichter zum Zusammenklappen. Der war 
für mich, der war von mir viel stimmiger. Ja und Social 

Media hat für mich 0 Einfluss. 0 .

4I_KM_2302

  Du hast halt jetzt auf Willhaben oder auf 
ebay Kleinanzeigen doch immer 

wahrscheinlich mehr Farben von diesen 
Schuhen in Größe 20 im Angebot als das 

in einem im GEA Geschäft auch so 
schnell haben könntest. Also das ist 
wirklich was, was leicht ist und was 
einem die Konsum Entscheidung in 

Richtung nachhaltige ausmeiner Sicht 
leicht macht.

7I_L_2402

00:48:48 Speaker M
Mhm, du musst halt aber auch sagen du 

hast dich im Vorfeld nicht so mit dem 
Thema auseinandergesetzt wie ich.

00:48:53 Speaker K
Ja die K sagt das und das gibt es und was 
nehme wir. Und dann habe ich vielleicht 

einmal gegoogelt die Sachen und hab 
dann meinen Senf dazugeben, aber die 

sozusagen die die Basisfilterung hat 
sicher die K. gemacht.

4I_KM_2302

00:50:13 Speaker M
Ja, also, es ist auf der einen Seite. Ich glaub so was wir so in Gesprächen mit 

anderen Eltern mitgekriegt haben, ist das in den meisten Fällen einfach so, dass 
auch unsere Eltern und auch die Generation, bevor...dass ich einfach in der Kindes 
Erziehung in einfach so vielen Belangen in den letzten Jahrzehnten einfach so viel 

getan hat. Dass sich einfach...und wahrscheinlich haben unsere Eltern die gleichen 
Probleme mit dem mit ihren Eltern davor gehabt und so weiter, dass das 

einfach...immer...also langsam fangt sie alles so bissl zufügen an, aber ich glaub 
das dauert einfach ein paar Jahre, bis man da so einen Mittelweg gefunden hat. So 
zwischen Erwartungen von den Eltern wie man, wie man das Ganze angeht und die 

wollen eigentlich... .Ja, halt, sie haben es ja auch geschafft sozusagen, sie wollen 
nut helfen und wollen uns sagen schau macht es so macht es so. Heutzutage ist 
man trotzdem einfach viel aufgeklärter als man noch vor 30 Jahren war. Und das 

wissen wir einfach, warum manche Sachen zwar im Endeffekt dann gut 
ausgegangen zieht, ja aber eigentlich nicht funktionieren und das ist vor allem am 
Anfang sehr schwierig und es bedarf sehr viel, sehr, sehr viel Aufklärungsarbeit mit 

den mit den Eltern.

00:51:45 Speaker K
Und auch Abgrenzungsarbeit mit sich selbst.

4I_KM_2302

00:51:59 Speaker K
Das braucht Zeit, dass man sich da irgendwie...aber so 

richtig Eindruck, dass jetzt das unsere Eltern jetzt 
irgendwie das Gefühl geben, wir machen was nicht 
richtig oder wir müssen irgendwas wirklich anders 

machen.

00:52:12 Speaker M
Nein, es ist eben so wie du sagst. Wenn man sich das 
so holistisch anschaut, das kriegen wir so nicht. Das 
machen wir dann selber (holistischer Druck). Es geht 

eher so um einzelne denen, wo Erwartungen irgendwie 
so auf einen....

4I_KM_2302 Segmentation

00:54:40 Speaker K
Aber, es gibt einige Sachen, die eben nicht funktionieren und das im Detail hat für 
ein paar Themen...wie Themen der Gesundheit, Ernährung, was auch immer aber. 
Ja, nein, ich wollte sagen, dass viele Sachen deshalb nichts anwendbar sind für uns 
oder andere, die von den Eltern oder Großeltern kommen, weil die..unsere Eltern 
und Großeltern...sehr viele schon vergessen haben, wie es wirklich läuft. Und sich 

dann nicht mehr so rein versetzen können. Weil sie glauben, weil für sie ist noch so 
präsent wie das war vor 30/35/60 Jahren ähm, das ist aber nicht. Weil zum Beispiel 
das kommen oft so allgemeine Aussagen wie jedes Kind schlaft gut im Auto, jedes 

Kind braucht das und das und dann geht das so und das stimmt nicht. Und das 
müssten die eigentlich noch wissen, weil sie alle mehrere Kinder gehabt haben und 

sicher bei jedem komplett anders war. Aber sie so mit der Zeit, und das sind ja 
Jahrzente, wird so viel verallgemeinert und verkürzt und vereinfacht und dass man 

mit den Ratschlägen, die super gut gemeint sind und alles auch deshalb nichts 
anfangen können.

4I_KM_2302

00:08:44.340
Felix: To be more present. So that's that's something 

very impressive how our son sees the world and
how he notices things that we don't actually notice. 

And I always fall with other things and appointments 
and life and family, relatives, commitments friends- 

commitments....what to cook, when to put him to bed, 
and so on and so forth. So being present...and, like, for 
example, right now, I spend like an hour for him to put 

him to sleep and...actually, is a lot nicer when you're 
present. And when you're thinking about all the things 

that you're not able to do right now.

8I_G_2802

Da sein
00:10:06.810

Felix: i'm say that  being present is 
just...well, I mean being present means 
yeah like I said being present means to 
not think about all the other things. So 

that obviously includes also getting 
stressed out over things that still need to 

be done. Yeah I mean not saying that 
always works. But when it works it is nice

8I_G_2802

00:11:35.850
G: I didn't say that's true. And I think that's also why it 

was so scary at the beginning, when he was born, 
because now you are in charge of somebody. And that 

is...depends completely on you. And that's also 
whatever you invest in him, whatever time, quality 

time, love and affection and...what you give to him it's 
also what is going to come for the future generation 

does, are you are, you are responsible for what is 
coming next and that's something that is. yeah very 

important I don't want to babble soory.

8I_G_2802

00:13:31.500
F: One of the one of the....In my opinion, 
one of the core themes of sustainability 

is to create something that lasts or make 
the things that we have last. I do think 

that you can look at it different in 
different meta levels, so, if you will, so 
that there's like this, this macro level 

which is like the world and that we want 
to lean

Gabi: ...we don't want to fail, future 
generations

8I_G_2802

00:13:31.500
Felix: Yeah we want to say we want to show...so we 

want to give a world to our children that is livable. And 
want to show our children how they can make it 

sustainable so also that their children can have a world 
that is nice to live on. And I do think that, especially on 
this second aspect of showing how to that's something 
that goes into how we educate as well. By we try to at a 

young age for ready raise awareness, for  resource 
scarcity, for you say...only take as much as you actually 

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

8I_G_2802

00:13:31.500
F: (...)sustainability is a 

good catch phrase. 
Because our 

generation in particular 
is very aware of that.

8I_G_2802

00:13:31.500
F:

And if you want to make it 
sustainable, you need to 

make it last. And to make it 
last, you need to, for 

example, service it very 
well.

8I_G_2802

00:13:31.500
Felix: So yeah, I think, and for me so in those different...in those different method 
levels sustainability is more on the on the educational side. How can I how...how 

can I consume less?
00:18:34.080

gaby: Or how can consume that I contribute to back to the planet
Felix: And how can I also at a very young age, and still this reduce reuse recycle. 
Recyling is really just an ultimate action. And before that you should reduce or 
reuse the things. Which includes like when the T shirt is broken you fix it rather 

than anyone, and to start that already at a young age, so. So for there are different 
method or layers in sustainability micro macro... . There's a physical aspect and a 

conceptual aspect to it. And this conceptual educational aspect as soon as I put an 
emphasis.

8I_G_2802

Social aspect of 
sustainability

00:20:27.390
Felix: The question is, do we need it first and do we need it now? And, and again if 
you if you look at that those three R's then that first, are you can already eliminate 

the vast majority of waste. And is obviously the reuse aspect. And I tried to fix 
things...I try to like if there's a hole in the pants or tried to sue it. And then there's 
the recycling thing. So we separate trash, for example, that we also show him at a 

young age, we tried to include him. And I do think also that if you  say if, as a child, I 
already take on responsibility in the household you know this little things. It's not 
just a good skill but it's also a sense of I take care of my own trash. And I see the 
amount of trash that I produce yeah.  And I think that is actually very important 
because when I see all the mess that I make because somebody else shoves it 

away for me I don't have that. I don't have that awareness, so I it will probably just 
think like whoa the trash goes somewhere. Well, actually it lands in the next landfill 
and I have no clue what my plastic cup or my plastic straws is doing at the moment 

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

8I_G_2802

00:25:44.250
Gabi: Yes. In a sense that at least we check that ... don't know that it's 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 yeah that it is sustainable and that it is 

going to last at least. That is something that is super important at least some kind 
of.

00:26:16.290
Felix: G. mentioned an important point that sustainability is not just environment, 

but also Corporate Social Responsibility yeah.

8I_G_2802

00:26:51.630
Felix: But yeah it's an important topic. I think it's good also that there is more 

awareness on the topic. I think it would be really good if companies were not just 
measured by the materials that they use by let's say the energy that they consume 
and also to manufacturer a product. Also the carbon dioxide footprints that your 

product takes until it reaches you. So, so this this this end to end thing, not just say 
how we did these trash bags from recycled plastics. Oh yeah great. Better than 
nothing, but still. There's much more to it. And that's again an important thing 

because that's where the where the circle closes in order to ask for that you need 
education. You need this basic understanding how global supply chains work as 
well. On where a few products are shipped around the globe back and forth just 

because that's a few cents cheaper.

8I_G_2802

00:28:35.670
Gabi: Well, we hope, I mean he's still very young, but every explaining to him, 

everything is that we talked to him, like if he understood. Maybe he doesn't get it 
right now, but if we...I think repetition is also key. And also, I think modeling that 
we show him by example...that he sees and we care and, for example, 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 and caring for his environment... 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. And then, for the future generations of our 
children.

8I_G_2802

F: Yeah which is exactly the opposite of sustainability, because at the end of the 
day, that that is something that exploit certain areas in your brain. They're very 

short term oriented, and I mean that's the opposite of sustainability. Sustainability 
should usually have a long term focus. And I think that's a risk. On the other hand 
side, I mean no generation has ever had access to as much information. For the 

generous coming after us and knowledge is most likely going to continue to 
exponentiate. So this is a huge chance to make something out of it. But again it's 

the question whether we managed to raise our children so they equipped with the 
tools also the moral tools to do that. And whether we managed to preserve this 

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

8I_G_2802

00:31:35.970
F: yeah. And sometimes or something I worry about is like this belief in the good in 

the world that things are turning for the better. So I think this is something that 
was very much instilled in our parents generation. Were like...they were children of 

the like huge economic growth of the World War Two. So our grandparents 
generation lift through that and that also this idea that in many Western countries 

have declining, now that the children are going to have a better life than the 
parents. And if I look at the generation after us I think chances  it's getting harder 

and harder that our children have better life than we do. And I hope that our 
children's generation doesn't get desperate over that. Because even if you take 

your garden isn't as green it's still a garden it can still be nice to have. But obviously 
you get desperate over that and then fall into paralysis or stagnation. And then you 

also stop let's say changing the world or trying to change the world for a better 
place or impact in general. And I think this is a huge risk because there are so many 

tools to tranquilize yourself. Social media this endless crawling just...
Gabi: You just lose yourself in that instant gratification. As well to get it now faster, 

change it scroll, tinder there is the next one .

8I_G_2802

Education
0:35:54.030

gaby: Okay. I wouldn't yeah ok, there are influencers. Okay, yes, I do follow three 
teachers. And yeah I do I do buy some books that they recommend and I read 

them and then from those books as well, I get information that I want and I like so 
yeah I bought toys and books, thanks to influencers yes.

00:36:19.500
Elisabeth Tschavgova: But that doesn't necessarily has to mean something bad you 

know?

00:36:23.130
gaby: Maybe you know, I think I'm super grateful because, thanks to them, I also 

discovered a book that was about the Montessori approach and I fell in love with it! 
And he also talks a lot about minimalism. Get more...also really focus on what you 
actually need it's not about always pretty and everything really use what you have. 

And yeah different ways to connect with your child so. No I don't regret it, to be 
honest.

8I_G_2802

Usage of 
social media

00:37:02.970
gaby: To be honest, I did stop using my social media, I made a new account where I 
don't even have anything posted yet, and I just follow like these teachers, that talk 

about Montessori or Waldorf or positive discipline and tools that I want to learn for 
myself to then apply with my child.

8I_G_2802

 00:37:02.970
G: And then you also see 

their influence but some of 
them at least the ones that 
I am following are basically 
teachers, some I even know 

and I they studied like 
metrology nutriology .

8I_G_2802

00:37:40.380
gaby: So yes, I do... I do know at least some of them are people that I knew that I 
actually studied with them and they're really good at what they do, and you can 
actually really learn insights. As you say it's...I think at the end of the day, social 

media is a double....it isn't as bad...it is a sword with two sharp edges. Because in 
one side you can really learn a lot and there's a lot of knowledge open for 

everybody to learn into take a take a take advantage of it, but at the same time 
there is so much false information there is there's fake news. I didn't want to use 

that...but fake news as well. If you're not taking.... if you don't have the tools to 
actually distinguish what is actually true and what actually not. Also yeah, as I say, 

it's yeah it's a weapon of two sharp edges...But, so far, what I like what i'm learning 
from it.

8I_G_2802

00:38:55.110
Felix: Um. So I personally the, the only social media that I use from time to time is 
LinkedIn. To keep in touch like with colleagues and stuff. And I do think that social 

media has a lot of interesting aspects, but I do think that social media in large, 
especially if you look at Facebook and Instagram contribute to division and society 

because they realize that polarization translates directly into conversion. Into 
online time, so I think this is one of the one of the basic trade offs that you have in 
social media. While, on the one hand there is say truth slash high quality content 

and on the other hand, there is fake news and clickbait. If you want to do very 
black and white and...this...say the good side, if you will doesn't necessarily 

translate into money. Now, and I do think that it is...you can find a lot of golden 
high quality content there as well. But there's like usually there's more than just 

the interest of informing people.... more about hey look at this product, look how 
sustainable, degradable blah blah buy it! And that's that's one of the basic 

problems I have with it and...that's where we where we think differently. Which is 
also nice because that is where we complement each other. I tried to go more by 

my instincts.

8I_G_2802

00:42:58.320
Felix: And that's something that 
we usually yeah 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

8I_G_2802

  00:44:57.810
gaby: I really love the app 
Vinted. It's a platform and 
they're like....But I really 
like it. There, is actually 

that's where I get more the 
clothes and also the toys.

8I_G_2802

00:46:18.870
gaby: Um well that one was because I read this book 

The Montessori toddler of Simone Davies. And in there, 
she had some beautiful pictures of how they did...yeah 
how they did the areas for the children size, so children 

furniture. And she mentioned that it was very 
important that the kid will feel, for example, I don't 
know if he is sitting down in a chair that his feet can 

actually touch the ground and stuff like that. So then I 
just stared checking like really basically, easily in 

Google. Furniture for kids in Germany. And then just 
checked and then obviously sometimes on the 

influencers. Well, how can you make a pretty practical 
functional kitchen for a kid. And so there were several 

but that one was the one I liked the most

8I_G_2802

00:46:18.870
gaby: And also, then we 
check that is should be 

resistant that it will get that 
he would last year's 

because it not only for one 
son, but for our hopefully 

for two more
8I_G_2802

00:47:52.050
gaby: So I tried to get more toys made 

out of wood. I also check with the paint is 
non toxic that it doesn't have any drives 
and different toxins that they have. And 

what else do we also check. What else do 
I check...well what materials they were 
made... I also while I do focus a lot on 
their reviews...the reviews do really 

actually help a lot. Ok the quality lasted 
me I don't know two weeks, and then it 

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

8I_G_2802

00:49:04.800
Felix: I think it's difficult 
to find or find reliable 

information on the 
sustainability of the 

product.

8I_G_2802

00:50:44.520
Felix: yeah because, with Patagonia. So, on the one 

hand side, I mean, starting with the product itself. We 
have two jackets and they are partially manufacturer 
from recycled fibers. And then Patagonia is also very 
transparent about it's value chain so whether they 

source materials their materials, where do they 
manufacturer. And then still...you still have the 

problem that patagonia's like stuff is send around the 
world. So it still needs somehow to get to you. But still 
when when I do really appreciate that they, on the one 
hand side from a corporate vision, they say, the best 

thing would be if you didn't buy our product. And yeah 
they're bold enough to put that on the website. And I  

appreciate that that openness and honesty.

8I_G_2802

00:58:46.860
Felix: I think there's a lot of attention on sustainably and it manifest and small 

things like....cooking yourself, rather than buying the I know the Hipp classes. And I 
do think that officially, like everywhere where you have a group you to have peer 

pressure as well. There are the parents spend a lot of money on super nice 
wooden toys or they use the diapers that are made out of super nice cloth as well 

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
gaby: Yes but she asked what would you feel pressure..if we feel pressure, about 
being sustainable, I think, with the diaper topic was one...that I did feel pressure 

about. So, again something waiting needs to strike a balance. And what works for 
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 first. And 
second I tell them yes yes I am going to try it. And if they ask them again I tell them 
that I haven't tried it. And hope that I don't find some of them and in other cases, 

you just say well cool did it work for you, I respected that works for you, I hope you 
can respect that I did this. That's another good point about being a parent this 
pressure of...there's always this constant judgment of every decision you do. 

There's always going to be a person that going to agree with you and there's going 
to be a person that don't agree with you. The important thing is  to still follow your 
gut, follow your instincts, follow your beliefs. Your education and what you actually 

want to bring for your child and. A good thing is that sustainability is a topic that 
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
gaby: I think. I don't really think I experienced this kind of tension, maybe, yes, 
sometimes to be more sustainable, because I am a bit more light. Which I am 

trying to change that but I think more than that...you do sometimes...you're like ah 
this thing is so good, and I wanted, but it is, it is like this, we want this quality 

things. For example, when we thought about the kitchen, there were so many 
other one obviously with other details and more fancy and blah blah blah. But I 

was like okay, what is actually what we really want it for and what is what it really 
has...It was intertwining, or I don't know how to say, like untangle all these. The 

problem is there is to much options and that's I think the tension of like get these... 
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 and this and 

that. But at the end of the day, you have to find out for yourself, because your child 
is unique and different. And your child is gonna...you have to follow your child and 
your child is going to dictate: you hey, this is what I like this is what I don't need this 

is what I... . And then obviously...Okay, well maybe they're going to tell you they 
want everything, and you have to more or less know what is actually what they 

need and....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?

8I_G_2802 Choice 
and info 
overload

 01:04:06.870
gaby:. But at the end of the day, you have 

to find out for yourself, because your 
child is unique and different. And your 
child is gonna...you have to follow your 
child and your child is going to dictate: 
you hey, this is what I like this is what I 

don't need this is what I...

8I_G_2802

01:06:00.360
gaby: yeah, it is very difficult and sometimes you screwed up. You realize that you 
get something... you're super excited, okay you've investigated okay it's Fair Trade 
is blah blah blah and 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 next . And you are, oh no I 
invested so much time, energy and effort thinking what to do, and then you 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. Yeah you might lose a little bit of money, because 
you cannot sell it for the same, but at least it is it working. I mean at least you can 

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

G: It depends, for example, what is a product, for example. If this kitchen had not 
worried, I think I would actually look for a different product, because it was ...it is 
more than just a toy...it goes beyond something, that is more. That is going to be 

sustainable, that going to be used, that is functional and that is going to be used by 
him and if he doesn't like it and it's something that I feel it could really work for us. 
Then we'll try again if, then I do it again and he really...he just doesn't like being in 
the kitchen, for example, then okay. Then I will find another way, for example, we 

first...before we got the Lernturm and that worked perfect. I think we didn't 
actually need the kitchen, he really helped us. He loved it. And because we saw that 

then, I did an investigation on: Okay, how can I actually make it now that he can 
wash his hands to put like a little thing that he can use? Or like I started..so it's a 

trial and error but that's what I mean I don't....I don't think we need all the 
products and I don't think ee should get all the products. Then the House would be 

full of things for hours for our son and not for us anyway. But does really...yeah 
again checking what your kid really likes and what doesn't. If doesn't work, if you 
do if you do a mistake...do actually try to find a second hand do not just like put it 

to the trash and be like okay didn't work. Because even with little toys I made 
mistakes, I do put it again in Vinted and most of them i've sold them back. Some of 
them actually I put them randomly again infront of my son and he like it! So it's a 
learning experience! I mean it's the first time that I am a parent, I was not born a 

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
gaby: Nobody...I also buy them for myself, I know that. It's sad to admit it, but 
oh...well it's not sad. Because it's also fun, I mean, yes, of course, you also buy 
them for yourself. Because I mean being...well I am still in Elternzeit, maternity 

leave. And now he's starting to go to the KITA really soon. He stayed long enough, 
and then they can go back to work. So in all this time I was all the time with him, 
24/7 I also needed to entertain myself at least and it's a way also...augmenting 

myself...that it is okay to get stuff which..in fact it wasn't. I really didn't need it and 
we went out to the park and that I think the best thing I could do it with my son, 

going outside explore the world. Playing with the pods, he loves the pods and this 
is something we already have. It's just I think it is...yes, sometimes, also this 

kitchen...I think ..because I learned now...but this kitchen, I do think now that I see 
it, it would have been a toy that I would have loved as a kid. To have a functional 
kitchen that I could learn to do all this stuff. And he enjoys it but yeah maybe i'm 

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
gaby: Oh, I think it's it's complicated, but I 

do think....well, I other times, but I do 
sometimes buy things that not 

always...but I do sometimes buy things 
that I unconsciously also maybe semi 

consciously...to also get it for me to have 
and with my son.

8I_G_2802

00:06:39 Speaker J
Zeit also die Uhr eigentlich. 

Zeit nehmen.
00:06:41 Speaker 1

Ja, ja, ja stimmt, das hast du 
jetzt auch grad erwähnt 

dieses im Moment da sein.

10I_J_0503

00:07:27 Speaker J
Die hab ich mir bewusst auch...also wir haben das ist vielleicht ein bisschen ein 

Manko von mir... wahrscheinlich auch durch meinen Beruf ein bisschen 
belastet...ich leb sehr nach einem Grundgerüst einer Tages Struktur einfach. Dass 

ich weiß okay, ich gehe um die und die Uhrzeit, immer einkaufen, wenn ich 
einkaufen gehen muss. Einfach damit ich weiß okay, das hab ich jetzt heute 

erledigt und jetzt kann ich mir die Zeit bewusst nehmen mit meinem Kind damit ich 
mit ihr spielen kann. Oder ich weiß ok zum Mittag eigentlich geht sie schlafen. Gut, 

dann nehme ich mir die Zeit für mich zum Beispiel oder machen mir das Essen 
fertig oder so. Also es ist Zeitmanagement eigentlich! Das ist nicht nur Zeit geben, 

sondern Zeitmanagement, dass man sich das gut einteilt ja.

10I_J_0503

00:09:20 Speaker J
Mhm deswegen würde ich das Bild zum 

Beispiel nehmen, da rechts mit dem 
blauen Hintergrund, wo er diese Stiegen, 
da rauf steigt. Ja genau einfach, um mehr 
daraus zu lernen, also für mich ist das so. 

Step by step learning, würde ich jetzt 
sagen was der grad macht. Wie kann ich 

dann noch mal zu meinem Ziel 
anzukommen, dass ich wirklich komplett 
nachhaltig leben kann oder sagen wir in 

einem Rahmen, der in Ordnung ist.

10I_J_0503

00:09:20 Speaker 3
Für mich eher schwierig...natürlich 

versuche ich es teilweise nachhaltig zu 
gestalten, gar kein Thema. Weil ich 

möchte ein gutes Vorbild dafür mein 
Kind sein in Zukunft. Jedoch ist es recht 

schwer, eben mit Kind im Alltag zu 
integrieren. Ich müsste mich mehr damit 

befassen.

10I_J_0503

00:10:31 Speaker J
Ich habe mir ein paarmal überlegt, ob ich 
nicht einen Kurs machen soll aber es gibt 
ja bald da über die Volkshochschule zum 

Beispiel bei uns. Nachhaltigkeit für 
Kinder und Eltern der Kurs. Ich hab mir 

jetzt auch angemeldet für einen, aber der 
ist allerdings erst im Juni, also verstreicht 

noch ein bisschen Zeit ja, aber....

10I_J_0503

00:11:06 Speaker J
 Es ist natürlich, ich schanz es jetzt gleich jetzt, um aufs 

Eltern Dasein. Es ist natürlich nicht notwendig, eine 
Milch Pumpe zu haben, ne? Aber es vereinfacht mir das 

Leben, wenn ich still, bin ich eigentlich schon 
nachhaltig für in meinen Augen. Weil das hat die Natur 

mir in die Wiege gelegt, ich kaufe keine Milch, 
produzier die Milch selber, ich mach keinen Müll oder 

sonst was. Aber den Luxus auf diese Milch pumpe 
möchte ich jetzt zum Beispiel nicht missen. Ja, einfach 
das ist so. Die Kosten nutzen Rechnung. Ich würde es 

mir kaufen, weil ich es wirklich brauche und weil es mir 
erleichtert und mir auch Freiheit gibt mehr Zeit für 

mich zu haben.

10I_J_0503

00:11:06 Speaker J
Mhm natürlich auch den 

bewussten Umgang mit deinen 
Lebensmitteln. Der steht..also 
das ist für mich sowieso ein A 
und O auch im Kindergarten 
erklär ich, dass den Kindern 

immer wieder in Verbindung. 
Damit auch die Mülltrennung.

10I_J_0503

00:12:48 Speaker J
Aber ich glaub, 

das ist ein langer 
Prozess, der 

dahinter steckt.
10I_J_0503

00:13:33 Speaker 1
Was, mich dann noch interessieren 

würde eben bei diesem Prozess...also für 
dich wird der Prozess dann vereinfacht 
wenn du dich eben weiterbildest. Durch 

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

Genau ja!

10I_J_0503

00:13:57 Speaker J
Naja, grundsätzlich von dir ja sowieso als Vorbild auch 

in meiner Arbeit als Pädagogin mit 25 Kindern. Da 
spätestens mit 5 oder 6 Jahren kommen die Kinder auf 
dich zu und sagen ja, du nachhaltig leben, meine Mama 

sagt, Wir nehmen keinen Joghurtbecher weil das ist 
Plastik und warum hast du einen Plastikbecher oder 
so? Der Fall ist dann oft und dann fallst du in diese 
Falle hinein. Deswegen möchte ich prinzipiell schon 

einmal gutes Vorbild sein für die Kinder.

10I_J_0503

00:13:57 Speaker J
Zweitens finde ich einfach das 

mal bewusst mit unserer Umwelt 
und mit unserer Natur umgehen 
soll. Wir leben schon find ich in 

Hülle und Fülle. Wir wissen 
eigentlich aufs nicht wie gut es 

uns geht.

10I_J_0503

00:14:49 Speaker J
In dem, dass ich mein Kind zum Beispiel beim Einkaufen mitnehmen und erklären, 
warum wir so und so das hat nicht machen wie die anderen zum Beispiel. Wobei 

das ist jetzt auch nicht wirklich ein gutes Beispiel ist. Aber einfach sie 
heranzuführen bewusst nachzudenken was man einkauft, wie man es nutzt, was 

man daraus machen kann und das halt alles kindgerecht gestalten.
00:15:14 Speaker 1
Okay. Kindgerecht?
00:15:18 Speaker J

Ja, indem du sie auch immer mit dem Einkaufswagen durch schickt, wenn sie dann 
gehen kann und sagen kann, überleg dir mal, was möchtest du heute Mittag essen? 
Welche Lebensmittel brauchen wir? Dazu haben wir so spielerisch wie es halt dein 

Kind dann beibringt.
 (...)

Den Unterschied zwischen Bio und nicht Bio? Muss mann gleich 2 Kilo Sack 
Karotten kaufen, wenn man Karottenbrei machen möchte? Zum Beispiel braucht 

man das dann wirklich oder reicht es, wenn man zum Markt geht und die einzelnen 
Karotten kauft, die man wirklich braucht und dann verwendet, damit man nicht 

den Rest wegschmeißt. Beziehungsweise freue ich mich, wenn unser Garten fertig 
ist. Also dann kommt es vielleicht direkt aus dem eigenen Garten. Das wäre mal 

das grundsätzliche Ziel.

10I_J_0503

00:16:22 Speaker J
Von meiner Seite aus, ja, mein Partner reißt mir immer so ein bisschen raus. Man 
wird es quasi eh nicht  mitbekommen und so. Also bei ihr wird es jetzt so nett so 

vorwiegend sein, erst nachher dann. Aber dann denk ich mir okay später wirds ihre 
Kinder kriegen, dann wird es halt nicht besser. Was mit auch noch verunsichert ist 

die gesamte Gesellschaft und sich die Entwicklung...die Lager...Krieg gerade 
Ukraine. Ich mache mir natürlich Sorgen und Gedanken. Aber ich...mittlerweile bin 
ich der Einstellung, wenn ich mir nur Sorgen mache und Gedanken mache, verliere 
den Fokus, das Leben zu leben. Und den Moment zu leben und ich will mein Kind 
nicht beibringen, dass es mit Sorgen leben muss. Ich möchte schon sagen, dass es 

ihr bewusst wird ok na so läuft es net man muss dann achtsamen Umgang mit 
unserer Natur haben und mit unserer Welt. Aber nur Sorgen machen Na.

10I_J_0503 Segmentation

00:19:07 Speaker J
Ich mein die Iris. Iris, Kennst du, oder? (...) 

Wir zwei reden natürlich viel über das, 
wie man sich das also gestalten kann. 

Beziehungsweise ja is eh klar, wir kaufen 
jetzt deswegen Müll und bla bla bla und 

so...aber na zu jemanden der wirklich 
total nachhaltig lebt. Kenne ich keinen, 
deswegen kriege ich keinen Druck von 

der Gesellschaft her. Ich mache mir den 
Druck eher selber.

10I_J_0503

00:19:07 Speaker J
Also von außen kriege ich natürlich 

keinen Druck. Wie auch? Ich kenne sehr 
wenig Menschen, die wirklich komplett 
nachhaltig leben. Natürlich achtet jeder 
auf so gewisse Punkte, aber in meinem 

Freundeskreis muss ich ehrlich gestehen 
würde mir jetzt niemand einfallen. Ich 

mein die Iris. Iris, Kennst du, oder?

10I_J_0503

00:20:23 Speaker J
Genau ja. Und für mich bedeutet ihr 

Nachhaltigkeit nicht nur der bewusste 
Umgang mit der Natur und mit den 

Produkten, die uns die Erde gibt, sondern 
auch der achtsamer Umgang mit also mit 

den Menschen, also auch das 
Miteinander bedeutet das für mich auch 

mit den Tieren.

10I_J_0503

00:21:40 Speaker J
Bin für jede 

Veränderung. Es muss 
für mich nur selber 
umsetzbar sein und 

Sinn machen.

10I_J_0503

00:22:59 Speaker J
Ja, Thema Milchpumpe habe ich mir natürlich 

auseinandergesetzt und man hätte natürlich auch eine 
aus der Apotheke ausborgen können. Ähm, nur hab ich 

dann von einer Bekannten gehört, da kriegst die 
ältesten Milch pumpen überhaupt und wer weiß ob 

dass so hygienisch sauber ist und keine Ahnung was. 
Dann habe hin und her überlegt hab das meinen 

Partner erzählt und der Partner hat mir eine in Internet 
bestellt.Also der Gedanke war schon, dass ich es mir 

ausbaut. Ich war mir unsicher, wie das ist mit der 
Hygiene und so.

10I_J_0503

00:22:59 Speaker J
Ich hab allerdings mir, wie ich schwanger war, also vor der Geburt von der M. , mir 
ist fast keine Babyartikel gekauft. Ich wollte es auf mich zukommen lassen, nicht 
weil ich kein Geld ausgeben wollt. Sondern weil ich mir gedacht hab was brauche 

ich wirklich, weil diesen ganzen Ratgeber heften und so steht das braucht man und 
das braucht man und das brauchen wir und das ist unbedingt notwendig und 

keine Ahnung was. Und ich habe mir gedacht das kanns net sein, dass man so viel 
auf einmal braucht.
00:23:44 Speaker 3

Okay.
00:24:04 Speaker J

Ja, ich hab mir dann halt bei meiner Freundinnen auch informiert, was habt ihr 
wirklich gebracht und ich muss sagen ich hab natürlich...ein Beistellbett haben wir 
gekauft, wir haben ein Stillkissen gekauft. Eine Notfall Flasche falls ich nicht stillen 

kann und eine Nahrung. Also einmal so eine Prenahrungs Packung eine kleine, falls 
ich eben nicht stillen kann und wir was daheim haben. Ja, so Pflege Produkte, die 

man halt braucht...alles also Windeln natürlich ist halt anders gegangen, dann eine 
Creme für Popo. Ja, und den Rest muss ich sagen, so Schnuller zum Beispiel hab 

ich geschenkt bekommen. Hätte persönlich glaube ich gar nicht gekauft um ehrlich 
zu sein. Sie nimmt eh keinen Schnuller, also wären die schon für umsonst 

gewesen? Ich hab mir nicht wirklich was gekauft. Auch keinen Flaschenwärmer 
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
Babyphone haben wir auch keines. Ich will das einfach 

die Zimmer Türen offen. Dabei wohnen wir noch in 
einer relativ kleinen Wohnung. Ich krieg das immer 

alles mit. Ja warum Babyphone, warum so mit Kamera 
und alles mögliche. Ich vertraue da eher meinen 

Instinkt, wenn ich sie höre schau rein braucht sie was? 
Leg mich halt vielleicht kurz dazu  und fertig ist das.

10I_J_0503

00:25:52 Speaker J
Ich war mir relativ sicher, 

was man wirklich für Baby 
braucht, weil ich oft Kinder 

geschaut hab und auf 
kleine Baby aufgepasst 

habe, viel.

8I_G_2802

Experience to 
prevent this

00:25:52 Speaker J
Ihr glaub auch dieses Desinfektionsgerät und das alles...und denk mir du kannst 
selber alles auskochen auch. Es steht wieder nur weiteres Gerät herum und ganz 

ehrlich wie lange braucht man es? Mann braucht es vielleicht ein Halbes bis 
Dreiviertel des Jahres und dann sitzt das Kind eh schon am Familientisch und isst 

mit. Das war mir...mir war das einfach zu schade drum und dann hast du ein Teil... 
natürlich hab ich mal geschaut, wieviel diese Dinge kosten. Und dann zahlst für so 
ein Flaschenwärmer, gleich mal 40€, wenn er was...also hochwertiger halt ist von 
einer Marke zum Beispiel...wo ich mir denke für was, was ich kann's selber auch 
noch im Wasserbad aufwärmen. Für was wieder ein extra Gerät? Also ich bin da 

echt...deswegen hab ich eh zur I. gesagt ich bin da recht a schlechte 
Ansprechpartnerin für solche Produkte, weil ich einfach so wenig ausprobiert hab. 
Und ich weiß auch nicht, ob sie mir wirklich das Leben erleichtert hätten? Die Milch 
Pumpe zum Beispiel hat mir das Leben erleichtert, die gibt mir persönlich Freiheit 

und meinem Kind was zum Trinken, aber wir haben, seitdem sie geboren ist, 
immer die gleiche Flasche.

10I_J_0503

00:27:08 Speaker 3
Okay, okay, also das sind dann 

so Kompromisse?
00:27:12 Speaker J

Genau eine Flasche gibt es, mit 
der Flasche trinkt sie und das 

war's.

(dafuer hat sie eine Milchpumpe)

10I_J_0503

00:28:54 Speaker J
Doch und deswegen bin ich auch diesen Ratgeber nicht 

gefolgt. Weil man braucht eigentlich nur wirklich 
nachdenken, dass viele Ratgeber wären ja gesponsert 

von irgendeiner Firma oder von oder irgendeine 
Internetseite zum Beispiel Hipp macht. Und die Macht 
natürlich auch Werbung für die eigenen Produkte. Ich 
natürlich braucht man die eigenen Produkte, das ist 
natürlich auch, glaube ich so ein bisschen Marketing 

Geschichte dahinter natürlich aber....Ich bin dem 
einfach nicht gefolgt. Also ich kaufe keine Hipp 

Glasserln oder sondern mach irgendwas selber.

10I_J_0503

00:29:30 Speaker J
Da ist dann auch einmal eine Woche nur 

Karottenbrei zum Essen aber sie mag 
ihn.Alles wie ich...dass ich da jetzt 

irgendwas zusammengemischtes oder 
zusammengebampftes  kauf finde ich 

nicht in Ordnung. Und die Zeit, glaube ich 
sollte einfach jeder nehmen.

10I_J_0503

00:30:06 Speaker J
Ja gibt und ich schloss oft auch an meine Grenzen muss ich sagen... .Grad so in...so 

mütterlicherseits also meine Mama zum Beispiel, oder die Schwiegermama, die 
dann sagen was na, du stillst noch immer du nicht ihr einmal das Flascherl 

angewöhnen? Was das hast du auch nicht daheim wie tust du da oder ja? Natürlich 
ist man da immer so am überlegen so natürlich würde ich mir das Leben vielleicht 
erleichtern und hab meine Methode gefunden und mit ihr komm ich gut zurecht, 

aber muss ehrlich sagen kurz vorm Schlafengehen überlege dann noch und es 
verunsichert mich meinen Weg auf zu gehen. Wenn ich grad nicht so gut drauf bin 
oder nicht so stabil im Leben stehe dann reißt es mich schon ein bissl so nieder. 
Und ich lass mich dann schon auch rüberreden, dann geh halt einmal einkaufen 
und kaufe den Himmeltau und probier das wirklich aus ob das wirklich so super 
gut ist für Kinder. Weil ich mir dann einfach denk ja, sie haben doch alle schon 
Kinder großgezogen, die werden das vielleicht auch wissen, was ein Baby gut 

verträgt und so. Probier es natürlich aus, aber im Endeffekt denk ich mir jedes Mal 
dann ach warum höre ich nicht auf mich und auf das, was mein Kind braucht und 

schau hin. Jede Mama weiß selber, was ihr Kind braucht und die hat...also jede 
Mama hat genug Intuition, was ihr Kind braucht, finde ich halt.

10I_J_0503

00:32:00 Speaker J
Ja, im lies mir einfach ein 
paar Hersteller durch, die 

Internetseiten. Dann 
natürlich Amazon 

eingeben, Rezessionen 
durchlesen wie es zum 

Handhaben ist.
10I_J_0503

00:32:00 Speaker J
Für mich ist nur wichtig es muss 

leicht zu reinigen sein. Und 
praktikabel sein, wie das jetzt 
optisch ausschaut ist nicht so 
wichtig es muss einfach das 

Mittel zum Zweck sein. 
Einfach....aber ich hab eher von 

Philips die Milch Pumpe.

10I_J_0503

00:32:42 Speaker J
Naja, es ist glaub so eine elektrische Milch Pumpe, die 

man mal anstecken kann das hat auch nicht jeder. 
Diese Handpumpe hab ich nicht...na sonst dass es 

waschbar ist. Und das es Ersatzteile gibt. Falls 
irgendwas mal kaputt wird oder so...weil man 

verwendet es jetzt doch oft und man wascht es im 
Geschirrspüler und das ist doch was...was hin und da 

so mal hin wird oder ausgewaschen ist oder so, das ist 
einfach Teile nachkaufen kann das war mir wichtig.

10I_J_0503

00:33:18 Speaker J
Genau das würde ich schade finden, weil so im 

Endeffekt kann ich zum Beispiel einer Freundin sagen 
du, ich hab eine Milchpumpe kannst meine abkaufen, 
kannst meine haben ich schenke sie dir, kaufe dir nur 

das Teil halt extra neu dazu oder so...weil das liegt 
genau auf der Brust auf also hygienischen Gründen 

zum Beispiel oder du das hab ich verloren oder das ist 
schon so Grauslich kauf dir das halt nach aber ich gebs 

dir weiter. Aus dem Grund.

10I_J_0503

00:34:09 Speaker J
Weil beim Kind werden wird doch also 

alles angesabbert und angeschlapert und 
irgendwann muss man es waschen. Ja, 
unabhängig jetzt als Stofftier ist oder 

eine Flasche ist. Also für mich, wenn eine 
Flaschen im Geschirrspüler bei 60 Grad 
gewaschen werden kann, dann braucht 

ich auch ja nicht. Ja, es bleiben auch 
Essensreste und alles dran hängen und 

das gehört dann einfach mal 
durchgewaschen.

10I_J_0503

00:34:09 Speaker J
Also schwierig rauszufinden, was nachhaltig ist und es 
ist generell schwierig rauszufinden, was für ein Baby 

gut ist. Weil wenn man sich mit diesem Thema Plastik 
zum Beispiel wirklich auseinandersetzt. Viele Plastik 

Spielsachen gehen wir mal davon aus, haben voll viele 
schädliche Partikel drinnen obwohl sie ein 

Kinderzertifikat jetzt oben haben. Wo ich mir einfach 
denk, na mein Kind kriegt zu spielen kein Plastik. (...) 

Aber es ist schwierig zu finden und auch raus zu lesen 
aus was dieses Produkt wirklich besteht und ob das 

wirklich schädlich ist für das Kind oder nicht. 
Beziehungsweise wie man es auch pflegt.

10I_J_0503

00:34:09 Speaker J
Natürlich lasst ich mir dann wieder von 

außen rum überreden und warum darfst 
sie dann diesen quietschenden Plastik 
Vogel bei der Oma haben und bei uns 

nicht? Das ist wieder so ein 
gesellschaftliches Thema, wo ich mir 

einfach dann schwer tu, da will mein Kind 
ja nix. Wie soll ich sagen, nicht bieten 
können. Und natürlich kriegt sie dann 
auch diesen Vogel aus Plastik bei uns.

10I_J_0503

00:35:50 Speaker J
Aufwendig, mühsam und 
man weiß auch nicht auf 

welche Seite man wirklich 
so vertrauen kann oder 

net.

10I_J_0503

00:36:19 Speaker 3
Ach du hast jetzt einen wunden Punkt für mich. Hab keine Social Media Kanäle. Ich 

sag ja ich bin der Freak. Weil...nicht weil es mich nicht interessiert oder weil ich 
dagegen bin, oder so. Überhaupt nicht. Mir ist die Zeit, die ich da am Handy sitz 
und andere Leutes Leben beobachtet zu schade, weil das wäre die Zeit, wo ich 

mich mit meinem eigenen Leben befassen kann oder mit meinen Freunden oder 
mit meiner Familie befassen kann. Ich hab zum Beispiel Schwester, die wohnt in 
Australien. Da verwende ich natürlich....habe ich früher mal Facebook verwendet 
einfach mit ihr in Kontakt zu bleiben und auch etwas aus ihrem Leben zu sehen, 

aber prinzipiell würde es mir keinen Anreiz geben das ich jetzt sag ich melde mich 
auf Instagram an, damit ich weiß, wie die Leute die Produkte bewerben oder auch 
verwenden und ihre Erfahrungswerte zu kennen. Weil ich denkt, die wollen ja auch 

nur Geld damit verdienen und sie werden auch mal gleich einmal sagen Ok, das 
Produkt ist super und dabei ist es vielleicht gar nicht super.

10I_J_0503 Segmentation

00:37:31 Speaker J
Also da hole ich meine Informationen schon eher aus 

Bekannten/Verwandtenkreis. Dass ich sag Freunde hab 
ihr das schon mal probiert? Habt Erfahrungen damit 
die Iris, weil man da wirklich eine große....die hat sich 
auch also auch sehr mit Social Media und mit dem... 
die hat sich da wirklich sehr viel Gedanken gemacht, 

was sie der M. kauft und was nicht. Und ich habe mich 
an ihr muss ehrlich gestehen hab bissl so bei ihr fest 
gehalten mit den Dingen was sie wirklich brauchen. 
Also eher face to face und net unbedingt ich übers 

Internet Social Media und so.

10I_J_0503

00:40:27 Speaker J
Ich bin ja überhaupt nicht so, wenn ich sehe, dass es meinem Kind etwas wirklich 
gefällt. Die Welt ist nicht schwarz weiß man muss Kompromisse machen ist meine 
Meinung. Dann kriegt es das natürlich auch es gibt nix Schöneres, als sich etwas zu 

wünschen zu können und darauf warten zu können. Wir haben auch ein Mobile 
zum Beispiel mit Plastik Bogen mit Musik. Das hab ich auch nicht vor der 

Schwangerschaft gekauft. Das hat sich selbst dann im Nachhinein gezeigt ok, sie 
braucht irgendwas wo im Bettchen wo sie liegen kann. Ich zieh das auf und sie 

sieht, dass diese Bären halt herumtanzen dort. Das ist so ein Mobile was sich halt 
auch dreht und da hat es zum Beispiel nix Nachhaltiges geben. Weil da gibt es aus 
Plastik, also das Gestell woran das gemacht ist halt einfach einmal nur aus Plastik. 
Ja ok, zwei Laden bin ich durchgegangen, dann war es blöd, wenn ehrlich bin und 

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

10I_J_0503

00:41:34 Speaker J
Eben da kann ich nicht mal nachhaltiges Leben, so 

schwarz und weiß malen, weil später im Kindergarten 
wird doch auch mal sicher mit Barbie puppen zum 

Beispiel in Kontakt kommen. Und dann kann ich nicht 
mein sagen, weil die ist aus Gummi? Dann müssen wir 
halt irgendein Kompromiss finden, dann werden wir 

sagen passt, dann gehen wir zum Flohmarkt und 
schauen, dass man dort eine kriegen. Damit nicht 

wieder eine neue kauft wird.

10I_J_0503

00:45:59 Speaker J
Nein, und grad dann, wenn wir dann 
vielleicht dann auch noch dies Mütter 

hinzu geholt, also die Großmutter dann 
in dem Fall und so. Also ich kann nur von 
mir sprechen und auch von Freundinnen, 
wo ich mitbekommen, hab Zeit und Ruhe 
und sie net Gedanken machen müssen, 
was man alles braucht, ist das Beste fürs 

Kind und für die Mama und für die 
Familie generell.

10I_J_0503

00:46:53 Speaker J
Ja, total, es ist der Luxus, weil ich hatte 
die Zeit. Also ich hab hatte in meiner 

Schwangerschaft wirklich genug Zeit mir 
Gedanken zu machen was brauche ich 

wirklich für mein Kind. Welchen 
Kinderwagen zum Beispiel kaufen wir? 

Will ich einen Kinderwagen haben? 
Grundsätzlich wollte ich gar keinen 

Kinderwagen, eigentlich haben. Ich war 
der Meinung, ich trage mein Kind und 

erst später kaufe ich einen Kinderwagen.

10I_J_0503

00:46:53 Speaker J
Natürlich kommt dann die Familie dazu und sag 

Kinderwagen passt schon mal, was tust du da und 
keine Ahnung was. Im Nachhinein denke immer 

eigentlich hab ich's bereut, einen teuren Kinderwagen 
zu kaufen. Im Endeffekt hab ich den geschenkt 

bekommen von den Großeltern, kannst ja dann auch 
nicht na sagen, das ist ja so. Wo ich mir dann denke, 
nein den hätte ich nicht gebraucht. Ja, ich hätte sie 3 
Monate getragen und dann hätte ich einen kleinen 
Kinderwagen geholt der halt dann gebraucht geholt 

und fertig ist die Geschichte. Aber na bin überstimmt 
worden.

10I_J_0503

00:47:57 Speaker J
Aber zurück zu...wir haben gerade den 

Faden verloren Privileg ja, ich hab einfach 
genug Zeit gehabt während meiner 

Schwangerschaft, weil ich freigestellt war 
wegen Corona. (...) Ich hab mir Gedanken 

machen können und ihr habt Zeit und 
Muse dafür gehabt. Weil wenn du eh 

schon schwanger bist und arbeiten muss 
bleibt wenig Zeit für das alles.

10I_J_0503

00:03:43 Speaker C
Ja, und zwar das mit der Frau, die auf dem Boden sitzt. Die Beine angewinkelt und 
den Kopf auf die auf ihre Knie ablegt. Und im Hintergrund ist wahrscheinlich ihr 

Schatten zu sehen, der sie da angreift oder überrollen möchte auffressen möchte. 
Ich glaube, so fühlen sich einige Mütter manchmal und ich ganz bestimmt auch das 

sind glaub ich so Situationen, wo man sich als Elternteil vielleicht ein bisschen 
überfordert fühlt...allen Rollen, in dem man als Mensch ist, gerecht zu werden. Ja, 
als eine Mutter oder ein Vater Rolle, als Rolle der Arbeitnehmerin oder vielleicht 

auch als Arbeitgeber und ja, also diese Rolle in der Arbeit, als Partner oder 
Partnerin und in der in der Mutter Rolle gerecht zu werden. Das kann mitunter 
sehr, sehr anstrengend sein und dann möchte man sich manchmal am liebsten 
verkriechen in einen leeren Raum reingehen, die Tür hinter sich zu machen und 
uns von nichts mehr irgendwas wissen wollen und das beschreibt dieses Bild für 

mich eigentlich.

9I_C_0503

00:05:08 Speaker C
Naja, ich glaube es hat zum einen damit zu tun, dass wir selber gewisse Ansprüche 
an uns haben, also Ansprüche daran, wie wir unsere Arbeit machen. Wir waren ja 

in aller Regel vor dem Elternsein einfach nur Arbeitnehmer oder Studierender oder 
was ist ich....und haben natürlich eine gewisse....also Ansprüche an uns selbst. Und 

Ansprüche an uns selbst auch als Mutter oder als Vater und dann ist natürlich 
immer dieses....dieses unsichtbare Auge der Gesellschaft. Die...was uns ständig 

begleitet, oder wir fühlen, dass es uns ständig begleitet. Ja, das ist mir geht es ganz 
oft so, wenn ich in Situation bin, außerhalb meiner eigenen 4 Wände, dass wenn 

ich mit einem oder mit beiden Kindern unterwegs bin, dass ich ständig das Gefühl 
hab, dass ich beobachtet werde, dass ich gewertet werde, dass ich beurteilt 

möglicherweise auch verurteilt werde. Mir ist es auch schon vorgekommen, dass 
ich Kommentare bekommen hab von wild fremden Menschen und das erhöht 

natürlich diesen Druck auf einen selbst. Und den legt man auch nicht ab wenn man 
dann wieder Zuhause ist in den eigenen 4 Wänden, der...ist irgendwie also auch 
wahrscheinlich Persönlichkeitsabhängig. Aber ich würde sagen für meinen Fall, 
dass dass es ist mich schon sehr beschäftigt und das ist auch irgendwie immer 

irgendwie immer im Hinterkopf drin ist die perfekte Mutter zu sagen, die perfekte 
Partnerin zu sein, das beste Hausfrau zu sein, supertolle Arbeitnehmerinnen zu 

sein, eine Frau, die Karriere macht. Und dass schon sehr, sehr viele Anforderungen 
und Ansprüche und natürlich nur ein wahnsinniger Druck, der da auf einmal liegt 

neben dem Eltern sein.

9I_C_0503

00:07:13 Speaker C
Ja, ich glaub vielleicht ist das so es geht nicht unbedingt darum, keine Fehler zu 

haben oder keine Fehler zu zeigen aber gewisse Sachen möchte man glaube ich, 
nicht nach außen hin tragen ja. Wir sind keine perfekte Familie, ich bin nicht 

perfekt, meine Kinder sind auch nicht perfekt leider und aber es gibt glaube ich, 
gewisse Sachen, die möchte man nicht mit jedem ständig teilen. Also es gibt 

natürlich Situation in denen es einem selber vielleicht nicht gut geht, entweder 
körperlich oder mental. Und wenn da die Kinder nicht so funktionieren, wie man 
sich das vielleicht selber gerne wünschen würde, dann...und man gerade in der 

Öffentlichkeit ist und nicht zu Hause im privaten Bereich, dann möchte man diese 
Beurteilungen von außen einfach nicht haben und das ja kann zu unangenehmen 

Situationen passieren.

9I_C_0503

00:08:34 Speaker C
Ja, vielleicht das Bild mit dem...ich glaube, das soll 

eigentlich ein Gehirn darstellen oder ein Labyrinth, also 
eine etwas abstrakte Zeichnung. Ich glaube, dass das 
die Form stellt, ein, ein Gehirn da und das eigentliche 

Bild sieht aus wie eine Festplatte, das könnte auch 
irgendwie wie ein Labyrinth sein innen drin. Und ich 

glaub das spiegelt sehr oft meinen Kopf wieder weil ich 
irgendwie permanent das Gefühl hab an 1000 Dinge 

denken zu müssen, was mich angeht, was den 
Haushalt angeht, was die Kinder angeht. Und das führt 
auch so ein bisschen dazu, dass man sich ein bisschen 

überfordert fühlt.

9I_C_0503

00:09:22 Speaker C 
Ja schon. Das ist vielleicht ein Begriff, der momentan sehr viel verwendet wird, aber ich 
denke nicht ohne Grund. Also ich weiß nicht, ob das so ein Frauending ist, ob 
wir...manchmal habe ich das Gefühl oder ich bekomme von außen das Gefühl vermittelt, 
dass, dass man als Frau selbst schuld ist, dass man sich das auferlegt. Aber auf der anderen 
Seite sind es oftmals die Frauen zumindest in Partnerschaften, in denen es einen Mann und 
eine Frau gibt. Es ist halt oftmals Frau, die sich um das ganze Organisatorische kümmert ne, 
damit das alles funktioniert, so wie es funktioniert. Wie die Anmeldung für die Kinderkrippe 
oder Kindergarten bei uns ist es noch extrem, weil unterschiedliche Sprachen mit dazu 
kommen, aber ganz viel, was sich um die Kinder dreht, bleibt an mir hängen. Und das soll 
gar nicht böse klingen mein Partner hat auch viel zu tun beruflich. Aber es ist einfach so, 
dass gewisse Dinge an mir hängen bleiben und das macht natürlich auch was mit einem, 
wenn der der Kopf ständig beschäftigt ist mit irgendwas...so ähm, sich was zu überlegen zu 
organisieren. Weiß aber einfach, dass weiße gewaschene saubere Wäsche in den Schränken 
der Kinder ist. Also klingt völlig banal, aber wenn mein Kind dreckig oder schlecht riechend 
zum Kindergarten geht, dann weiß ich ganz genau, dass in Gedanken sämtliche Frauen 
wahrscheinlich...vielleicht auch später mit dem Finger auf mich zeigen. Und ja sie hat ihren 
Haushalt nicht im Griff, die zieht ihren Kindern dreckige Sachen an deshalb und hier alles 
so...vielleicht auch ein bisschen übertrieben, aber es sind trotzdem so eine.... .Ja, ich glaub 
es gibt einfach unbewusst oder vielleicht auch unterbewusst gewisse Anforderungen an die 
Frau. Und an die Mutter und die sind halt so in der Gesellschaft verankert und die...auch 
wenn wir versuchen, das vielleicht anders zu regeln, meint mein Partner macht auch viele 
Aufgaben im Haushalt, die vielleicht typischerweise Frauen Aufgaben sind zum Beispiel 
kochen. Und trotzdem merke ich, dass wir ganz oft in stereotypische Aufgaben Verteilungen 
verfallen also, die sich irgendwie über Jahrzehnte oder vielleicht Jahrhunderte entwickelt 
haben. Haben wir es trotzdem noch nicht so richtig heraus geschätzt. 

00:13:20 Speaker C
Okay, ähm, das ist tatsächlich eine richtig schwierige Frage. Aber ich find nachhaltig 

als Einzelperson zu sein ist in unserer Gesellschaft so wie sie ist nicht besonders 
einfach. Und als Eltern wird es auch noch schwieriger. Bin ich der Meinung. Also 

allein wenn man damit anfängt, Wegwerfwindeln zu benutzen oder die 
Waschbaren windeln zu benutzen. Ich gebe ganz ehrlich zu wir haben die einmal 

Windeln, die man wie man wegwirft, einfach aus dem Grund, dass es so schon viel 
Arbeit ist mit Kindern und das es exorbitant viel mehr Arbeit ist die auch noch zu 

waschen. Es gibt mit Sicherheit Mütter oder Väter, die da komplett anderer 
Meinung sind, und ich bin froh, dass es dich gibt. Für uns war es jetzt erstmal keine 

Option, nachhaltig Eltern zu sein.

9I_C_0503

00:13:20 Speaker C
Ja, ich glaub das fängt mit Kleidung an, 

was man ganz stark darauf achtet. 
Welche Kleidung konsumiert man. Wir 
haben jetzt das zweite Kind, dass heißt 

jetzt dann natürlich fast alle Kleidung ein 
zweites Mal benutzt, sicherlich nicht ganz 

verkehrt ist. Es geht weiter auch mit 
Nahrungsmitteln halt, dass man darauf 

achtet woher kommt die Nahrung.

9I_C_0503

00:13:20 Speaker C
Und da geht es natürlich auch darum, 
welche Produkte benutzt man ja und 

natürlich versucht man...oder wir 
versuchen Plastik zu vermeiden oder 
zumindest zu reduzieren. Komm aber 

auch an unsere Grenzen, vor allem, wenn 
es praktisch sein muss und schnell gehen 
muss. Dann ist es besonders schwierig.

9I_C_0503

00:13:20 Speaker C
Und auch wenn man das versucht, im Alltag zu leben. 

Wenn man viel Zeit hat und sie Zeit hat, sich Gedanken 
zu machen, dann geht das vielleicht noch. Aber gerade 

wenn man im Alltag Stress ist, ist es nicht immer 
einfach ja. Dann geht man eben zum Supermarkt und 

kauft da Nahrungsmittel ein, die oftmals 
Plastikverpackt ist, anstatt den weiteren also zumindest 

dann in unserem Fall so den weiteren Weg in Kauf zu 
nehmen und vielleicht nachhaltiger, weil regionaler.

9I_C_0503

00:13:20 Speaker C

Was ich zumindest mache in Graz hier ist, 
dass ich zum Bauernmarkt gehe. 

Regelmäßig zumindest, dass wir Obst 
und Gemüse regional und auch saisonal 

kaufen. Und auch Inhalt tierische 
Produkte regional einkaufen und das 

macht doch einfach mehr Spaß, also mir 
macht es zumindest mehr Spaß.

9I_C_0503

00:13:20 Speaker C

 Für die Kinder ist es auch 
interessant zu sehen, was eben 

gerade Saison hat. Das...da 
merkt man ja im Supermarkt 

eigentlich keinen Unterschied, es 
sieht ja im Sommer und im 
Winter immer gleich aus.

9I_C_0503

00:13:20 Speaker C

Und ansonsten...was heißt es es noch nachhaltig zu 
sein. Was mir aufgefallen ist, dass wir seit Pandemie 
Beginn...benutzen wir das Auto mehr. Ich bin vorher 
mit unserem älteren Sohn im Kindergarten mit dem 
Bus gefahren, weil der ja knapp 4 Kilometer weit von 
unserem Wohnort entfernt ist. Das möchte ich aber 
hoffentlich bald ändern, weil er in die Schule kommt, 

wie ganz bei uns in der Nähe. Und unser Jüngster 
kommt in die Krippe, die hoffentlich auch näher in  

unserem Wohnort ist. Also das sind schon auch 
Überlegungen...bewusste Überlegungen, Wege zu 

verkürzen, damit man eben ja zu Fuß gehen kann oder 
mit dem Fahrrad fahren kann.

9I_C_0503

00:17:46 Speaker C
Ich würde also, ich würde mich generell schon als tendenziell nachhaltig oder 

zumindest bewusst bezeichnen. Ich muss aber auch ganz ehrlich zugeben, dass ich 
nicht zero waste bin, ja also wir haben durchaus Verpackungsmüll und ich kauf 

auch Sachen, wo ich weiß das ist sicherlich nicht das Beste, was ich gerade kaufe. 
Aber es ist in dem Moment jetzt das Praktischste, das einfachste und schnellste. Ja, 

das ist einfach nicht immer umsetzbar. Ich versuch mich aber durchaus selber 
immer wieder daran zu erinnern, da besser zu werden. Ja, so Dinge, so einfache 
Dinge wie Verpackungsmüll zum Beispiel zu reduzieren, weniger Plastik in den 

Haushalt zu bringen. Auch gerade was Spielzeug angeht, was nicht immer 
funktioniert, weil die Vorstellungen von Eltern über gutes, kindliches Spielzeug geht 

selten...oder wir haben selten die dieselbe Meinung mit den Kindern. Insofern ist 
das ja auch nicht auch nicht immer so einfach, weil man natürlich auch auf die 

Kinder eingehen möchte und ich immer die die eigene Meinung ihnen aufzwingen 
möchte.

9I_C_0503

00:19:30 Speaker C
Ich würd sagen ja und nein. Also ich merke hin und wieder wenn...vorallem wenn 
mir verreisen, dass wir eigentlich auf einem guten Weg sind, auch wenn sicherlich 
nicht perfekt ist und auch wenn wir nach wie vor auch nicht Zero Waste sind. Aber 

ich merke schon, dass ich bei bestimmten Produkten wie zum Beispiel Seife 
komplett mittlerweile auf Plastik verzichte und das auch schon seit ein paar Jahren. 

Und dass ich merke, dass wenn ich woanders bin, viel mehr Plastik konsumiert 
wird wir das zum Beispiel tun. Also das ist insofern auch immer ganz nützlich und 
hilfreich mal aus seiner eigenen kleinen Blase auszubrechen und mal woanders zu 
sein mit anderen Menschen die vielleicht ihren Fokus auf andere Dinge legen. Und 

dann merkt man schon...da merke ich schon ok, da hat sich schon viel getan in 
meiner eigenen Denkweise und in meinem eigenen Bewusstsein.

9I_C_0503

00:19:30 Speaker C
 Ich bin auch sehr froh darüber, dass hier in Graz 
ziemlich viele Möglichkeiten haben, nachhaltig zu 

leben. Also gibt ja die Zero Waste Laden, es gibt die 
Bauern Märkte, es gibt viele Second Hand Läden und 
es gibt auch generell eigentlich ein gutes Angebot an 

hochwertigen Kinder Kleidungen und auch auf 
Spielsachen. Das heißt, wenn man das wirklich will und 

auch sicherlich das nötige Kleingeld dazu hat, dann 
kann man schon ziemlich viel machen, also das das 

Angebot ist auf jeden Fall da und wenn der Wille auch 
da ist, dann denke ich ist man da auf einem ganz guten 

Weg.

9I_C_0503

00:21:48 Speaker C
Ja, ich glaub das ist. Das kommt daher, dass, dass ich mein Bewusstsein in den 

letzten Jahren dafür geschärft habe, wieviel Verpackungsmüll eigentlich angehäuft 
wird, wieviel weggeworfen wird und vor allem wieviel Plastik und Mikroplastik im 
Meer landen. Und ich glaube, das ist das ist tatsächlich ein Prozess, das passiert 

nicht von heute auf morgen. Ich glaube, das reicht nicht aus, wenn man jemanden 
ein Bild zeigt von einer Mülldeponie oder davon wieviel Müll irgendwo nach Asien 
verschifft wird oder vielleicht ein Bild mit Plastikmüll im Meer. Ich glaub, das ist ja 

so ne Bewusstseinsschaffung und mit ja sich wiederholenden...ja bewusst machen 
der Problematik. Und wie schlecht ist eigentlich ist und wie lange das auch 

tatsächlich braucht bis es sich abbaut. Ich meine, wenn man daran denkt, dass 
Plastik 1000 Jahre braucht oder vielleicht auch länger um sich abzubauen, das ist 

eine verdammt lange Zeit und ich glaub, du hast auch ganz wichtig ist, sich bewusst 
zu machen, dass man letzten Endes möglicherweise oder sehr wahrscheinlich 

wieder konsumiert. Ja, also das was ich heute vielleicht am Plastik wegwerf, wenn 
das dann in die Meere gelangt und ich Meeres Tiere konsumiere...esse dann, dann 
landet das ja wieder einmal im Körper und ich glaub das ist  auch eine Sache, die 

mich beschäftigt.

9I_C_0503

00:21:48 Speaker C
Und ich hab auch einfach keine Lust 

ständig diese Plastik Sachen in meinen 
Haushalt zu tragen, um sie dann wieder 

raus zu tragen. Also das ist ja auch 
wahnsinniger Aufwand, ja der der drin 

stellt also Aufwand in der in der 
Herstellung, für die ganzen Firma. Aber 
für mich ist das auch nicht toll ständig 

diese riesigen Berge an Müll wieder aus 
meiner Wohnung rauszuschaffen, also 

das macht mir ja auch Arbeit.

10I_J_0503

00:24:05 Speaker C
Also für mich ist also das ist vielleicht auch etwas eigennütziger Gedanke daran. 

Aber ich versuche halt auch zu überlegen wie kann ich mir meinen eigenen Alltag 
vereinfachen? Ja also in mein als Familie hat man natürlich noch ein bisschen mehr 
Arbeit und Haushalt zu tun als vielleicht als alleinlebender oder als altes Pärchen.  
Und dann denke ich mir halt auch ok wie kann ich es schaffen...ja, mir die eigene 

Hausarbeiten bisschen zu vereinfachen? Und dazu vielleicht auch ich vielleicht mal 
selber ein Reinigungsmittel zu machen das mach ich nicht konsequent also ich bin 
da sicherlich keine vorzeige Mami, die jetzt hier total nachhaltig ist. Aber ich hab es 

auf jeden Fall schon ausprobiert und ich hab jetzt zumindest in einem Bereich 
unseres Ausfalls mache ich das tatsächlich selber, weil es weil es für mich einfacher 
ist, als ständig darauf zu schauen oh, wann ist mein Badreiniger wieder leer, wann 
muss ich da was Neues kaufen? Ja, das ist, insofern ist es für mich praktischer und 
ja, im gleichen Zug sicherlich auch nachhaltiger, aber ich glaub das ich glaub was, 
was vielleicht für Motivation beitragen kann ist wenn...das Individuum also jede 

Person einzeln auch an gewissen Vorteil davon hat.

9I_C_0503

00:26:16 Speaker C
Ja, ich glaub Sorgen kommen immer wellenartig auf und so...also ich beschäftige 

mich damit nicht jeden Tag das wurde glaub ich...also das würde ich gar nicht 
schaffen, mich damit ständig zu beschäftigen, aber es gibt natürlich immer mal 
wieder Situationen in den man sich dann doch intensiver damit beschäftigt. Vor 

allem wenn ich, wenn ich Fisch kaufe, ganz ehrlich gesagt....weil da irgendjemand 
mal gesagt hat, seitdem ich in Graz lebe, dass ich doch besser Wien Fisch kaufen 
sollen anstatt den Meeresfisch. Weil, da ist ja eh nur Plastik drin ist und das hat 

mich tatsächlich vor einigen...dann zum Nachdenken angeregt und seitdem 
versuche ich eigentlich Meeresfisch zu vermeiden ja. Und das das sind halt solche 

Momente oder auch Momentaufnahmen, die einen zum Nachdenken anregen. 
Und vielleicht habe ich jetzt keine 180 Grad Kehrtwende gemacht, aber das sind 

halt so Anregungen, wo man nach und nach irgendwie ein einen Bereich des 
Lebens bisschen ändert.

9I_C_0503

00:27:34 Speaker C
Ja, ich glaub...das ähm ist ganz stark Nachrichten abhängig. Vor 2 Jahren hat uns 

hat uns die Pandemie irgendwie angefangen in den Griff zu bekommen. Im Alltag 
ist es vielleicht auch eher der, der Krieg innerhalb der Ukraine. Es gibt natürlich 

auch noch andere Teile auf der Welt in den es Krieg gibt wie vielleicht gerade nicht 
da im Fokus stehen, weil sie einfach vielleicht ein paar Kilometer weiter weg sind. 
Ja, ich glaub das kommt immer ganz stark drauf an, was einen persönlich gerade 

betrifft...na also wenn ich irgendwie in den Zeitungen lese, dass sich einige 
Menschen in Wien mit Jod Tabletten eindecken, weil einfach die Gefahr ja eines 

nuklear Krieg oder einer realen nuklearen Gefahr vor der Haus besteht. Dann ist 
natürlich der der Plastikmüll für mich in dem Moment überhaupt nicht relevant. 
Aber wenn solche Ängste nicht akut sind, dann hat man natürlich mehr Zeit und 

auch Musse sich mit solchen Themen auseinanderzusetzen. Also es kommt 
natürlich immer ganz stark drauf an, was einen persönlich gerade beschäftigt.

9I_C_0503 Segmentation

Compromises when 
kids want something 

non sustainable

Combining 
sustainable and non- 
sustinable behavior

Sustainable behavior 
needs to be 

feasible/actionable

00:33:54 Speaker L
Aber wenn es mir grad möglich 
ist, dann schau ich schon, dass 

ich schon schau, wo kommt das 
Produkt her? Ja, wie ist das 

hergestellt worden? Wie waren 
die Arbeitsbedingungen ja.

7I_L_2402

00:49:04.800
Felix: I think it's difficult to find or find reliable information on the sustainability of 

the product.

00:49:19.170
Elisabeth Tschavgova: Why is it difficult?

00:49:21.810
Felix: Because it's usually...say the vast majority of information about a product 

usually comes from the manufacturer. And I think the manufacturer as a natural 
conflict of interest. So, if my product has a really shitty value chain but I make a lot 
of money from it. Then I probably won't tell my customers about it. And then it's 

again this thing of how do you say how wide is your is your vision of sustainability, I 
think there are some companies out there that have a very holistic approach. To 
take , for example, Patagonia. But there are many other companies that are just 
like jump on the rolling train because it's the It thing right. It's a trend. And in 5 

years it is gonna be something else.

8I_G_2802 There is not 
always trust 

in the 
manufacturer

00:37:06 Speaker E

Also es geht ja nicht, dass du 
dich unendlich in alle Bereiche 

rein informierst und dann kannst 
du deinen Job aufgeben und 

dann kannst du einfach ein einer 
- ich informiere mich über Dinge 

– Beruf machen.

5I_E_2302

Testing 
Websites

00:32:10 Speaker E
(...)ähm generell also ich Google 
Sachen schon gerne. Also dass 
ich einfach schau, was gibt so 
drüber? Was ist auch so also 

auch so Kritik. Was ich ganz gern 
mach, dass ich das Produkt 

eingibt mit Kritik dazu, was gibt 
es Negatives?

5I_E_2302

Internet/Google 
+ Reviews

00:20:09 Speaker M
Na, das sind eher Erwartungen an uns an uns selber, ich hab das wieso in den 

letzten...ja, 10 Jahren so immer ein Größeres, wahrscheinlich auch, einfach weil es 
präsenter generell in der Gesellschaft ist... muss man ja nicht sagen...und 

irgendwie und...auch also einfach, dass wir in die in den letzten 10 Jahren, da 
immer mehr reingerutscht sind, dass wir unser Leben auch ohne sie schon 

möglichst nachhaltig gestaltet haben. Wir wissen natürlich, dass da viel, viel, viel, 
viel Luft nach oben ist. Aber und deswegen war es auch, was uns vorher schon klar, 

dass das mit nachhaltig zu leben mit Kind nicht unbedingt leichter ist als ohne 
Kind. Und deshalb war es schon wichtig, dass wir schon wo können wir vielleicht, 

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

4I_KM_2302

Pressure 
from the 

inside

Pressure 
from the 
outside

Pressure 
because 

you are the 
weird one

There is pressure to be more sustainable on parents, 
which is rooted from the inside and from the outside.

The external pressure varies a lot on the social 
environment of the parents.

Based on the interviews conducted internal pressure 
is a stronger reason to be sustainable and ensure to 

keep it up longer

Pressure 
though the 

perfect social 
media world

Gender roles 
and societies 
expectations 

towards 
woman

Pressure 
from the 

family

There is a lot of pressure on the parents 
though society and also thourgh their 
own family. Specifically there is a lot of 
pressure on the mother, to live up to all 
the expacations. Which leads to a very 

high mental load on them

It seems that sustainable 
parents tent to not buy things as 

preparation. They don't often 
wait to see if they actually will 

need the product.

Some bought products are not 
being used or just used for a short 

amount of time. And even when 
used for the first child for the 

second the product is not being 
used further.

The right mindset 
and experience can 
help to prevent this

Hygene

Instant 
accessability 

/ 
convenience

Second hand products would 
be more often considered if 
the hygene aspect woudn't 

be such a problem

Parent's want instant 
accessbility if they 

need a product

Safety

Affordability

Origin/
working 

conditions, 
materials/ 
toxinfree

00:33:01 Speaker E
Was vielleicht ein gutes Beispiel ist unser 

Rad Anhänger Wir haben uns für den 
teuren Rad Anhänger entschieden, für 
den den Cherio statt dem Cruiser. Der 
Cruiser kostet, glaube ich nicht einmal 

ein Drittel. Aufgrund von wo ist er 
produziert worden, wie sind die 

Bedingungen einfach... die 
Arbeitsbedingungen.

5I_E_2302

Ergonomical

practical

All parents have 
bought at least one 

product second hand 
for their child.

Consume 
less

One of the most common strategies 
of parents to be more sustainable is 
to consume less and question. What 
do I really need? Minimalism is also 

often mentioned in this context.

There are so many products 
parents can but and it is very 

hard to make the right 
decision and to know what to 

buy

Parents need space to try 
out different products and 
see what work the best for 

their child

Being sustainable 
for yourself, to 
not feel guilty.

Views on 
Sustainability

Views on 
parenthood

parents like to buy things 
they consider interesting and 

nice from their perspective 
not only from the child 

perspective.

Having a 
new 

mindset

No 
pressure, 
have fun

00:45:20 Speaker M
Genau, dafür haben wir dann genau, vielleicht haben 
wir dann dafür kompensatorisch bei anderen Sachen 
dann wieder gesagt, dass müssen wir echt nett, das 

brauchen wir echt nicht neu. Ja, machen wir haben uns 
schon bei vielen Sachen Gedanken gemacht, das und 

das und das brauch ma. Und dann haben wir gesagt ok 
was, was wollen wir da von neu haben und aus was für 
einen Grund und was davon muss echt nicht neu sein?

4I_KM_2302

taking 
classes

make 
everyday 
life easier

Find 
your 

own way

Some 
tipps

00:17:59 Speaker E
Aber eben dieses generelle kaufen ist auf 
jeden Fall etwas wo man mal heutzutage 
einfach dadurch, dass die Möglichkeiten 
so da sind sicher zu viel und zu schnell 

Dinge einkauft, wo man sich nicht zu viel 
Gedanken macht, dass man es wirklich 

braucht und eben auch sich wirklich 
ernsthaft überlegt wo könnte ich das 

nachhaltiger hergekommen?

5I_E_2302

00:11:06 Speaker J
Für mich bedeutet es nicht 

sinnlos, irgendetwas zu kaufen, 
was ich erstmal gar nicht 

benötigt, also wir überlegen 
brauche ich das wirklich? Kosten 
nutzen, Rechnung nenne ich es 
für mich selber. Also wie soll ich 

dir das sagen?

10I_J_0503

Becoming a  parent 
influences the sustainable 

mindset of parents and 
raises awareness.

Parents want to teach 
their children their 

sustainable mindset.

There is a lot of concern for future 
generations and the children of 

their children. Wish that their kids 
would have similar nature in their 

childhood as parents had.

Education, 
experience 
and dialog 3r

interaction with 
plants and 

nature Gamification 
(picking up 

trash 
together)

Explaining 
food in 

the store

Sustainability is a process. It takes 
time and exploration on what work 
best for the different families and 

need space for trial and error. 
Exploration can be a positive 

journey.

Mobility
High 

expecations 
and plans

Despite all 
preparations 

difficult

Not enough 
energy 

because of the 
parenthood

Inconsitency

Difficult to 
integrate into 
everyday life, 
to much work

There are different problems 
parents face when it comes to 

be more sustainable. The 
biggest one is to integrate this 
behavior in the everyday life.

Diet and growing own food is 
very common for most 

families in term of 
sustainable actions. As well 

as separating trash

Parents are concerned about the 
climate crisis but it is a topic they 

manage to escape. They seem to be 
more concerend about the future 

for their kids rather then thinking on 
short term and impact on them

Time
Infrastructure

Accessability 
to the right 
information

Sustainability is seen as a 
privilege, specifically when 
it comes to time. Time is 

connected to infromation

Topic to 
big to be 
an expert

Second hand 
statements

00:29:58 Speaker C
Ja, ich muss natürlich dazu sagen, dass 

wir jetzt das zweite Kind haben, das 
heißt, wir haben natürlich schon ziemlich 
viel zu Hause und die letzten Produkte, 

die ich gekauft habe, habe ich tatsächlich 
Second Hand gekauft oder Caritas. Und 
das ist so ein Schlafsack für Kleinkinder 

und ein Overall... einfach so ein Anzug für 
ein Baby.

4I_KM_2302

00:30:34 Speaker C
Ich hab auch einen Schnuller gekauft und da hab ich glaub ich echt 15 Minuten vor 

diesem Regal gestanden und geguckt ob man das irgendwie ja, Plastik reduziert 
kaufen kann. Ich muss ganz ehrlich sagen ich weiß nicht, ob meine Entscheidung 
besonders gut war aber ich hab einen genommen aus Kautschuk. Weil ich dachte 
ok Kautschuk. Und waren wie das einzige Produkt was glaube ich nicht aus Silikon 

ist, ob die anderen sind aus Silikon? Und ja, ich....also ich meine, das ist eine 
herkömmliche Drogerie, in der ich das gekauft habe, weil ich bin jetzt nicht extra 
im besonderen Laden gegangen. Ich bin mir auch ehrlich gesagt nicht sicher, ob 

das Produkt besser ist als die anderen. Preislich kann ich mich jetzt nicht erinnern, 
ob es ein großer Unterschied war, aber ich dachte mir ok, sieht zwar nicht schöner 
aus als die anderen, aber ich hoffe, dass es ein besseres Produkt ist ja. Ich hab das 
ist auch wirklich nicht einfach immer zu wissen was ist eigentlich das Wichtige, weil 
es einfach so viel Produkte am Markt gibt und nicht jeder auch die Zeit hat sich da 
permanent damit auseinanderzusetzen. Ja, welches Produkt jetzt gut ist, welches 

nicht gut ist...wie entsorgt man das letzten Endes? Aber gerade bei Babyprodukten 
das ist natürlich besonders schwierig, also was jetzt nicht unbedingt Kleidung 

anbelangt, kann man natürlich relativ einfach wiederverwenden. Aber Dinge, wo es 
wirklich um Hygiene geht, also die Dinge, die im Mund landen. Da ist es tatsächlich 
schwierig, ohne dass man jetzt sich besonderes wissen hat, weil man zum Beispiel 
Hebamme ist oder Ärztin und in den Bereich arbeitet finde tatsächlich schwierig, 

da immer diese Entscheidungen zu treffen.

9I_C_0503

00:33:00 Speaker C
Ganz richtig ja net mal...besonders beim ersten Kind 
weiß man sowieso überhaupt gar nicht was braucht 

man eigentlich und ich glaub jede, alle Elternteile 
würden diese Frage völlig anders beantworten, was 
auch total legitim ist, weil jeder Mensch ist, andere 
Bedürfnisse sind natürlich unterschiedlich. Und ich 
glaube, wir haben beim ersten Kind einige Produkte 

gekauft, die ich beim zweiten ganz sicher nicht 
nochmal gekauft hatte und die mittlerweile auch 

rumstehen, die nicht benutzt werden. Weiß nicht, weil 
sie nicht unbedingt nötig sind jetzt.

9I_C_0503

00:33:44 Speaker C
Also ich hab die nicht 

gekauft, aber mein Partner 
hat die gekauft, der hat da 
glaub ich ziemlich viel Spaß 

daran, sich irgendwie 
1000000 Reviews 

durchzulesen
9I_C_0503

00:33:44 Speaker C
Also ein Produkt zum Beispiel ist so ein  Fläschchenwärmer also wenn man zum 

Beispiel in der Stillzeit Milch abpumpt und die im Gefrierfach oder im Kühlschrank 
lagert, dann kann man die mit dem kleinen Gerät ich glaube da füllt man Wasser 

rein. Das kann man ganz praktisch in die Steckdose stecken. Dass sich das Wasser 
relativ schnell erhitzt. Und dann steckt man oder stellt man die Flasche mit der 
Muttermilch da rein, und das wird halt relativ schnell erwärmt, sodass man sie 

quasi schnell ein bisschen verwenden werden kann. Und es war tatsächlich beim 
ersten Kind gar nicht so schlecht. Da haben wir das sogar ein bisschen genutzt. 

Beim zweiten überhaupt gar nicht. Das ist viel zu viel Aufwand ist, also das 
abpumpen, das hab ich gar nicht gemacht. Wir haben auch keine Muttermilch im 

Kühlschrank gelagert, das heißt dieses Produkt war völlig überflüssig. Und 
persönlich auch nicht nochmal kaufen.

9I_C_0503

Not knowing if it 
was the right 

product

00:33:44 Speaker C
Ich meine, das ist natürlich 

Geschmackssache. Beim ersten Kind 
haben wir es benutzt, beim zweiten nicht, 

dass man beim zweiten Kind hat man 
wahrscheinlich auch ne Prioritätenliste 
oder Prioritäten ganz generell. Hat man 
auch weniger Zeit als beim ersten Kind.

9I_C_0503

00:33:44 Speaker C
Und ein zweites Produkt was, was ich auch nicht nochmal kaufen würde, ist so ein 

Sterilisierter. Das ist es einfach ein ganz großes Plastikgefäß, wo man halt 
Fläschchen, Nuckel und alles mögliche rein machen kann, ein bisschen Wasser rein 
gisst, auch in die Steckdose rein steckt und anschaltet und dann wird es erhitzt und 

dieser Wasserdampf soll dann halt die ganzen Bakterien töten. Und man kann 
natürlich alternativ auch einfach n Topf auf den Herd stellen mit Wasser und dass 5 

Minuten abkochen und ist vielleicht ein bisschen mehr Aufwand. Das dauert 
natürlich ein bisschen mehr. Aber das ist absolut machbar. Alles das ist zum 

Beispiel...es nimmt unheimlich viel Platz weg und ich würde das nicht das nicht 
unbedingt kaufen.

9I_C_0503

00:35:59 Speaker C
Ja, weil wir dachten, das stimmt 

ganz tolle Sachen unten das 
Leben erleichtern und das hat ja 
auch gestimmt. Also wir haben 
es ja auch am Anfang benutzt, 
aber irgendwann wird’s...denkt 
man sich ja eigentlich und ich 

brauch nicht unbedingt.

9I_C_0503

00:36:17 Speaker C
Ja, ja und die ja die Meinung 

ändert sich natürlich auch. Es ist 
schon einige Jahre her, dass 
unser erster Sohn geboren 

wurde. Der 2016 geborenen und 
jetzt 6 Jahre. Der Geschmack 

ändert sich auch ein bisschen.

9I_C_0503

00:37:12 Speaker C
Reviews lesen also Produkt 

Bewertungen von anderen Eltern 
und mittlerweile gibt es glaube 

ich auch einige Webseiten. Oder 
auch neben auch Läden in denen 

man sich ganz gut beraten 
lassen kann.

9I_C_0503

00:37:51 Speaker C
(...), also gerade diese Fläschchenwärmer und Sterilisator die sind ja wieder aus 

Plastik gemacht und das würde ich schon ganz gern vermeiden. Es sei denn es ist 
wirklich unbedingt notwendig. Oder ist es zumindest auch so konstruiert, dass es, 
dass es ein bisschen länger hält. Und jetzt zum Beispiel neulich erst...also wir wie 

gesagt, wir haben einen Sterilisator und ich hab den auch neulich erst benutzt, weil 
wir den nun mal haben. Und mir ist neulich das Oberteil runtergefallen und da ist 
ein Teil so ausgebrochen, dass man das im Grunde genommen nicht mehr richtig 

reparieren kann und das finde ich extrem ärgerlich. Man kann es nach wie vor 
benutzen und ich werde es auch weiterhin benutzen. Aber wenn ich zum Beispiel 

weitergeben möchte also verkaufen kann ich sowieso ausschließen und das 
funktioniert nicht mehr. Aber selbst beim weitergeben an jemanden, der vielleicht 

jetzt nicht unbedingt in meinem Freundeskreis ist, wird wahrscheinlich schon 
schwierig aufgrund dieses...ja, dieses Manko. Und das finde ich schon sehr 

ärgerlich, ja.

9I_C_0503

00:39:51 Speaker C
Ja, und zwar wie leicht sich die Produkte pflegen lassen 
oder warten lassen. Also wenn es Produkte sind oder 

Elektronik, dass man sie halt ordentlich sauber 
bekommt. Am Beispiel bei den Milchfläschchen nur die 

sollte man ja möglichst gründlich reinigen können. 
Darauf würde ich achten. Und bei Produkten wie zum 
Beispiel...also wir haben zum Beispiel auch ein Mixer 

für Babyessen, damit wir halt nicht ständig diese 
Gläschen kaufen müssen und das ist halt einfach ein 

hochwertiges Produkt ist, was man im schlimmsten Fall 
auch reparieren kann.

9I_C_0503

00:39:51 Speaker C
Ich hatte auch mal die Erfahrung, ein Mixer zu haben, der kaputt gegangen ist und 
den man nicht reparieren kann. Ich bin damit sogar hier in Graz zum Repair Café 
gegangen...ist weiß nicht, ob dir das ein Begriff ist. Aber das ist eine Initiative von 

halt von Leuten wie sich darum bemühen halt, Geräte...vor allem elektrischer 
Geräte zu reparieren und das konnte man nicht reparieren und das fand ich schon 
Schade. Ja, das fand ich irgendwie ärgerlich, weil es auch ein Markenprodukt war 

und ich mir denke, dieses Produkt ist so konzipiert worden, dass es halt 
irgendwann von alleine defekt wird. Das ich mir halt ein neues kauf...also sowas 
finde ich...ja was ärgert mich dann schon. Darauf würde ich halt achten, dass es 
zumindest...ja so konstruiert ist und so angedacht ist, dass man das tatsächlich 

warten und pflegen und reparieren kann. Ja, also wenn ich halt schon...also 
manchmal also es lässt sich sicherlich nicht immer Plastik vermeiden. Plastik ist 

auch nicht immer ein schlechtes Produkt, aber dann soll es wenigstens was sein, 
was halt auch einfach lange hält und was man vielleicht auch...ja weitergeben kann 

an andere Eltern.

9I_C_0503

00:42:22 Speaker C
Druck verspüre ich in der Hinsicht ehrlich gesagt überhaupt nicht, also ich versuche 
eigentlich immer minimalistischer zu leben, also weniger Sachen zu haben, weil ich 

einfach merke, dass mich das total überfordert, viele Dinge zu haben. Vor allem, 
wenn man Kinder hat und kleine Kinder, die noch nicht selber viel aufräumen. Da 

fühle ich mich tatsächlich wohler, weniger zu haben (...)
Und Druck verspüre überhaupt nicht ganz im Gegenteil, also ich bin froh, wenn ich 
was nicht habe. Also ich hab auch zum Teil schon Sachen angeboten bekommen. 

Und man bekommt natürlich wenn ein Kind im Kindergarten ist, dann hat man 
natürlich auch Kontakte zu anderen Eltern ...und mir wurden schon öfter Dinge 

angeboten für unser zweites Kind also für das Baby. Und das hab ich immer 
dankend abgelehnt, ich fand das total lieb, dass sie mir das Angeboten haben und 
es wäre ja, man könnte ja auch sagen, es wäre nachhaltig, weil das wurde ja schon 
von ein oder zwei Kindern benutzt. Aber ich bin tatsächlich froh, je weniger Dinge 

ich in meinem Haushalt habe, dass das so wohler fühle ich mich eigentlich insofern 
ja mach ich mir lieber länger Gedanken über die Dinge, die ich anschaffe als ja, 

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

9I_C_0503

00:42:22 Speaker C
natürlich habe ich jetzt natürlich 

viel mehr Erfahrung als beim 
ersten Kind und mach mir länger 

Gedanken darüber, ob ich ein 
Produkt wirklich brauche als ich 
das beim ersten gemacht hab.

9I_C_0503

00:44:04 Speaker C
Ja ja, nur leider war 

das bei uns halt 
auch ein Prozess.

9I_C_0503

00:44:22 Speaker C
Man muss natürlich auch dazu sagen, 

dass das ja alle Eltern, dass auch anders 
machen...also die einen brauchen das 

Produkt und die anderen vielleicht nicht 
unbedingt. Aber oftmals macht das 

Macht das eben die Erfahrung. Ja es hilft 
einem nicht immer unbedingt immer 

Empfehlungen zu bekommen, auch nicht 
aus dem Freundeskreis, weil man halt ja 
wie gesagt selber die Erfahrung machen 

muss.

9I_C_0503

00:45:47 Speaker C
Ne, also das ist ja das ist also....was einem tatsächlich erschlägt als Eltern ist 

einfach die Flut und die Masse an Produkten und das es unheimlich zeitaufwendig 
ist da die richtigen Produkte zu finden...es gibt, sicherlich Produkte, da zögert man 
nicht, dass man sie braucht, wie zum Beispiel Kinderwagen oder die Babyschale im 
Auto. Und selbst da gibt es so viele unterschiedliche Produkte, dass es einfach sehr 
zeitaufwendig ist, da das richtige Produkt zu finden. Ich glaube nicht, dass wir das 

richtige Produkt haben und dennoch denke ich, dass es Blödsinn wäre, jetzt 
nochmal einen neuen Kinderwagen kaufen...einfach aus finanzieller Sicht, aber 

auch natürlich...es ist ja immer wieder...wenn da immer auch wieder Ressourcen 
und Energie gibt, die darauf draufgeht.

9I_C_0503

00:45:47 Speaker C
Ja, es ist glaub ich unabhängig davon, ob man Eltern ist oder nicht ist da immer 

so... vielleicht ein bisschen Druck, nachhaltig zu sein. Ja, auf jeden Fall, wie gesagt, 
was ich schon gesagt hatte...ich habe jetzt oder ich spüre jetzt nicht unbedingt den 

Druck ein bestimmtes Produkt besitzen zu müssen. Aber der Anspruch an die 
Nachhaltigkeit, der ist sicherlich unterschwellig immer da. Also... .

Auf jeden Fall auch zu, wenn ich daran denke ich hab mir nämlich vor kurzem eine 
potenzielle Kinderkrippe angeschaut für mein zweites Kind. Und hab ein Vater 

gesehen, der sein Kind gerade abgeholt hatte. Der mit dem Fahrrad da war und 
den Fahrradanhänger und dachte ich mir okay, es gibt halt Eltern wieder sehr viel 

Wert darauf legen, nicht mit dem Auto zu fahren. Ich habe schon erwähnt, dass wir 
seit Pandemie Beginn verstärkt das Auto benutzen. Ich bin vorher auch ja mit dem 
Fahrrad oder mit dem Bus gefahren, aber wenn ich solche Eltern sehe, dann...und 

ich an dem Tag selber nicht mit dem Fahrrad gefahren bin, dann hab ich 
tatsächlich ein bisschen schlechtes Gewissen und denk mir ok unser 

Fahrradanhänger der steht im Keller und daneben und mein Fahrrad. Ja, das 
beschäftigt...oder man denkt schon darüber nach also ich finde jetzt nicht 

besonders schlimm. Ich hab jetzt nicht, ich renn jetzt nicht den ganzen Tag mit 
einem schlechten Gewissen rum, aber es beschäftigt er natürlich dann wieder 

schon.

9I_C_0503

00:45:47 Speaker C
Aber noch krasser finde ich eigentlich die Entscheidung über Produkte also was, 
was welche Produkte brauche ich und dann welche Produkte kaufe ich? Was halt 

gerade im Baby Bereich so im ersten halben Jahr also was Schnuller angeht, 
Fläschchen, dann Sterilisator, Fläschchen wärmer falls man sowas braucht oder auf 

Mixer. Die sind halt alle aus Plastik ja, oder aus Materialien, die 
höchstwahrscheinlich nicht besonders nachhaltig sind. Aber wie stelle ich denn als 

Konsument, ohne jetzt nochmal Wissenschaftler und ohne ein Doktorat zu 
machen, wie treff ich die Entscheidung ja... also das ist verdammt schwierig und ich 

wünschte mir, dass da auf politischer Ebene mehr passiert. Dass die Firmen 
gezwungen werden, da nachhaltiger zu agieren.

9I_C_0503

00:45:47 Speaker C
 Also da würde ich auch lieber mein Geld investieren in 

ein gutes Produkt was auf der einen Seite lange hält, 
auch wenn vielleicht...paradox klingt, weil man 

natürlich die Produkte für Babys immer nur relativ für 
eine relativ kurzen Zeitraum benutzt. Aber wenn man 

zumindest gleich mehr als ein Kind hat, dann kann man 
zumindest, dass wir alle Kinder mit benutzen.Aber gib 
mir trotzdem ein besseres Gefühl ein gutes Produkt zu 
kaufen. Was im Idealfall auch nachhaltig ist und nicht 
halt immer diese ganzen Wegwerfprodukte verkaufen 
die....ja, vielleicht für meinem Geldbeutel erstmal gut 

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

9I_C_0503

00:50:41 Speaker C
Ja was ich vielleicht teilen würde ich hab wahrscheinlich es eh schon erwähnt, dass 
das ich sehr schwierig finde nachhaltig zu leben, also ganz generell und als Eltern, 

aber auch nochmal im Besonderen einfach...ja, weil es einfach so viele 
Entscheidungen gibt, wie man, die man treffen muss als Elternteil. Und weil man 

halt einfach kein Experte ist oder wahrscheinlich die meisten auf dem Gebiet keine 
Experten sind. Und da wär man glaub ich als Eltern oder ich dir als Mutter sehr 
froh wenn ich mir diese Zeit nicht noch nehmen muss, für jedes Produkt extra 

recherchieren zu müssen. Was einfach so viel Zeit, dass du dabei draufgeht. Ich 
wäre sehr dankbar, wenn es die Firmen übernehmen würden und wenn vielleicht 

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

9I_C_0503

00:17:44 Speaker M
 Ja, ich glaub für mich bedeutet nachhaltig Eltern sein 
dem Kind einen gewissen Wert mitzugeben. Indem 

man zum Beispiel also ich merke es, wenn wir Balkon, 
Gemüse haben, im Sommer, in dem man zeigt was da 
für ein Aufwand dahinter steckt damit etwas wachst 

und das zu ernten und das dann auch zu genießen und 
vielleicht zelebrieren. Wie die erste Gurke und wie die 
schmeckt? Und wow voll gut. Also, das ist bei uns ein 

bisschen ein Festakt quasi. Und da vielleicht auch 
einfach Aufmerksamkeiten mitzugeben, dass etwas 

wertvoll ist.

6I_DM_2402

00:17:44 Speaker M
Dass, dass das nicht alles als gegeben ist, sondern...also ich hab überhaupt kein 
Problem damit, wenn die F. sich jetzt zum Beispiel einen Granatapfel aussucht 
eben im Spar. Ich find das darf auch einfach sein, aber dann finde ich es auch 
schön, wenn wir das gemeinsam genießt und kostetet und probiert. Und das 

gleiche haben wir auch bisschen mit Fleisch. Auch jetzt ist die irgendwie schon 
langsam versteht das Fleisch, das wir essen Tiere waren. Und es ist auch so ein 

Grat, zwischen ehrlich zu sein und zu sagen ja, das waren Tiere. Und Tiere leben oft 
dafür, dass wir sie essen können und gleichzeitig ihr aber das auch nicht schlecht 

zu reden, sondern sie auch einfach wenn Sie mal Lust auf Schinken hat, dann gibts 
einen Schinken. Aber das ist nix, was...das ist dann trotzdem besonders würde ich 
sagen, oder? Jetzt haben wir einen Schinken und das schmeckt ihr dann gut und 

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

6I_DM_2402

00:21:29 Speaker D
 Ja, stimmt. Aber prinzipiell so sie dir so dieses...ich hab 

jetzt ein bisschen nachgedacht. Dieses Thema 
Nachhaltigkeit...ist find ich total, also extrem wichtig, 

aber mir fällt es auch wirklich sehr schwer teilweise. In 
Bezug auf wie wir leben, wie wir...schon allein, wenn es 
darum geht, wieviel Müll wir verbrauchen so. Einfach 
das ist, finde ich nicht so einfach und das ist natürlich 

auch eine finanzielle Sache, also wir würden...ich würde 
liebend gern keine Ahnung, jeden Tag oder jede Woche 
zum Markt gehen oder zum Verpackungsfreien Laden 

und dort einfach den Wocheneinkauf machen. Aber ich 
kanns mir einfach bei weitem nicht leisten, das ist 

einfach nicht möglich.

6I_DM_2402

00:21:29 Speaker D
Und auch so Dinge wie zum Beispiel...ich meine, das ist 
jetzt nicht mehr aktuelle, aber es wird wahrscheinlich 
wieder aktuell so Stoffwindeln. Aber da ist die Frage, 
wieviel Wasserverbrauch und bla bla bla... kann man 

dann ja eh von hundertsten ins Tausende gehen. Aber 
das ist prinzipiell, wir haben das oft probiert, immer 
wieder mit der F. als sie noch halt wirklich sehr viel 

wickelt worden ist. Das hat eine Zeitlang eh 
funktioniert, aber wir sind halt immer wieder zu diesen 

Wegwerfwindeln zurückgekommen. Und die sind 
halt....

6I_DM_2402

00:22:56 Speaker M
Aber vielleicht sagt muss ich da auch einfach....also ich 

glaub zu sagen, aber nur das ist richtig, ist sowieso 
falsch. Es gibt Phasen da ist es total stressig und da 
kann man einfach nicht jeden Tag waschen und das 
stinkt halt auch wenn es nicht gleich passt oder nicht 

jeden Tag waschen oder jeden zweiten Tag wascht. Im 
Sommer ist es ein bisschen Wurscht da kannst du es in 
die Sonne legen und es getrocknet. Also ich find diese, 
man darf sich glaub ich auch je nach Energie Level ein 
bisschen was rausnehmen. Dass man sagt da gibt es 

jetzt Kapazitäten und jetzt halt einfach nicht, weil es ist 
jetzt einfach zu viel.

6I_DM_2402

00:41:32 Speaker E 
Ja! Teilweis schon. Aber ich, ich löse mich davon immer mehr. Also ich merke, dass das 
einfach mir nicht guttut und dass das auch was ist, was sich gesellschaftlich ganz 
fürchterlich find. Dieser Anspruch einfach, aber das ist halt, was man über Generationen 
mitbekommt und dementsprechend ist es auf jeden Fall da auch, dass ich mir einfach eben 
mehr Gedanken mache. Wobei das also das Gedanken machen ist sicher nicht nur 
deswegen so, weil das quasi von außen so gefordert wird, das glaube ich nicht. Sondern das 
ist echt so mein meine, mein eigener Anspruch ist immer wieder neu besser zu machen. Ich 
hab auch nicht den Anspruch, dass ich die Entscheidung...ich bin jetzt auch nicht dass ich 
sage, ich habe diese Entscheidung getroffen, und das ist jetzt die hundertprozentig richtige 
Entscheidungen und wenn jetzt irgendwas, ich hab was Besseres gefunden, dann bin ich 
beleidigt. Denk mir oh Gott, das hab ich versagt oder sowas, sondern ich bin immer offen 
für neue Ideen also ich glaube, da bin ich nicht ganz so so tief drinnen, in dem dem Thema, 
dass mich das so belastet oder sowas. Wenn jetzt irgendwas sagen würde du ich hab das 
jetzt nachlesen das und das ist total schlecht. Beispiel zum Beispiel dieses Bambus Geschirr! 
Das Bambus Geschirr ist mit Melanie und Melanie ist eigentlich voll schlecht, das hab ich 
erst irgendwann rauskommen. Also früher, wir haben gar kein Bambus Geschirr gehabt, 
aber es war immer wieder Thema. Und dann haben wir uns auch informiert oder sowas 
oder irgendjemand hat uns das erzählt. Und theoretisch hätte ich jetzt schon kaufen 
können, also das war jetzt nicht praktisch schon da, aber es war dann eben die Information, 
dass Melanin total schlecht ist. Und damit war es dann erledigt, aber ich kann mir gut 
vorstellen, dass wenn ich das gehabt hätte und jemand sagt mir das sagt, dass ich dann sag 
ok gut Produkt kommt weg. Und dann habe ich wieder etwas dazugelernt. Und nicht, dass 
ich dann deswegen das Gefühl habe Gott ich bin eine schlechte Mutter oder sowas. Sondern 
es ist einfach auch wieder Prozess immer wieder neu dazulernt und es einfach so unendlich 
viele Themen gibt, wo man sich aber auch wirklich befassen kann. Und alles schafft man 
aber natürlich nicht. 

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

(Kind komt um gute Nacht zu sagen)
Ja, okay, interessant also generell. Es ist 

einfach zu groß, das Thema 
Nachhaltigkeit zum Teil, dass man da 
wirklich hundert Prozent Experte ist?

00:43:53 Speaker E
Ja.

5I_E_2302 Topic to 
big to be 
an expert

00:22:56 Speaker M
Aber vielleicht sagt muss ich da auch einfach....also ich 

glaub zu sagen, aber nur das ist richtig, ist sowieso 
falsch. Es gibt Phasen da ist es total stressig und da 
kann man einfach nicht jeden Tag waschen und das 
stinkt halt auch wenn es nicht gleich passt oder nicht 

jeden Tag waschen oder jeden zweiten Tag wascht. Im 
Sommer ist es ein bisschen Wurscht da kannst du es in 
die Sonne legen und es getrocknet. Also ich find diese, 
man darf sich glaub ich auch je nach Energie Level ein 
bisschen was rausnehmen. Dass man sagt da gibt es 

jetzt Kapazitäten und jetzt halt einfach nicht, weil es ist 
jetzt einfach zu viel.

6I_DM_2402

00:23:43 Speaker D
Ja, also für mich ist es ein wichtiges Thema aber schwierig. Und ich find aber das je 
älter die F. wird, desto...also am Anfang finde ich, wenn die Kinder noch ganz klein 

sind, geht es eher darum, dass man das ein bisschen vorlebt. Auf sich selber 
einfach schaut, dass es passt und je älter die Kinder dann werden, umso mehr 

muss man halt auch aktiv in den Dialog mit den Kindern gehen und Dinge 
wahrscheinlich...also ich kann mir vorstellen, dass die F. sehr viel Fragen stellt zu 

nachhaltigen Themen wie auch immer. Also jetzt allein, wo sie, wo sie schon 
langsam merkt, dass Fleisch von Tieren ist, das hat sie vorher nicht...war halt in 

ihrem Kopf nicht ja natürlich. Aber jetzt, also sie mag zum Beispiel auch jetzt kein 
Fleisch mehr essen, das ist ein bisschen so ausschaut wie ein Tier. Also Hendl oder 

so, das isst sie einfach gerade nicht das, mag sie nicht essen. Und das also, das 
kommt schon langsam bei ihr schon an. Da ist es dann halt schon auch wichtig, 

dass man da eben auch bespricht mit den Kindern. Und ich finde wenn uns das eh 
auch wichtig ist, das ist ja schön, das weiter zu geben genau.

6I_DM_2402

00:25:02 Speaker M
 Ich hab wollte jetzt zum Thema Gewand, zum Beispiel sagen weil die Frieda sich 
oft Sachen wünscht, die ich dir nähen soll. Wo wir dann zusammen zum Bio Stoff 
Geschäft fahren und einen Stoff aussuchen, der ihr gefallt. Und also ich finde es 

schon auch wichtig, ihr manchmal den Prozess zu zeigen, dass das Arbeit ist. Das 
ist das...da muss man mal sich entscheiden was man möchte. Da überlegt man 

sich, dann fahrt man dorthin, man sucht sich einen Stoff aus. Der Stoff wird 
gewaschen. Dann muss er trocknen. Dann muss man ihn zuschneiden. Dann muss 
man ihn vernähen, dann muss man vielleicht noch mal abmessen, dann muss man 
das ändern und dann passts. Das war so auch als sie neue Unterhosen gebraucht 
hat und die Unterhosen dann zu nähen und...das ist dann aber das muss ich das 

auch aussuchen können und wie die ausschaut und so also das finde ich auch 
wichtig ist es aufzuzeigen, dass das ist sehr wertvoll ist sowas. Und das wird das 
ist...sie kriegt auch gekaufte Sachen...aber wir kaufen eigentlich nicht so viel ein, 

das meiste ist meistens vererbt oder genäht. Aber mir ist wichtig, diesen Zugang zu 
zeigen. Weil bei allen Dingen, die man eben auch wie man pflanzt etwas an, man 
muss sich kümmern eben ab März, April und dann im Juli zu essen. Und das sind 

so...das heißt nicht, dass wir nicht auch vom Spar einfach Tomaten kaufen. 
Sondern aber ich finde es wichtig, da einfach beides zu zeigen und auch mit ihr  

zum Markt zu fahren immer wieder und mit ihr  einzukaufen und eigene Sackerln 
zu haben und so es ist in....

6I_DM_2402

Und das sind so Sachen und es ist auch ich mein, wir 
haben nicht zu viel Geld. Wir haben nicht so einen 
finanziellen Puffer wie viele andere Eltern. Aber wir 
haben jetzt zum Beispiel schon investiert, dass wir 

unser Lastenrad ausgerüstet haben auf E. Damit ich in 
der Schwangerschaft damit auch leicht damit noch 

fahren kann und dann wenn wir mehr Kinder haben. 
Also das hätte man auch einfach lassen können, weil 

das ist nicht günstig. Und das finde ich aber wichtig, da 
auch zu...o Entscheidungen zu treffen.

6I_DM_2402

00:27:30 Speaker D
Und ja, aber das ist....eh finde ich...ich hab das gar nicht bedacht vorher wie du 

gesagt hast vorher Fahrrad. Ist eigentlich cool, weil wir...ich find...also ich fahr mit 
der F. in der Stadt, also nur mit dem Lastenrad oder nur mit dem Rad. Und sie 

kann  ja auch selber das Laufrad fahren und sie kann jetzt schon Radfahren. Und 
also, seitdem wir irgendwie die F. mit ihr irgendwohin fahren, fahren wir eigentlich 
mit dem Rad hin, und das ist für sie ganz normal, dass wir nicht uns ins Auto setzen 

und sie in die Schule oder in den Kindergarten bringen.
00:28:00 Speaker M

Es ist aber auch wenn wir einmal mit der Straßenbahn fahren, dass ist für uns ein 
bisschen ein Highlight, weil sie es einfach...für sie ist ein Fortbewegungsmittel 

Fahrrad, also wir fahren dahin und es ist...also das sind so kleine Dinge, die wir 
vielleicht dann die uns nicht so auffallen, die wir aber glaube ich schon vorleben, 

dass man einfach so anders unterwegs ist.
00:28:20 Speaker D

Genau das ist ein bisschen so unbewusst eigentlich. Was eh cool ist. Wir haben ja 
auch ein Auto zwar, aber ich hasse es, ein Auto zu haben, das ist schon praktisch, 

vor allem wenn wir jetzt dann 3 Babys haben oder Kinder haben. Ist es sicher 
angenehm das stimmt schon, aber ich würde auf jeden...also ich würde es wenn du 

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

6I_DM_2402

Mobility

00:28:20 Speaker D
ja ich weiß nicht genau, aber 

irgendwie so dieses mit diesem 
die Fortbewegung oder die 
Mobilität das da einfach viel 

Nachhaltigkeits Bedarf ist, das ist 
da auch eine wichtige Sache.

6I_DM_2402

00:29:07 Speaker M
Jetzt hat noch zum Beispiel die F.  liebt Badezusätze, wie wahrscheinlich jedes Kind. 

Aber wir haben nur manchmal so F. und ich beide so Badezusatz eben diese 
Kugaln selber gemacht. Und das ist einfach cool und sie kann trotzdem gerne die 

Badezusätze haben, hat es auch ganz cool ihr  zu zeigen, wie man das selber 
macht, dass das trocknen muss, das wir uns Farben aussuchen, das also das ist 
natürlich alles ein längerer Prozess und man kann natürlich ins Geschäft gehen 
und das kaufen aber prinzipiell kann man es auch selber machen. Und ich finde 
das so ein Gleichgewicht zwischen sagen: Ich mag nicht jetzt so nein, das kaufen 

wir auf keinen Fall. Das ist in Plastik verpackt. Das finde ich auch falsch, weil dann 
wird ja die Versuchung nur noch grösser dass das sehr toll und bunt ausschaut. 
Und diese Bade Kugeln, die hat sie dann auch zum Geburtstag geschenkt den 

Freundinnen und Freunden mit extra Seifenglitzer und und so, das ist natürlich 
auch schön ihr das zeigen. Und es ist so für mich...also eine Balance zwischen 

diesen Sachen zu finden.

6I_DM_2402

00:31:01 Speaker D
Mhm ja, ich finde einfach aus...ganz allgemein aus dem 

Umwelt Gedanken und also das für mich persönlich 
macht halt immer also...schon allein in Wien, was jetzt 
gerade passiert mit dieses Jahr mit der Stadtautobahn, 
die sie da die Stadtstraße, die sie da bauen wollen. Und 

wo es jetzt so  riesige Gegenwehr gegeben hat und 
Aktivismus dagegen und die Baustelle ist dann 

geräumt. Weil es sind einfach so absurde Sachen und 
da lauft so viel falsch. Und das ist so ein großes Thema. 

Und es ist auch gut, dass das jetzt schon langsam 
immer ein größeres Thema in der allgemeinen 

Medienberichterstattung wird. Und ich finde, das ist 
einfach wichtig.

6I_DM_2402

00:31:01 Speaker D
Ja, also wenn ich mir denke jetzt also diese ganzen Horror Nachrichten von 

meistens von Amnesty international das geht ja Hand in Hand. Also und eben von 
diesen Umweltorganisationen wie das, was im Meer passiert, wie wieviel Plastik im 

Meer ist und wie viele Arten der verloren gegangen sind. Und ich denke mir mal, 
die F.  ist gerade am Anfang ihres Lebens. Und keine Ahnung, ich kennen jetzt nicht 

die genauen Zahlen, aber es gibt dann Prognosen bis 2050 wird der Wasser Spiel 
so und so viel steigen oder der Plastik Anteil sich vervierfachen oder irgendwie so 

keine Ahnung, ich weiß nicht genau die Zahlen. Aber wenn ich das lese, dann 
denke ich jetzt nicht unbedingt an mich persönlich, sondern ich denke auch in 

erster Linie an die F. oder jetzt an die Babys, die dann auf die Welt kommen. In was 
für einer Welt die dann Leben werden. Und dass da einfach unglaublich viel 

Lebensqualität verloren gehen kann. Und dass man jetzt, weiß jetzt auch nicht, ob 
das stimmt, aber jetzt kann man noch, hat man noch ein bisschen die Hebel in der 
Hand, dass man da was verändern kann und deswegen ist es wichtig, dass so viel 
für sich selber zu tun. Aber halt auch irgendwie darauf zu achten in weiterer Folge 

wie man immer, was man wählt, wo man einkauft oder irgendwie so. Dass da 
einfach das da einfach Dinge passieren, um die Welt oder die Umwelt einfach für 

die Kinder (lacht) Es kling einfach so blöd. Es geht sogar tiefer und es ist tatsächlich 
halt das, was ich mir dabei denk.

6I_DM_2402

00:33:25 Speaker M
Und ich finde auch jetzt so Argument, dieses in dieser Welt will ich keine Kinder 
setzen. Das hört man sehr oft: Willst du Kinder haben, weil ich kanns mir nicht 
verstehen, weil in diese Welt will ich keine Kinder setzen. Wo ich mir aber auch 
denke es braucht ja Kinder, die kommen, die sich damit befassen werden, es 

braucht ja Menschen um das du mehr Bewußtsein den Kindern mitzugeben. Dass 
du so Dinge, die wir uns jetzt Mühsam, wieder anlernen mussten, weil wir sind 

nicht gelernt haben. Wenn du Kindern das von Anfang an mitgibst. Nun müssen 
wir sie teilweise auch nicht um lernen für nachhaltige Ideen, sondern dann greifen 
vielleicht ganz automatisch zum Fahrrad, wo vielleicht Leute, die jetzt 50 sind sich 

mühsam dem Auto entwöhnen. Und sagen einmal in der Woche oder einmal in der 
Woche esse ich kein Fleisch und ich denke mir einfach wenn gewohnt bist, einmal 
in der Woche Fleisch zu zelebrieren dann musst du dich nicht mehr mühsam...also 
da gibt es schon solche....ja, wo man, wo man jetzt auch einfach...vielleicht ihr es 
erleichtern kann, indem man ihr jetzt auch schon Wege gezeigt, die ihr auch Spaß 
machen. Also es ist ja nicht nur so ein trockenes Thema, sondern es ist sehr auch 
total schön, sich ein Kleid zu nähen. Es ist so...jetzt auch einfach gesagt. Das heißt 

ja, wir müssen auch nicht über Kinderarbeit oder so alles schon gesprochen haben. 
Das kann jetzt auch grad einfach nur Spaß machen und irgendwann wirds werden 

auch diese Themen aufkommen. Aber sie musst sich dann nicht mühsam 
irgendwie von H&M trennen. So wie es vielleicht mir gegangen ist mit 13 dann 

irgendwann sich zu denken naja, soll ich die jetzt wirklich ein Leiberl um 3€ kaufen? 

6I_DM_2402

Not 
experiencing 

the difficulties 
as parents

00:37:57 Speaker M
Das letzte war ein Babybett. Wo wir eine 
coole Market finden haben, die wir dann 
gern auf Willhaben nachkaufen wollen.

00:38:15 Speaker M
Es wäre quasi eine nachhaltige Marke, 

die wir Second Hand kaufen.

6I_DM_2402

00:38:32 Speaker M
Ja, weil wir es uns in echt nicht leisten 
können, glaub ich. Also ich find das ist 

halt...man kann ja bei Babys wirklich sau  
viel Geld ausgeben. Und die Dinge, die 

uns jetzt aufgefallen und zusprechen die, 
sind aber auch unglaublich teuer, also 

wenn du ein Beistellbett für die ersten 6 
Monate irgendwie keine Ahnung 500Euro 
zahlst...und du eigentlich brauchst es mal 

2 dann...Aber ich... .

6I_DM_2402

00:38:32 Speaker M
Trotzdem sehe ich die Qualität von 

Produkt und find das einfach cool und 
gleichzeitig die Qualität verspricht aber 

auch, dass man es einfach lang 
und...weiter verwenden kann. Das also 

ein Plastik Gitterbett auf Willhaben 
würde ich nicht kaufen das 20€ kostet. 

Weil ich mir irgendwie denk das bricht ja 
gleich zusammen. Irgendwie ähm. Und 
wenn es aber aus Holz bearbeitet und 

gut...

6I_DM_2402

00:38:32 Speaker M
(...)dann hab ich keine...dann können wir vielleicht eine 

neue Matratze kaufen.
00:39:47 Speaker 2

Warum neue Matratze kaufen?
00:39:53 Speaker M

Ja, weil Baby schon sehr viel speiben und das von 
einem fremden Baby, also das finde ich...da würde ich 

mir denken, das ist halt einfach hygienischen 
irgendwie... . Es ist ja auch wichtig, dass die Matratze 
fest ist und das Baby hat ja auch kein Polster. Und da 
würde ich halt eher sagen ein gutes Produkt und das 

halt eher aufwerten. Indem man halt vielleicht 
hygienisch halt so..

6I_DM_2402

00:40:47 Speaker M
Ja, und ich finde, das es halt auch 
aus Holz gearbeitet ist. Das finde 
ich sowieso...dass es gut atmet, 

das riecht gut, das ist alles 
Andere als ein Plastikbett. Das 

still ich mir nicht fein vor darin zu 
liegen.

6I_DM_2402

Materials

00:42:05 Speaker D
Ja, es geht viel über 

Recherche, dann meistens 
Internetrecherche und das 

macht die M. ganz gern 
und sehr gut.

6I_DM_2402

00:42:05 Speaker D
Ich lese halt gern 

irgendwelche Zettel 
irgendwo die auf 

liegen.

6I_DM_2402

00:42:55 Speaker M
Auch mir ist auch einfallen zum Thema Laufrad und 
Fahrrad bei der F. weil das haben wir uns für einen 
Boombike bei dir entschieden. Es ist ja eh voll die 
aufstrebende Market und das ist aber teuer. Oh, 

gleichzeitig ist super verarbeitet. Das ist eine Wiener 
Firma, ein Unternehmen und es hat auch einfach kaum 
Wertverlust. Du kannst es einfach...ja nicht 1 zu 1 aber 
du kannst es sehr teuer weiterverkaufen. Was ich, was 
ich super find weil Kindersachen die mal einfach über 

mehrere Kinder durchhalten das finde ich super.

6I_DM_2402

00:43:57 Speaker M
Aber das finde ich einfach so schön bei 

nachhaltigen und regionalen und coolen 
Produkten, dass sie auch einfach eine 
langlebigkeits Dauer haben. Also du 

kannst einfach davon ausgehen, dass 
damit alle Kinder fahren können, die 

muss man hat und dann verkaufst du es 
weiter so.

6I_DM_2402

00:47:27 Speaker M
Das war eigentlich schon vorher, aber wir haben es dann doch...also gedacht, dass 
wir da sehr viel...also das ist so ein Soymaker, also einen Mixding, wo du Suppen, 
Saucen so ein Hochleistungsmixer wo du deine Suppen machen kannst, wo du 
deine eigene Hafermilch oder Mandelmilch zubereiten kannst oder halt so Brei 

machen kannst. Und das hat aber nicht so gut funktioniert, also wir waren da sehr 
enttäuscht von dem Ding. Es war ziemlich teuer und ist voll gut beworben worden 

und man sieht ja auch ganz in vielen...ich glaub zum Beispiel beim Dekagramm 
(Verpackungsfreier Laden in Graz). Ja, ich glaub die haben den dort auch gehabt 
oder zumindest in diesen Verpackungsfreie Läden sieht man sie immer wieder. 

Das glaube ich prinzipiell eine coole Sache aber zum Beispiel diese Babybreis, sie 
haben der Frieda alle überhaupt nicht schmeckt.

6I_DM_2402

00:48:48 Speaker M
Auch die Milch, wir haben dann schon oft Milchersatz damit macht und das...es hat 

dann halt leider nie so gut geschmeckt, wie wenn wir einfach Verpackungs Milch 
kaufen das war dann....da hab ich auch nicht so richtig daran gewöhnt. Obwohl ich 

wahnsinnig cool find, wenn das klappt. Also das es gibt jetzt glaub ich schon 
mehrere Produkte auf dem Markt zum Pflanzenmilch selber machen. Und ich hab 

auch schon so ein bisschen geliebäugelt mit so einem anderen Ding. Hab mir 
gedacht so cool aber ja noch hats ned so...es hat nicht so hin gehaut. Ja, und dann 

allein das Ding zu reinigen ist....

00:49:34 Speaker D
Ja, es ist halt, das ist halt echt viel Aufwand. Leider muss mann sagen. Als so das ist 

so schade weil es dann doch irgendwie einfacher ist, dann geht man zum Spar 
oder zum Billa und kauft sich diese abgepackte Hafermilch oder so. Und man kauft 
dann doch diesen hipp Babybrei, weil, da gehst du einfach hin und Kaufst das, das 

haben wir wenig macht das stimmt schon.

6I_DM_2402

00:49:55 Speaker D
Ja ja, aber trotzdem gehst du halt in einen Laden und 
kaufst das abgepackte Ding, was du eigentlich daheim 
machen könntest. Aber es ist schon wirklich aufwendig 

und die Zeit, die hat man dann halt auch nicht 
unbedingt, vor allem wenn man ein kleines Baby hat 

und eh alles neu ist und man übermündet ist.
00:50:14 Speaker M

Vielleicht will mach einfach in der Zeit wo die F. grad 
schlafen geht, dann selber schlafen oder mal was 

lesen. Und ja oder mal nicht kurz nicht an was denken, 
was mit dem Baby zu tun hat. Für diese halbe Stunde 

oder so.

6I_DM_2402

00:50:27 Speaker M
Also da wäre es irgendwie cool, wenn 

solche Dinge funktionieren, da zahl ich 
auch gerne dann dafür oder wünsche ich 
mir auch gern zu Weihnachten oder was 

weiß ich. Wo es dann wirklich Arbeit 
entlastet, weil ich vielleicht auch wegfallt, 

dass man jetzt noch zum Spar Milch 
einkaufen muss. Sondern man kann es 
daheim machen und hat aber nicht den 

Riesen Aufwand. Das wär natürlich 
irgendwie schön ja.

6I_DM_2402

00:51:31 Speaker M
...es ist es ist schon so ein bissel ein Konflikt zwischen 
wieviel stecke ich da jetzt rein damit die Quetschies 

selbstgemacht sind also und wann ist es einfach eine 
Entlastung sie im Glas zu kaufen. Und dann sich 

einfach zu denken, ja, die Male selber gemacht hats der 
F. nie geschmeckt, es hat ihr immer besser geschmeckt 
im Glas. Und ich hab mich da so bemüht und war dann 

auch schon so nah den Tränen, weil sie das schon 
wieder nicht mag. Und ich hab doch ich hab mich doch 

so bemüht und wo ich mir einfach denk ja egal, wir 
kaufen den einfach.

6I_DM_2402

00:51:31 Speaker M
Wenn es ihr  nicht schmeckt und mir 

eigentlich einmal zum Spaß noch davon, 
dass ich das, finde ich schon auch einfach 

Kaufen. Und ich glaube, dass es dann 
Eltern gibt, die sich das so vorstellen wie 

es zu sein hat und dann mag das Kind 
nicht und dann muss das Kind das aber 
mögen weil...also weil das, das gehört 

sich so.

6I_DM_2402

00:51:31 Speaker M
Und da finde ich sehr cool wenn es 

Produkte gibt die dem eben entsprechen, 
das man halt sagt ich kann wirklich einen 

super Brei machen und man hat aber 
jetzt auch nicht ein Riesenaufwand, dass 
das wäre cool und das würde ich dann 

auch zahlen. Weil ich natürlich dann auch 
entlastet, wenn man nicht 1000 Sachen 

schleppen müssen, rein schleppen muss.

6I_DM_2402

00:50:55 Speaker 2
Es gibt aber auch zum Beispiel diese Reismilch, die im 0,5er Pack war. Die aber 

dann erst daheim gestreckt wird mit Wasser, also die hochkonzentriert war 
und...na oder war es noch kleiner? Oder es war 0,3 und daraus kannst du quasi bis 

zu einem Liter Reismilch machen. Und das wollten wir, aber das kann man aber 
dann nur bestellen und das wäre nur dann günstiger gewesen als normale Hafer 
oder Reis Milch wenn wir ich glaub 80 Stück oder so bestellen hätten. Und ich mir 
dann so dacht, wir haben leider echt kein Platz 80 und diesen Dingern zu lagern. 

Sonst hätte ich es voll cool gefunden, weil wir hätten das dann einmal bestellt und 
wir hätten ich weiß nicht, wie lang Milch gehabt ohne Probleme. Und die war echt 

gut. Also ich find sowas auch cool nur 80 Stück zu bestellen, damit sie es halt 
finanziell auszahlt, das ist schon eine große Menge.

6I_DM_2402

00:54:41 Speaker M
 Du musst halt dann auch gleich 150€ 

vorstrecken oder so, das wird sich 
natürlich irgendwann rentieren, aber das 
sind halt...das ist halt der Unterschied ob 

du eine Hafer oder Reis Milch jetzt um 
1,50 kaufst oder ob du 150€...ja, es gibt 
schon immer wieder so Überlegungen 

wo man sich dann mal denkt muss ich da 
so viel Geld jetzt zahlen und dann auch 
noch zu lagern, das ist irgendwie schon 

auch mühsam

6I_DM_2402

00:56:34 Speaker D
Ja ja, also das, was wir immer wieder 

besprochen haben, halt wirklich komplett 
nachhaltig zu sein, oder so gut wie 
möglich. Und alles in Bio Qualität in 

bester Qualität, Saisonal und Regional. 
Von Gewand bis zu irgendwelchen 

Nahrungsprodukten, dann muss man 
doch das Geld haben.

6I_DM_2402

00:56:57 Speaker D
 So, eben wie ich anfangs gesagt hab das ist halt 

einfach so und deswegen, glaube ich ist es halt...das ist, 
das ist eigentlich dieser Widerspruch in dem Ganzen. 

Das würden wahrscheinlich viele Leute schon so 
machen und viele Leute würden auch vielleicht nicht so 

viel Fleisch essen, wenn es nicht so billig wäre. Aber 
dadurch, dass halt einfach diese Sachen, die prinzipiell 
gut für die Umwelt sind oder zumindest so beworben 

werden, sind um ein meistens um ein Vielfaches teurer 
als die herkömmlichen Dinge, die man kauft

6I_DM_2402

00:57:51 Speaker M
Das ist, dann ist das super, wenns so wie das Babybett gibt, wo wir recherchiert 
haben und du kannst dann weiter verwenden. Oder  wie unsere Nachbarin sich 
jetzt einen tollen Woll Walk Anzug, der der F. nicht mehr gepasst hat ausgeborgt 

hat, der war auch nicht günstig, der hat 80€ oder so kostet. Jetzt hat es schon das 
zweite Kind angehabt und sie hat uns dafür jetzt drüber gebraucht einen 
Rollwagen, einen von unseren Babys. Deswegen voll schön wenn es eine 

Community gibt oder dass dich austauschen kannst, wo du die Sachen die werden 
einfach nicht kaputt gehen, die kannst du jetzt einfach noch den anderen Babys 

geben. Und dann kannst du es eben auch weiterverkaufen. Das ist, das ist, das ist 
schon cool, dass das ist total wertvoll. Nur man muss halt dann mal zu dem Punkt 
kommen, wo sich's auszahlt, weil im ersten Moment dir zu denken, was jetzt das 
passt wieder für 3 Monate und dafür 80€ zahlen, das ist halt schon... .Ja, und es 

gibt jetzt auch Systeme wo du dir Dinge ausleihen kannst usw ich finde es natürlich 
immer cool, wenn die Leute kennst, mit denen du dich dann austauscht und so. 

Uund das läuft jetzt auch schon mittlerweile schon langsam, dass man das so mit 
Leuten...aber die haben wir halt vorher auch nicht gekannt. So Menschen...aber 
eben das muss sich irgendwann rentiert es sich dann schon nur muss man im 

ersten Moment schon viel reinstecken.

6I_DM_2402

00:59:23 Speaker 4
Ja versteh ich. Ich hab jetzt noch 2 Fragen und dann sind wir bei fertig also auf 
jeden Fall ja..sehr klar und ich speziell wegen Community, weil so wie ich das 

verstanden hab deine Community oder eure Community ist eher offline habt ihr da 
auch online in Social Media Communities oder Influencer die euch irgendwie 

beeinflussen?
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 finds vor allem bei elektrischen Sachen nicht einfach. Weil ich mich da nicht aus 

kenne und weil ich das...das Vokabular nicht hab, um mich da einzulesen. Da ich 
ich finde manchmal ist es praktisch, wenn es diese Siegel gibt. Wobei man dann bei 

den Siegeln auf wieder nicht weiß welches da jetzt....obwohl das, kann man 
irgendwie schon herausfinden. Aber das finde ich zum Beispiel bei Mode viel 

einfacher, weil ich mich da mit Stoffen mehr auskennen. Ich finds bei Spielsachen 
viel leichter, weil alles was aus Holz ist haltet lange. Ich finds bei elektrischen 

Sachen nicht so leicht. Du musst dann eben auch ganz cool das eben den 
Soymaker hätten wir net in Elektrofachhandel, den haben wir gekauft in 

verpackungsfreien Laden.  Wir da irgendwie so ein bisschen das Gefühl gehabt, 
dass muss es ein gutes Produkt sein, wenn es in dem Geschäft ist, dann....

6I_DM_2402

01:02:06 Speaker M
Ich finds schwierig, irgendwie zu den 
Informationen zu kommen, und dann 

finde ich schwierig, wenn man das 
vergleichen muss. Weil natürlich nicht 

jede Seite gleich aufgebaut ist und dann 
musst du Dinge vergleichen, von denen 

man nicht so richtig weiß was das 
eigentlich. Ja, also alles alles dran ist 

kompliziert.

6I_DM_2402

01:03:47 Speaker D
Das ist besser. Also ich würd jetzt nicht 
zum Media Markt gehen und mir gleich 
eins Kaufen. Ich würde mit der Absicht 
dorthin haben wir mal einen kleinen 

Überblick verschaffen. Und dann 
vielleicht bevor ich es dann kaufen, jetzt 

zuerst noch einmal auf Willhaben 
schauen ob es das gibt.

6I_DM_2402

01:04:04 Speaker 3
Obwohl ich ein bisschen bei elektronischen Geräten 

das Gefühl hab, ich weiß net, ob die auf Willhaben noch 
immer so halten. Also ich hab irgendwie alle 

elektronische Sachen, die werden einfach so schnell 
hin. Dass ich da eher glaube ich intuitiv ein neues 

kaufen würde, was total bescheuert ist. Wahrscheinlich 
aber dadurch, dass alle um uns alles was elektronische 
so eine Halbwertszeit hat, denken man sich irgendwie...

6I_DM_2402

01:05:47 Speaker D
Mir schwirrt noch ein bisschen im Kopf rum, einfach dieses Community und das ist 
schon eine Art von Nachhaltigkeit, auch dass man halt oder Second Hand, dass wir 

zum Beispiel innerhalb der Familie. Jetzt zum Beispiel ja die K., sie hat ja auch 
mittlerweile viel Zeug das sie jetzt vielleicht für die Valerie nicht mehr braucht aber 

was wir brauchen könnten. Und unsere Nachbarn haben auch wieder was. Und 
man kriegt dann von ihnen irgendwie. Oder die Mama hat zum Beispiel jetzt zwar 
nicht so die tollen Sachen... Aber die Klavier Schülerinnen und die hat eine Kiste 

gehabt und die haben ganz viel Zeug gehabt und als sie erfahren haben, dass die F. 
kommt, haben die uns ganz viel Zeug gebracht. So ist es schon cool weil man da 
halt auch nicht so gezwungen ist jetzt alles einfach zu nehmen und man kann es 
dann halt auch einfach wieder zurückgeben oder sagen das braucht man nicht. 
Aber dass man da an uns denkt, sowas ist schon schön und da geht es in erster 

Linie nicht um Nachhaltigkeit aber ich, das ist schon ein Aspekt der Ganz cool und 
super, dass sich das so irgendwie etabliert nach und nach. Und auch in 

Kindergarten. Letztens hat einer in die in den Signal Gruppe geschrieben, ob, ob 
wir einen Autositz brauchen, zum Beispiel  ob den jemand braucht. Oder so oder 

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 findet dann auch die Leute, die so ähnliche 

Produkte haben. Mir geht es selber gerade so mit den Nachbarinnen. Der wollen 
wir den Woll Walk Anzuh borgen und kriegen dann für unser Baby in der gleichen 

Qualität auch einen Woll walk Anzug geborgt, was natürlich so cool ist weil..das 
sind, das hätten mir wahrscheinlich gekauft dann also. Da finde ich einfach cool, 
die Leute zu finden, die ähnlich drauf sind. (unverständlich) Aber es ist,  es gibt er 
schon auch einfach so Kreise dann, die ähnliche Produkte verwenden. Das ist so 

cool weil man sich keine Ahnung die Waldviertler für die Kinder auch einfach 
austauscht. Weil das ist so cool, weil, dann werden die einfach benutzt. Und ich 

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

6I_DM_2402

01:08:35 Speaker D
Mir ist noch ein Ding eingefallen zur Nachhaltigkeit, so ein bisschen, so ein 

minimalistischer Gedanke, einfach weil wir auch gemerkt haben. Also man kann ja, 
wenn man möchte, sein Kind mit Spielzeug einfach zuschütten und das machen 
auch viele und man kriegt zu viel geerbt und da hat man es so viel Zeug da und 
Geschenkt auch zu jedem Geburtstag und so.  So was ist voll schönes, aber wir 

haben zum Beispiel auch dann gemerkt so in den ersten 2 Jahren von der F. das 
meiste, was wir gehabt haben so wir haben jetzt zum ersten Geburtstag Bausteine 
geschenkt. Oder wir haben halt schon halt einfach viel Zeug daheim stehen klappt 

und die F. hat eigentlich oder bis jetzt auch ist nicht so ein Kind, das viel mit 
Spielsachen spielt. Sie hat unglaublich viel in ihrer Phantasie und nimmt vielleicht 
also...sie nimmt erst jetzt...sie kann mit einem Löffel spielen oder mit einem Stück 

Käse und da Stunden lang irgendein Rollenspiel erfinden.

6I_DM_2402

01:10:06 Speaker M
Schon dass das jedes Kind so ein Punkt hat für das interessiert und dafür bist du 
dann auch einfach Cool, gewisse Sachen so wie Geburtstag, dass wir uns für sie 

eher eben einen Sportkurs wünschen, dass sie dann eine Aktivität hat oder Bücher 
denn immer. Da bin ich da...da sind wir auch ein bissel, das ist auch unser 

Schwachpunkt, dass kann man Tausende kaufen. Oder wenn ich mir denk für die 
Zwillinge würde ich jetzt auch eher einfach eine Liste erstellen, wenn Leute uns 
schenken wollen. Die uns das schenken weil, wir brauchen das und nicht was 

anderes. Und wir brauchen eher die Möglichkeit, uns irgendwo ein gutes Essen zu 
bestellen als Zeug also, das finde ich jetzt mittlerweile auch noch wichtiger zu 

sagen, schenkt uns Aktivitäten, schenkt seine Jahreskarte Zug. So macht irgendwie 
solche Geschenke, weil wir wir brauchen nicht mehr. F.F.  wäre zufrieden, braucht 

nicht mehr und F.  freut sich und hat so ein paar Wünsche und das passt dann 
auch. Das müssen wir net über stimulieren.

6I_DM_2402

01:13:19 Speaker D
Ich glaub, meine Eltern haben ja sich am Anfang als die F. auf die Welt kommen ist 
so im ersten Jahr herum schon. Also, da haben wir schon irgendwie so Probleme 

gehabt mit ihnen, weil sie halt irgendwie will ich auch irgendwie net gewusst 
haben, was sie eigentlich von uns wollen. Und sie haben irgendwie das Gefühl 

gehabt wir schließen sie aus oder so. Und sie wollen ja so viel, aber sie haben dann 
tatsächlich...oder der Papa macht's bis heut jetzt noch nicht so, dass sie nicht 
wirklich mit der F. Kontakt aufnehmen und mit ihr einfach sich einfach auf sie 

konzentrieren und mit ihr....sie ernst nehmen in dem, was sie tut und darauf zu 
reagieren. Und das haben sie kaum gemacht, weil sie vielleicht überfordert waren 

und sich unsicher waren und vielleicht auch das kann ja alles sein, dass sie sich 
nicht aufdrängen wollen, oder bla bla bla.

01:14:14 Speaker M
 Ja, das hat auch dazu geführt, dass sie uns irgendeine Dinge in die Hand gedrückt 

haben. Und dann auch ein bisschen schlechtes Gewissen fabrizierten wollte, indem 
sie...sie haben jetzt für die F. und wir und es waren schon komische Dinge

6I_DM_2402

01:14:31 Speaker D
Na sie haben dann halt so viele Sachen in die Hand 

drückt, wo das Schenken und dann aber nicht...also so 
ab dem Moment, wo die F. das in der Hand haltet ist 

erledigt und dann wird nicht mehr darauf eingegangen. 
Und wenn ich jetzt...Keine Ahnung wenn ich der V. ein 
Geschenk mach an ihrem zweiten Geburtstag, dann 
würde ich mir überlegen, was und mit ihr das dann 

gemeinsam vielleicht aufmachen oder zumindest dabei 
sein, solange sie es aufmacht und wenn das ist, womit 
man sich dann halt länger beschäftigt, dann würde ich 
das mit mir eine Zeit lang dann halt einfach machen. 

Und mich mit ihr beschäftigen. Das ist für ich ein 
bisschen normal, das so zu machen und das können 

aber nicht alle so.

6I_DM_2402

00:04:59 Speaker T
Also ich würde sagen, dass das eigentlich das Kind 

mehr oder weniger vorgibt. Und ja, dass man sich, dass 
man sich eigentlich danach also eben, dass man sich 
eigentlich so viel Zeit so frei nehmen soll das....Jetzt 

grad also grad nicht, dass man sich einteilt, dass jetzt 
wieder weiß ich nicht, dass man sich wieder nur Zeit 

nimmt für Babyschwimmen, weil da muss 
Babyschwimmen sein oder für...ja irgendein Event halt. 

Sondern wirklich so diese Zeit die einfach entstehen 
lassen kann. Das Gegenteil von eben einem strikten 

Zeitplan.

3I_T_2202

00:06:28 Speaker T
Ja also, ich find, das ist so ein bisschen so eine Kompromiss Sache. Also ich muss 

sagen auch jetzt verglichen mit vielen anderen Eltern zum Beispiel find ich...also ich 
finde, man muss so ein bisschen so eine Balance finden also zu strikt der Zeitplan 

jetzt im Sinne von ja...ich treffe mich um Punkt 04:00 Uhr mit irgendwem und muss 
jetzt das Kind aufwecken, weil das jetzt blöderweise gerade noch schläft. Und oder 

muss halt jetzt rennen. Das finde ich das ist...also das ist halt auf der einen Seite 
also man sollte immer sollte da irgendwie ein bisschen lockerer sein finde ich als 
Eltern, dass man halt einfach das hinnimmt, wenn man mal ein bisschen zu spät 

kommt. Aber gleichzeitig mag ich es auch nicht also halt diese und jene Eltern...und 
mag es auch nicht, wenn sich so alles also die ganze Zeit...der ganze Rhythmus so 
ums Kind dreht, dass man, wenn man sich was ausmacht, dann Stunde wartet auf 
die Kollegen weil grad das Kind noch Zeit gebraucht hat für dieses und jenes. Also 

ich find eben man kann mit Kind schon sehr wohl...also das Kind hat sich sehr 
wohl, finde ich, oder sollte sich sehr wohl nach ein bisschen auch danach richten 
müssen, einfach so wie die Eltern den Zeitplan vorgeben. Aber gleichzeitig muss 
man sich auch nicht stressen...also gleichzeitig also finde ich es wichtig, dass er 
bislang Toleranz bezüglich zu spät kommen oder so Sachen also im Sinne von 

einer vietel Stunde auf jeden Fall gar sein sollte.

3I_T_2202 Segmentation

00:15:46 Speaker T
Es wird auch so funktionieren ähm ja ok, 
also das erste Bild ist dieser Statue, diese 

Steinstatue.. ja von vor dem blauen 
Himmel. Und für mich ist das eine 

Metapher also, das ist irgendwie so eine 
Gewand Metapher für mich und...ja also 
ich find grundsätzlich...um das nochmal 

kurz vorwegzunehmen nachhaltig als 
Eltern...also ich find ganz stark was dazu 

kann auf jeden Fall ist ja mal so das 
Konsumverhalten zu reduzieren.

3I_T_2202

00:15:46 Speaker T
Und eben der Mann war, als Metapher für Kleidung oder irgendwie so erhabene, 
schöne Kleidung. Finde ich es grad sowas...wo man sagen muss ja, also, das ist, 
was eben ein Kind definitiv nicht braucht. Also gerade was die Kleidung angeht, 

finde ich auf jeden Fall einen nachhaltigen Schritt, dass man einfach erstens 
Kleidung weitergibst also Kinder, wachsen so schnell, dass sie halt so kurz, nur 
irgendwas also, das ist so kurz nur eine Garnitur brauchen und das finde ich 

einfach so auf dieses also da finde ich einen ganz tollen Schritt eigentlich, wenn 
man Kleidung einfach nimmt, was sie sie so gut laufen lässt und gleich weitergibt, 

wenn sie nicht mehr passt, gell. Also wenn das einfach...wenn man gar nicht da 
anfängt zu horten und Kistenweise da im Keller zu sammeln. Sondern das finde ich 

eigentlich einen totalen Superzyklus, wenn man sagt ok gut, ich hab die Kleidung 
gekriegt von irgendeinem Kind. Das, dem sie jetzt zu klein ist und wenn sie meinem 

Kind nicht mehr passen, dann gebe ich sie gleich einfach den nächsten Eltern 
weiter, die gerade das passende Kind dazu haben und dass das so durchläuft, weil 

in Wirklichkeit wird jedes Gewand Fleckig, kriegt Löcher sonst irgendwas im 
Kindesalter. Und das ist eigentlich toll, wenn man nicht drauf schauen muss, dass 
es schön bleibt weil man gerade was Neues gekauft hat. Das finde ich auf jeden 

Fall ganz wichtiger Punkt.

3I_T_2202

00:18:52 Speaker T
Ja, also, ich würde werdenden Eltern den Tipp geben, dass man, bevor man ein 
Kind...bevor das Kind nicht da ist, einfach so gut wie nichts kauft, weil man die 

Hälfte von den Sachen oder Dreiviertel von den Sachen nicht brauchen werden. 
Also sei es Kosmetika, Spielzeug sowieso da kriegt man so viel zusammen, dass 

man sich nicht mehr davor retten kann. Das ich denke soll es ist schön so 
symbolisch ein Stück zu kaufen...an weiß ich nicht, was einem gefällt einfach weil 

man ein Kind gekriegt und wenn man vielleicht Lust hat irgendwas schönes zu 
kaufen, gell. Aber so also wirklich von Kinderzimmer einrichten bis eben 

Kosmetika. Rate ich wirklich, bis das Kind nicht da ist so gut wie nichts kauft. Weil 
meistens sind auch die Gitterbetten Dinge, die dann im Keller landen, weil das Kind 

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

(...)

00:19:57 Speaker T
Und genau und das ja also. Der...ich mein in ganz viele haben..das ist halt so ein 
Vorfreude Ding. Genauso wie wenn Weihnachten kommt, dass man dann alles 

kauft, was uns eben schon...ein Kinderwagen und weiß ich nicht was und dann im 
Endeffekt landet alles im Keller oder sonst wo, wird nie angeschaut. Und ja, also da 

mal einfach abzuwarten, wäre so mein Ansatz.

3I_T_2202 Segmentation

00:20:43 Speaker T
Zum Beispiel. Da gibt es ja....also ich, ich weiß nicht wieviel...ich muss sagen, ich 

hab da so an Cremes für also es gibt ja für jeden ich weiß nicht von wunder Brust 
bis zu Bauchcremes für Rückbildung der Bauch Haus. Gibts ja, also gibt es wirklich 
alles und ich muss sagen ich hab so viele Dinge so nagelneu, original verpackt von 
anderen Mamas so gekriegt. Die noch immer original verpackt sind und schon von 

mir zu den nächsten weitergegeben worden sind und die wahrscheinlich wieder 
die weitergegeben werden, wenn man sie einfach nie verwendet. Ja, das machst du 

halt einfach...ja, kennen keinen Bedarf hast für die Sachen also. Ich mein, es gibt 
also ja, ich weiß nicht, man hat meistens eine Creme oder 2 Cremes die man halt 

verwendet und halt dann ein Regal voll, weil diese ganzen Dinge 
zusammenkommen. Und ich meine wenn sie dann so durchlaufen sind sie eh 

schon gekauft und irgendwann werden sie dann hoffentlich dann mal verbraucht, 
gell. Aber jetzt da anfangen neu zu kaufen bevor man diese Leiden, diese sie halt 

dann lindern sollen diese Produkte bevor man die hat, ist sinnlos meiner Meinung 
nach.

3I_T_2202

00:24:06 Speaker T
Ich glaub auch also das einfach so weiß ich nicht. Das mache jetzt einen Ratgeber, 

liest und...liest das weiß ich nicht, dass man halt irgendwann zu Wunden Brust 
kommen wird und dass man dann halt gleich...ja, weiß ich nicht, dann halt gleich 

das natürlich im Vorhinein kaufen geht, weil man halt so auch von allen Seiten 
gesagt kriegt ja, die erste Zeit ist dann irgendwie halt...da möchte man einfach...das 
sollte man seine Ruhe haben und nicht zum Geschäft rennen müssen oder so. Also 
so dieses ich muss jetzt noch schnell alles vorbereiten, weil das wird sonst stressig, 

wenn das Kind dann da ist, dann möchte ich einfach nur zu Hause sein 
können.Und dann eben, dass man dann...halt oder dass man einfach dann...ja, 

weiß ich nicht, dann geht man halt für ein Produkt vielleicht dorthin und dann sieht 
man 10 andere und dann kauft die halt auch. Weil man möchte ja dann nicht noch 
einmal rennen müssen, also dieses ist vor allem beim ersten Kind so, diese einfach 
nicht zu wissen, was man was einen erwartet und halt glauben man muss halt alles 
vorbereitet haben, um dann nicht dazu stehen und nicht fähig sein, sich das dann 

zu besorgen oder so also ich glaub das ist halt ein ganz großes Ding. Der 
Aufbau...man muss das alles fix und fertig vorbereitet haben, alles was man 

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

3I_T_2202

00:24:06 Speaker T
Und genau das, was ich dazu noch erwähnen möchte, ist auch also, dass ist mir 

jetzt auch bei also bei so ein paar Eltern, die mir so begegnet sind aufgefallen. So 
dieses eigentlich krampfhaft nachhaltig sein zu wollen und dann, wenn man 
irgendwelche Produkte sieht, die halt...wo halt groß jetzt...so wie ich sie halt 
beworben werden, nachhaltig draufsteht oder Green drauf steht das man 

eigentlich darauf hinein fällt. Weil man...und das dann kauft, obwohl das dann im 
Endeffekt unangetastet im Regal steht, weil man halt glaubt damit was Gutes zu 
tun. Und genau also eigentlich ist das, finde ich, ist auch was also die Definition 

Nachhaltig also im Bezug auf Konsum ist nicht nachhaltige Produkte zu kaufen, die 
man vielleicht nicht braucht. Sondern nicht zu kaufen, wenn man sich nicht sicher 

ist, dass man sie braucht.

3I_T_2202

00:27:47 Speaker T
Ja, also ich würde sagen, dass das eben das jetzt einfach der in der Mode, also 

irgendwie so der moderne Bürger ist nachhaltig das ist einfach jetzt halt so eine 
Trendhaltung und dann wird auch einfach vordefiniert wie der auszuschauen hat. 

Also, was man da halt als...also eben weiß ich nicht...eben nachhaltige Eltern  
wickeln mit Stoffwindeln zum Beispiel. Und also ich muss sagen, da kenne ich jetzt 
ein paar die, ja also die halt dieses Image entsprechen wollen. Weil das ist halt ein 
voll schönes Image dieser ja, nachhaltige Mensch, der Gutes tut und der eben der 

Umwelt zugutekommt und Stoffwindeln verwendet. Und dann kauft man 
Stoffwindeln und dann merkt man ah, das ist doch voll aufwendig und es sind noch 

so viele andere Dinge, die halt als Eltern auf einen zukommen. Dass man das 
einfach nicht packt mit dem Waschen. Das eigentlich einem zu viel ist und dann hat 

man einen Kasten voll mit Stoffwindeln, die noch nie angeschissen wurden und 
verwendet aber dann im Endeffekt eh die ganze Zeit Pampers.

3I_T_2202

00:27:47 Speaker T
Und das ist halt so ein also und dann ist 
es eben nicht so, dass dann sind diese 
Leute, dann halt dann einmal 3 Stoffen 
gekauft haben. Und sagen ok gut wir 
probieren es einmal und wir kaufen 

nach. Sondern wir haben dann halt 30 
Stoff Windeln und die wurden halt dann 
eigentlich für nichts produziert weil die 
werden nicht verwendet. Also so genau.

3I_T_2202

00:35:16 Speaker T
Ja, also ich kann ein Gegenteil auf jeden Fall ansprechen, also wo wir oder ich 
definitiv nicht nachhaltig bin. Ist eben beim Wickeln dann kauf ich halt ganz 

normale Wegwerfwindel. Und auch da gibt es natürlich so Ökowindeln und die und 
da haben wir halt die einmal verwendet und sie hat dann hat sie einfach zu dicke 

Oberschenkel gehabt. Also da muss ich sagen das ist eine Fehlkonstruktion im 
Schnitt, weil das einfach alles rausgeronnen also das sind halt...dementsprechend 
haben wir die dann gar nicht verwenden können. Und also da muss ich echt sagen 

da schau ich, dass sie einfach also, dass man Windeln spart, indem man sie halt 
einfach ohne Windel lässt. Weil ich echt sagen muss das ist, was ich find, das 

funktioniert für mich einfach zu wenig also. Einerseits bin ich die ganze Zeit mit ihr 
alleine und muss halt einfach genug andere Sachen machen, wo mir die Zeit nicht 
bleibt, auch noch Windeln zu waschen. Beziehungsweise halt auf die Schlepperei, 

dass man dann halt immer an einem nassen Windelsack mit hat , die man halt 
auch tragen muss. Da wäre mir der Aufwand...das steht für mich da einfach nicht 

dafür

3I_T_2202

00:36:48 Speaker T
Dieser Aufwand und halt auch dieses wie Frequenz in der man halt wickeln muss, 
wenn man Stoffwindeln 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 Stoffwindeln das bewundere ich voll aber es ist halt so, dass 

wenn wir uns an dem Vormittag treffen, dass während ich kein einziges Mal wickle, 
sie halt dreimal bei Eiseskälte irgendwo draußen dann wickeln muss. Und so 

ungefähr einen in meinen Sack nasser Windeln halt mit schleppt des...wo ich sagen 
muss das würde ich einfach nicht packen, gell. Also da, da steht das einfach nicht 
dafür und es gibt auch solche, die Hybrid tun und dann halt zu Hause Siffwindeln 
verwenden, wo ich sagen muss, da lass ich sie dann eher ganz ohne Windel. Vor 
allem fallen im Sommer, wenn man halt irgendwo auch viel draußen sein kann. 

Oder so weil ja, dann ist halt....dann muss sie nicht mit einer nassen Windel noch 
einmal herumrennen, sondern dann ist halt das halt gleich mal weg.

3I_T_2202

00:38:54 Speaker T
Ja, also, ich würde sagen, definitiv kommt da extrem viel Druck. Also jetzt halt auf 

jeden Fall in Richtung Nachhaltigkeit, auch wenn es halt gerade im Trend ist, 
irgendwie. Weil man hat halt das gute Eltern hat man nachhaltig zu sein. Erziehung 
ist sowieso immer ein Thema. Und also es was halt irgendwie gerade im Trend ist, 

dass sind Eltern dem voll exponiert, also dem Druck voll exponieret...dass es so wie 
der Trend hat gerade...also ich meine Erziehungsformen, dass ist ja auch, was ich 
halt ständig immer wieder ändert, wie man grad richtig erzieht. Und ja, ist also da 
wird sicher enormer Druck...und jetzt eben auch auf die Nachhaltigkeit bezogen, 

enormer Druck auf die Eltern ausgeübt. Und aber ich muss sagen, das ist halt auch 
Aufgabe der Eltern. Also irgendwie da...das so ein bissel deine kalte, also die kalte 
Schulter zu zeigen und eine Elefantenhaut gegen diese Dinger zu haben. Weil dem 
ist man in dem  Abschnitt einfach immer ausgesetzt. Und das finde ich halt extrem 

wichtig, dass man zu dem steht, was man macht. Und das deshalb macht, wenn 
man es für richtig hält und nicht, weil man irgendwann gefallen möchte, und ich 

finde, das ist auch extrem wichtig, dass sind halt stabile Eltern denke ich mir, dass 
merken sie auch wenn sie einfach klar in dem sind was sie machen und dazu 

stehen.

3I_T_2202

00:43:52 Speaker T
Ja also auf jeden Fall also für mich bedeutet es grundsätzlich halt nichts übers Maß 

hinaus zu leben. Und also ich find das...wenn...ich find das so wie wir jetzt...also 
irgendwie grundsätzlich das eigentlich so der Durchschnittsmensch in Österreich, 
der ist einfach nicht nachhaltig. Also wir leben alle irgendwie über unserem Maß 

ausfindig und auch also da, da möchte ich mich jetzt gar nicht exkludieren. Ja also 
wie gehts sicher wieso besinnen auf wesentliche Sachen und halt auch so mit 

ja...also ich find eben ein Kind braucht nicht alles weder materiell noch jetzt im 
Sinne von....ja, weiß ich  nicht irgendwelche Überdrüber Erfahrungen. Also im 
Sinne von was man halt weiß ich net, dass man halt Weltreisen als Kind schon 
machen muss oder sonst irgendwas um gefördert zu werden und also, das ist 

halt....also ich find...

3I_T_2202

00:43:52 Speaker T
also ich also, ich würd sagen 
nachhaltige Eltern heißt oder 

nachhaltige Familie heißt mit den 
Kindern in den Wald gehen, das 

eigene Umgebung erkunden. 
Denen damit auch irgendwie 

Bewußtsein gleich für Natur usw 
mitzugeben.

6I_DM_2402

00:48:43 Speaker T
Ja, also ich muss sagen total. Also ich find, wenn man vor allem wenn man da sieht, 
was einfach für Sachen passieren. Dann wirkt das so richtig aussichtslos...also ganz 
oft einfach, wenn man sich denk, ok gut. Und wenn man dann sich so hilflos fühlen 
und wenn man sich denk ok gut. Wir sind halt mittendrin, aber irgendwie ist man 
machtlos. Also gerade so, mit dem alles zubetonieren. Diese Sachen, wo man sich 

echt denkt, es weiß jeder, dass dem ein Ende gesetzt werden muss und es gibt 
einfach keine Gesetze, die den entgegenwirken so richtig. Also irgendwie mit Geld 

kannst du alles kaufen und alles tun. Und da gibt es einfach nix was dem 
entgegenhält, wenn man sich es einfach leisten kann. Also ich find das ist total also 

eben das ist...das stimmt dann so richtig traurig und total aussichtslos, dann 
einfach.

3I_T_2202
wanting to have 

more big 
cooperations 

involved, policies, 
goverments

01:01:00 Speaker T
Also ich muss sagen Grad mit Kind, versuche ich....also versuch ich eigentlich. Also 

ich find das also das....finde ich ganz schlecht bei meinem Kind, das so vorlebt, 
dass man die ganze Zeit am Handy hängt oder so. Also ich muss sagen ich benutze 
es eigentlich fast...also ich benutze es wirklich nur so zur Kommunikation um was 

auszumachen. Und dass wir uns mit irgendwem halt treffen. Aber ich tue nicht 
einmal gerne jetzt also einfach... oder es funktioniert auch nicht wirklich...wenn ein 

Kind da ist...weiß nicht...telefonieren, weil sie halt einfach die ganze Zeit die 
Aufmerksamkeit haben will. Also für mich jetzt...persönlich gerade mit Kind ist es 
sowieso dann was, was sich ergibt, dass man das halt kaum mehr nutzt, weil man 

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 finde ich 

richtig blöd muss ich sagen, wenn man sich das so da so in sowas reinsteigern, also 
eben ja... . Also, das ist überhaupt so ein Ding, ich weiß nicht, das ist ich find das 
eigentlich gar nicht gut für die Erziehung, weil man sich da so die ganze Zeit weiß 
ich nicht irgendwo. Also das beste weiß ich nicht viel besser Erziehung oder das 
Beste ist einfach sich mit dem Kind zu beschäftigen, da merkt man dann eh von 
selber was es braucht. Ich finde das eigentlich ganz schlecht, wenn man uns vor 

allem...also das bringt nur Durcheinander bei den Eltern und im Endeffekt bei den 
Kindern, wenn man keine klare Linie hast, wenn man die ganze Zeit nur sich 

versucht irgendwo für alles, was gerade passiert eine Antwort irgendwo zu holen. 
Also oder die ganze Zeit versucht zu analysieren, also mein Kind macht jetzt das 

und sich irgendwo Rat sucht wie muss ich...also quasi wenn mein Kind dies macht 
wie muss ich vorgehen? Wie muss ich damit umgehen?

3I_T_2202 Segmentation

01:06:05 Speaker T
Und also ich weiß nicht, und ich 
war nach der Ortwein Opair in 

den USA und hab dadurch schon 
irgendwie so ein bissel auch 

Erfahrung sammeln können, die 
mir jetzt voll zugute kommt.

3I_T_2202

Aber ich muss sagen, dass ich mich da eigentlich so recht sicher fühle und überhaupt nicht 
da jetzt die ganze Zeit in mir Selbstzweifel hab. Und das ist mir, wenn andere mich als 
Rabenmutter ansehen, auch relativ wurscht ist also ich muss sagen. Das also da 
anderen...vor anderen ein gutes Bild machen zu müssen, das ist einfach nicht so meine Art. 
Ich muss eigentlich auch in den USA damals schon...also auf den Spielplätzen...das war 
immer, also das war ganz wichtig meine Gastmutter meinte..den Amerikaner oder die 
amerikanischen Eltern beschrieben....die Amerikaner versuchen also irgendwie so ja...die 
Amerikaner versuchen, in der Kindererziehung alles richtig zu machen und alles im 
Ratgeber nachzulesen und machen im Endeffekt alles falsch, gell? Und es ist doch dieses 
Show Eltern sein. Das ist halt dort noch mehr gewesen als bei uns muss ich sagen, dass es 
eben dieses perfekte Eltern vortäuschen und dieses immer sich überall einmischen bei den 
bei den Kindern. So dieses in der Sandkiste, wenn wir um ein Spielzeug streiten, dass man 
hingeht und ja sofort meinem Kind wird etwas weggenommen und du sagst sofort na 
(unklar) und das ist halt also für mich war das komplett falsch. Erstens überhaupt 
einmal...also ich hätte meinen abgewartet und dann nicht sofort interferiert wieder. Und vor 
allem auch dieses immer...so weiß ich nicht so dieses also ich finde das völlig falsch, dass 
wenn, wenn ein Kind deinem sein Spielzeug wegnimmt, dass du immer anspricht sollst es 
soll es teilen. Weil das ist einfach weiß nicht...also das ist gerade wichtig, dass meins und 
deins und jetzt hast du so und später kann er es haben, wenn du es nicht mehr 
verwenden... aber soll das das sind doch viel wichtiger, als dass du jeden mit jedem alles 
teilst.Ich bin dort voll als Rabenmutter also ich meine, das waren nicht meine Kinder, aber 
als Rabennanni angesehen worden. Weil Ich den Kindern irgendwie relativ viel Freiraum 
gegeben hab und vor allem mich nicht eingemischt habe immer gleich, sondern halt wenn 
es nötig war meiner Meinung nach. Also da würde ich sehr schief angeschaut und irgendwie 
weiß nicht das, ich hab halt einfach dieses Show Mama sein, dort so zu hassen gelernt und 
so blöd gefunden. Dass ich das einfach nur blöd find , wenn man glaubt, man muss sich 
dafür irgendein verbiegen. 

01:11:20 Speaker T
Also um den trotzdem Muttermilch zu 

ermöglichen ist super Sache, aber es wird 
heutzutage schon irgendwie mal hart als 
Mutter, bevor man das Kind überhaupt 
kriegt hat, sollte man sich schon eine 

Milchpumpe zu Hause auf Lager legen 
werden weil vielleicht braucht man sie 

später.

3I_T_2202

01:15:52 Speaker T
Ja also so meine Quellen also ich muss 
sagen, also zum Beispiel...alles so bissl, 
wenn mir irgendwer irgendeinen also 

Leute, von denen ich einfach, die dieser 
zeige ich einmal für mich interessant sind 
also so meine Mama Freundinnen, die so 

ja selber Interessen haben, würde ich 
sagen. Wenn sie zum Beispiel gute 

Bücher zum Empfehlen haben. Also ähm, 
wenn irgendwer so gute Bücher zum 

empfehlen hat oder so.

3I_T_2202

01:15:52 Speaker T
Eben so ein Paar,ein paar richtig coole Freunde, die immer heiße Tipps haben, für 

so Bücher und so Sachen. Also ich muss sagen ich bin da auch einfach weil es mich 
interessiert also, wo ich was her kriege an Infos, die jetzt irgendwie so Hand und 

Fuss haben meinen Gefühl nach. Ich könnte jetzt gar nicht sagen, ich hab jetzt eine 
Quelle oder so, aber ich bin sicher eine, die das aufsaugt, wenn es was interessant 

ist und die Quelle vertraulich ist. Viel von der Uni aus und eben so aus dem 
Freundeskreis von Leuten, die halt wirklich selbst irgendwie direkt Kontakt zu 
Hebammen haben die wirklich irgendwie fundamentalle also irgendwie jetzt 

irgendwie Kohle Hebammen einfach. Genau und ich muss sagen eben mich lässt 
dann auch den einen oder anderen interessanten Artikel oder so oder hör mir 

einen Podcast oder sowas. Bisschen von allen Seiten das Rausgefiltert, was mich 
halt interessiert. Es sicher ganz viel einfach vom Studium kommen, also das sind 
Bereiche einfach von. Ja und ich glaub, ich hab grundsätzlich eine sehr natürliche 
Einstellung zu den Sachen, das ist halt einfach auch seine Sichtweise, dass einfach 
eben sowas wie die Hysterie mit abpumpen und ud Aptamil einfach ganz schlimm 

finde.

3I_T_2202

00:03:54 Speaker I
OK. Mhm also Zeit nehmen für einerseits 
äh muss man...Fangen wir vielleicht bei 
den wichtigsten an...fürs Kind sowieso, 

also man muss seine Zeit wirklich 
bewusst timen, damit das Kind die volle 
Aufmerksamkeit bekommt. Was meiner 
Meinung nach wichtig ist, also ich finde 

es auf jeden Fall wichtig ja. Und man 
muss aber auch...hmmm...

1I_I_1502

00:03:54 Speaker I
Jeden Fall, zeigt es mir mal für Kinder...auch...aber auch 

für sich selbst. Also ich finde, dass das finde ich ganz 
wichtig, weil viele Eltern verlieren sich komplett in sich 
selbst, also die geben wirklich alles, was sie haben, und 

sind dann so ausgebrannt. Nach einiger Zeit und das 
back fired ja. Du weißt was ich meine? Im Endeffekt legt 

sich das dann wieder rückwirkend aufs Kind negativ 
aus, wenn es deiner Gesundheit nicht gut geht. Also, 

das finde ich halt mit Zeit nehmen, immer ganz wichtig, 
dass man sich da selber nicht verliert. Ich weiß nicht 

genau, ach ja...

1I_I_1502

00:03:54 Speaker I
Ja also, das ist aber auch etwas, was ich weiß, dass es 
ganz vielen Müttern schwerfällt, weil das einher geht 
mit diesem Mum Shaming. Was es auch ganz viel im 

Moment gibt, weil du musst dein ganzes Leben, deine 
ganze Zeit alles auf das Kind abgeben sozusagen. Und 
es ist dann verpönt, wenn man sagt, ich nehme mir die 
Zeit für mich selbst. Und daher finde ich, dass es ganz 
wichtig ist, trotzdem sich die Zeit so einzuteilen, dass 

man sie...wie soll ich sagen, man hat ja nur 24 Stunden 
für einen Tag und man muss das ganz gut timen, damit 
da genug für Kind, für Partnerschaft und auch für einen 

selber übrigbleibt.

1I_I_1502

00:07:49 Speaker I
Also das ist, da ist gleich einmal, wenn ich jetzt...was weiß ich einen Ratschlag 

mitgeben oder jemand sagt ich mach das so mit meinem Kind, dein nehmen die 
Mütter des gleich sehr persönlich, also das ist so...ich weiß nicht dieses Mum 

Shaming ist tatsächlich grösser als ich damals dachte ich hab davon vorher schon 
gehört, auch in der Schwangerschaft habe ich mir da immer mal wieder Gedanken 
darüber gemacht. Aber dass es solche Ausmaße annimmt, muss ich auch ehrlich 
sagen hätte ich mir auch nicht vorgestellt. Das geht wirklich ganz, ganz flott, also 

hauptsächlich natürlich in solchen Foren, aber auch im Real Life. Also da muss man 
schon selbst sehr reflektiert sein, auch mit sich selbst. Dass du das auch dann nicht 

projizierst auf die andere Person. Und das tut dem Ganzen dann wirklich neutral 
gegenüberstehen kannst. Wenn man zum Beispiel sich über ich Erziehungsstile 

austauscht oder so. Und dass man dann wirklich aus der Situation heraustritt und 
sagt das ist keine Kritik an dir, sondern das ist wirklich nur ein Stil wie ich das 

mache. Und das passiert mir wirklich ganz häufig also, dass du auch immer wieder 
dazu sagen musst, dass du die andere Person nicht kritisiert oder so. Das ist 

wirklich einfach quasi mein Ding ist aber das heißt ja noch lange nicht, dass es 
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 definitiv der 
größte. Aber es gibt garantiert auch viele andere Bereiche, also eben was...keine 
Ahnung...Material was du verwendest als Elternteil also da gibt es...weißt du, da 

wird dann zum Beispiel...viele Mütter sind ja ganz ich sag jetzt mal öko. Das klingt 
so abwertend. Damit ist, um schneller zu beschreiben, so wird wirklich auf Plastik 

verzichtet. Da gibt es keinen Zucker für die Kinder...da ist wirklich auf das 
Minimum, die haben keinen Kinderwagen, weil mit Trage wird getragen. Und da 
passiert es dann doch, auch wenn du wirklich auf zum Beispiel andere Mütter 

triffst, dass es passiert, dass du dann wirklich auch aneinandergerätst, weil du zum 
Beispiel dich eben für in den Kinderwagen entschieden hast, oder ein, wenn wir 

nicht gerade... ich seh da grad die ganzen Avent Sachen hinten bei dieser 
Präsentation. Wo, wenn du denkst, dass viele zum Beispiel sagen: Nein, 

Flaschenwärmer brauche ich nicht weil...was weiß ich? Keine Ahnung Plastik Müll. 
Und das wollen sie nicht produzieren und dann gibt es da eben auch ganz viele 
Mütter, die da aneinandergeraten können. Ist mir jetzt noch in dem Sinne nicht 

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

1I_I_1502

00:17:23 Speaker I
Ja, genau also, das ist auf jeden Fall so für mich 

Nachhaltigkeit, dass das du die Natur.... schätzt und 
auch wie soll ich sagen, weitestgehend erhältst. Ja, für 

das Kind später. Also nachhaltig ist für mich 
hauptsächlich eine Natur bewahren, die ich als Kind 

hatte, damit mein Kind das Gleiche erleben kann, wenn 
sie dann...also einfach in dem Alter ist. Weißt du was 

ich mein? Also Natur bewahren, das...so würde ich jetzt 
Nachhaltigkeit verstehen.

1I_I_1502

00:18:27 Speaker I
Ja, auf jeden Fall also ich denk mir auf jeden Fall, dass das auch vorrangig sogar 

unser Job ist als Individuen, selbst als Menschen und jetzt nicht das Ganze 
abzugeben, weil...jede kleine Handlung hat eine Wirkung also jede Kleinigkeit, die 
ich jetzt mache, kann auch eine Auswirkung haben. Natürlich werd ich das kleiner 
Mensch nicht viel tun können, wenn in China in eine Fabrik was weiß ich wie viele 
Abgase produziert oder so. Das ist schon bewusst, aber ich denk mir, es geht auch 

oft um diese...um das Bewusstsein dafür, dass du überhaupt diese Natur noch 
schützen musst und eben auch nachhaltig lebst. Weil viel kann ich nicht ausrichten, 
in Summe aber ich kann auf jeden Fall nachhaltig leben und ich kann das an mein 
Kind weitergeben. Dieses Bewusstsein und sie kann das wiederum an ihre Kinder 

weitergeben.

1I_I_1502

00:22:59 Speaker I
Nein, also das hat jetzt für mich alles aus gesagt mein ich. Ja, Nachhaltigkeit ist ja 
dann sowieso...das ist so weitgreifend...dass das mit dem Müll Mülltrennung zum 

Beispiel wichtig ist oder so. Aber ich...ich...es ist halt für mich ist Erziehung das 
große ganze und wenn ich dann nur Müll trenne, weil man halt Müll trennt, dann 

finde ich hat das wenig Zusammenhang zu dem, was ich sonst tue. Also ich trenne 
den Müll, weil wir die Natur wichtig ist und weil oder ich würde, zum...ich bin auch 

manchmal so, dass ich Dinge wegschmeiße, wenn ich sie am Wegesrand finde, 
wenn es sich dann ergibt oder so. Und dann denk ich mir das ist ein großes ganzes 
Konzept. Ja also, weißt wie ich meine, dass ich das halt nicht nur das ich mir nicht 
nur ein paar Dinge heraus packe, sondern das ist für mich halt alles zusammen 
gehört, also wenn ich die Natur genießen kann, dann schütze ich sie auch und 
eben versuche ich so weit, so gut es geht in dem was mir halt möglich ist, dann 

auch nachhaltig zu sein. So gut es geht.

1I_I_1502

00:25:45 Speaker I
Ja, also das, was ich auf jeden Fall habe...besitzen tu ich natürlich den Sterilisator 
den Flaschenwärmer, die Schnuller also viele von denen und auch die Flaschen 

also ich hab ziemlich viel von Avent eigentlich. Nur zum Thema eben in Richtung 
Nachhaltigkeit wäre eben dieser Nahrungsmittel Zubereiter. Den hab ich nämlich 

geschenkt bekommen von meinem Bruder. Gebraucht. Und dann habe ich mir 
nämlich den zweiten, weil der kurzzeitig nicht funktioniert, oder weil ich geglaubt 

habe funktioniert nicht auch noch den Gebrauchten von meiner Freundin gekauft, 
also von ihr quasi gekauft, weil ich mir sage, das ist ein Gerät, das wird nicht 

übermäßig verwendet und dementsprechend kann man das durchaus gebraucht 
kaufen, oder sich holen. Und das ist für mich in dem Sinne auch Nachhaltigkeit.

1I_I_1502

00:27:01 Speaker I

Also, ich mein es gibt eben Dinge, wo ich sag hygienisch zum Beispiel würde ich es 
nicht gebraucht holen. Das sind zum Beispiel Dinge, die man eben auf der Toilette 

verwendet also ein Klositz oder so würde ich einfach nicht gebraucht haben wollen. 
Das Gleiche wie zum Beispiel auch Baby Matratze, würde auch immer neu kaufen. 
Oder so Dinge wie Schnuller und das, das ist etwas...Ich bin eigentlich jemand, ich 
kaufe Dinge wahnsinnig gerne gebraucht, weil ich denke eben, man muss nichts 

Neues zu dieser Gesamtbilanz dazu kaufen. Man kann eben auch gebrauchte 
Dinge verwenden, nur was ich...als Mutter hat sich das für mich dann aber 

verändert. Bezogen auf zum Beispiel die Schnuller, die man da jetzt sieht, weil du 
möchtest für dein Kind das Beste und zwar ausnahmslos das beste und in dem Fall 
zählt Hygiene auch dazu. Und da bist du...tendierst oder zu, dass du...und das hab 

ich mit mehreren Müttern schon...also ich hab...das ist halt nicht allgemein 
Meinung, aber es ist sicher schon öfters gefallen und dass du einfach kein Risiko 

eingehen möchtest. Dein Kind ist das wichtigste und du möchtest dieses Risiko so 
gering wie möglich halten, dass irgendetwas sein kann. Und daher gehend viele 
Mütter besonders...was eben so Dinge für Babys wie Schnuller oder Flasche am 

zum Beispiel.

1I_I_1502

00:27:01 Speaker I
Das ist vielleicht...also ich stell mir vor, wenn wir zum Beispiel jetzt jemand 
sagt...eine Studie dazu veröffentlicht, wie zum Beispiel das dieser Schnuller 

gebraucht von einem anderen Kind ist aber was weiß ich Dampf sterilisiert wurde 
oder noch sonst irgendwie gereinigt wurde. Zum Beispiel dann auch keine 

Bakterien mehr aufweist oder gleich viel Bakterien wie der Schnuller der etwas 
frischen Verpackung kommt, dann könnte ich mir vorstellen, dass das würd mich 

dazu verleiten, umzudenken. Denk ich mir gut, wenn der eh unbedenklich ist, dann 
muss ich den ja nicht neu kaufen, weil dann kann ich das ja auch so. Aber die Eltern 

sind da wahnsinnig fixiert auf ihr Kind, was natürlich vollkommen normal ist und 
das ist eh gut. Daher kommt dieser Gedanke weißt du, das muss das Beste sein 

und das Beste ist automatisch das neue.

1I_I_1502

00:27:01 Speaker I
Sie eben gerne auf Nummer sicher gehen und kaufen bewusst und absichtlich neu. 

Also das ist auch so mein, was soll ich sagen...Ja, normalerweise würde ich 
gebraucht kaufen, aber wirklich etwas...das war, das ist neu dazugekommen, als 

sie neu auf der Welt war, hab ich nicht so gedacht. Und das hat sich... Naja, es geht 
einfach, es geht einfach um das Kind und und du bist da wirklich so, dass du sagst 
also... außer wenn es jetzt nicht finanziell nicht ausgehen würde aber ich glaub da, 
das ist wirklich etwas da sind Eltern so, dass sie das...dieses Risiko nicht eingehen 
wollen, auch wenn das wahrscheinlich einwandfreier Zustand sein kann. Aber da 
ist so dieser Gedanke neu ist hygienischer und besser. Das ist einfach noch sehr 

groß in den Köpfen der Eltern. Von dem her, das ist etwas was, wo man sicher auch 
ansetzen könnte, weißt du, wie ich mein? Also wenn man wirklich nachhaltig 

arbeitet, dass man da vielleicht auch dieses Bild verändert?

1I_I_1502

0:31:24 Speaker I
Also ich geh 

meistens oder fast 
immer also auf wie 

heißt das 
Stiftungwahrentest.

1I_I_1502

0:31:24 Speaker I
Ja, aber ich geh auf jeden Fall, 

was man so quasi auf Google auf 
der ersten Seite bekommt, geh 
ich meistens durch, also, bevor 

ich mich für neues Produkt oder 
was auch immer entscheide.

1I_I_1502

0:31:24 Speaker I
Auch zum Beispiel also, wenn 

Studien dabei waren, dann habe 
ich mir die natürlich auch gern 
angeschaut, also das war dann 

schon auch was eine 
Kaufentscheidung mit beurteilt.

1I_I_1502

00:32:38 Speaker I
Also ich geb gerne Influencer, also zum Beispiel Influencer geb ich jetzt nicht 

wirklich etwas...ich hol mir kleine Ideen jetzt wenn es um Erziehungsstiele geht 
zum Beispiel hab ich jetzt gerade viel Montessori Ideen...über Influencer jetzt 
gesehen auf Instagram hauptsächlich. Aber das sind mehr Ideen also was ist 

wirklich um Produkte geht dieses eher weniger.

1I_I_1502

00:32:38 Speaker I

Also ich bin so, dass ich mir gerne auch von anderen befreundeten Mamas Ideen 
hole. Aber ich neige selbst für mich eher dazu, dass ich lieber nochmal online über 
eben was weiß ich Studien wenn es das gibt, wenn es dazu irgendwelche wie soll 
ich sagen...objektiven...Forschungsergebnisse oder so gibt, dann bin ich eher auf 
der Seite also wie soll ich sagen ich fühl mich bei der Wissenschaft ein bisschen 

sicherer als ja die Meinung von anderen Müttern.

1I_I_1502

00:34:23 Speaker I
Also es ist, äh, sind...also für mich sind 
immer bei nachhaltigen Sachen, die ich 

jetzt Second Hand nachhaltige 
Sachen...ist es auf einer Seite natürlich 
das nachhaltige, dass du das einfach, 

dass du kein neues Produkt in den 
Kreislauf bringst, ich mein es ist zwar da, 

aber wenn du es nicht kaufst, ist es ja 
nicht wirklich...du weißt schon, was ich 

meine?

1I_I_1502

00:34:23 Speaker I

Auch der Kostenfaktor. Neu kostet immer mehr, und ich muss ehrlich sagen viele 
Dinge sehe ich nicht ein neu zu kaufen oder zumindest find ich einfach nicht 

notwendig, neu zu kaufen, wenns die in gebrauchter Version auch sehr gut gibt, 
also so Sachen wie Kinderkleidung haben wir jetzt viel geschenkt bekommen und 
ich würde jetzt meinen die Hälfte von den Sachen wie die M. hat sind gebraucht. 

Und sind völlig in Ordnung, weil die Kinder machen sich schmutzig, Kinder 
wachsen so schnell raus aus diesen Dingen und das ist dann wirklich einfach 

unnötig das neu zu kaufen.

1I_I_1502

00:35:43 Speaker I
Es wäre jetzt nicht so, dass wir es uns nicht leisten 

könnten, also ich muss auch sagen, ich hab zum Glück 
die Wahl, dass ich neu oder gebraucht kaufe. Aber für 
mich ist es einfach unnötig, also ich kauf...ich überlege 
bei jedem Drum, was ich für sie kaufe ob ich es brauch, 

ob sie wirklich Sinn ergibt und ich meine es passiert 
hier und da mal, dass mir was unter rutscht, weil ich 
geglaubt hab ich brauchs und dann verwende ich es 

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

Weil ich Stille, das hat sich nie ergeben. Also da war am Anfang eben, als sie auf die 
Welt gekommen ist, ein bisschen diese Panik da, was wenn ich nicht stillen kann 

oder so, dass ich dann das immer daheim habe und...wenn man sich sowas dann 
schnell holen muss und besonders dadurch, dass Lock Downs war, hab dich 

gestern gern daheim schon bevor ich es überhaupt brauchen könnte. Und ich hab 
es nie gebraucht also es war dann wirklich einfach unnötig gewesen. Und diese 

Babynahrungs Zubereitunger da hab ich alle eigentlich auch nicht gebraucht, aber 
das war aus dem Grund, weil die Mara Brei verweigert. Sie ist nur das, was wir 
essen. Ja, also das wusste ich natürlich auch nicht vorher, also das war einfach 

etwas, wo ich mir gedacht hab man probiert, man bietet an, aber man ist sich dann 
doch nie sicher, dass es angenommen wird. Das gleiche ist mit den Schnullern also 
wir haben...ich will jetzt meinen, das ganze Sortiment an Schnullern zu Hause also 
wir hatten locker 20 verschiedene Sorten, kein Scherz. Weil wir versucht haben ob 
sie Schnuller möchte...also einfach anzubieten, weißt eh, weil doch die Sache sehr 
erleichtert, aber sie hat nichts, sie hat damit gespielt. Sie hat sie fand's lustig, als 

Spielzeug, aber Schnuller wollte sie nicht nehmen und da ist es natürlich auch nicht 
sehr nachhaltig, weil wir haben jetzt da 20 paar Schnuller. 20 Stücke Schnuller 

daheim liegen. Die nicht genutzt wird.

1I_I_1502

00:38:02 Speaker 1
Aber das ist, das ist ja das, dass du als Elternteil einfach das Beste fürs Kind willst 
und eben auch kauffreudiger bist. Also dieser Baby...dieser Baby Markt ist etwas, 
was du sehr gut ausnutzen kannst wirklich und die Eltern steigen voll drauf rein, 
also es gibt so viel Zeug, wo sie sagen, das ist für Babys auch besonders, bei der 

Nahrung später, wenn sie dann Essen. Da gibt es so viele ******* die, sie dir dann 
einreden die du brauchst, die einfach unnötig sind also nur weil für dein Baby. Also 

da gibt es 2 Beispiele, die mir jetzt schnell einfallen. Zum Beispiel ein Öl, ein 
bestimmtes Babybrei Öl das du dazu gibst zum Brei damit leichter bekömmlich ist. 

Und das ist...ich hab dann eben Studien dazu gelesen und gesagt das ist 
kompletter Schwachsinn. Du brauchst nicht diese Spezielle für Babys, was drauf 

steht. Was Dreifache kostet und du kannst ein ganz normales Rapsöl nehmen. Und 
das hat sogar bessere Werte was auch immer egal, aber es ist unnötig. Es ist kostet 

einfach das Dreifache. Weil Baby drauf steht. Oder Müsli! Es gibt ein Baby Müsli 
und ich hab die Inhaltsstoffe angeschaut. Das hat exakt das gleiche Zeug drinnen 

wie das was ich für mich kauf aber steht Baby drauf und deswegen wird 
gerechtfertigt, dass es das Dreifache kostet. Das sind halt für mich dann so Sachen, 

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

1I_I_1502

00:40:52 Speaker I
Ja schon. Auf jeden Fall. Ich bin so, dass ich vom 

Charakter her, dass ich diesem Druck oft nicht folgen 
möchte. Keine Ahnung, ich schwimme wahnsinnig gern 
gegen den Strom. Aber ich merke, dass er vorhanden 

ist. Also ich merk definitiv, dass es von überall, von 
allen Seiten gibt, du musst das Beste wollen, du musst 
ja nachhaltig sein, du musst das ja so haben. Und jetzt 

ist das wird von überall also von Medien, von 
bekanntem Kreis, von Verwandten...also das ist wirklich 
Fernsehen, Internet... ist Wurst...also es ist dieser Druck 

ist auf jeden Fall vorhanden.

7I_L_2402

00:43:21 Speaker I
Ja also, ich meine auf der einen Seite...Wer will nicht 
das Beste für sein Kind? Das hab ich dir grad vorher 

schon gesagt, also du bist natürlich bemüht immer das 
Beste zu machen und zu tun. Wo...also ich würd sagen 

schon auch von innen. Ich würde es jetzt nicht ganz 
ausschließen, aber ich denk mir, es sollte eben bedacht 

sein, also ich weiß nicht, wie ich es am Gescheitesten 
ausdrücken soll ähm. Natürlich willst du für dein Kind 
das Beste, aber das heißt ja nicht gleich, dass es mit 

Grafelberg überschüttest. Also es ist ein bissel, ich weiß 
nicht, also es wird natürlich viel von außen suggeriert, 

dieses...du musst nachhaltig sein, du musst du gut sein 
und das Ganze.

1I_I_1502

00:43:55 Speaker I
Ja voll und das spüre ich wirklich...also das ist manchmal denk ich mir wirklich so 
na, ich kaufe den ****** weil ich kann, wenn ich ihr was Gutes tun. Und auf der 

anderen Seite denke ich mir dann wieder warum habe ich dieses Kinderbuch jetzt 
gekauft? Ich hätte es auch gebraucht kriegen können, vielleicht ein bisschen 

abgenudelt oder was weiß ich a bissl abgelutscht mein Kind oder angemalt? Aber 
für die M. hätte das keinen Unterschied gemacht, das hätte nicht, es wäre wurscht 

gewesen. Hygienisch wäre es auch egal, weil dann hätte ich einem 
Desinfektionsmittel drüber gewischt oder so. Aber für das Kind hätte es keinen 
Unterschied gemacht und dann denke ich mir manchmal ist das doch eine sehr 

egoistische Herangehensweise. Also ich, ich geh ja nicht vom Kind aus. Also das ist 
dann mein wie soll ich sagen..mein Dilemma, dass ich das dann, weil ich glaube, 

das braucht mein Kind und ich möchte dieses gute Gefühl haben, dass ich ihr was 
kaufen kann. Dieses, ich tue was Gutes aber um des Tuns Willen und nicht um das 

Kindes Willen, weißt du was ich mein?

1I_I_1502

00:45:15 Speaker I
Genau ich belohne mich indirekt damit, dass ich sie belohne und dass das Thema 
kommt, natürlich später dann auch mit Süßigkeiten, Konsum und diesen Dingen. 

Damit setze ich mich hier schon jetzt auseinander, dass ich da eine gesunde 
Beziehung zu Süßigkeiten dann einführe. Aber sehr weitreichend, anderes Thema. 
Aber das fängt schon so an, weil wir müssen als Mütter, als Eltern...wir müssen uns 
immer wieder bestätigen, dass wir sehr richtig machen und das geht halt nun mal 
am einfachsten, indem du dein Kind...eben einen Scheiß kaufst. Vielleicht etwas, 

das du auch nicht braucht oder so, und das ist  mir noch aufgefallen, das ist dann 
auch wahnsinnig. Wenn das nämlich nicht durchdacht ist und nicht eben wirklich 

bewusst fürs Kind gekauft wurde, dass es dann damit etwas anfängt. Dann 
empfindest du ziemlich bald Frustration, also das ist dann so ein Teufelskreis. Also 

du kaufst, weil du glaubst, du tust was Gutes. Das Kind nimmt es aber nicht 
wirklich an, weil sie offensichtlich vielleicht auch nicht wirklich fürs Kind gekauft 

wurde. Weil du glaubst und dadurch fühlst du dich dann eigentlich schlechter. Du 
denkst du das Geld ausgegeben unnötigerweise, da ist jetzt ein Produkt mehr im 

Kreislauf das eigentlich niemand gebraucht hätte und das Kind fängt sowieso 
nichts damit an. Und das löst dann wieder Frustration aus und dann musst du dich 

wieder...und dann fängst du auf und du musst dich wieder belohnen mit 
irgendwas, weil du glaubst das letzte Drum hat nicht funktioniert, dann schenk ich 

eben das nächste.

1I_I_1502

00:47:14 Speaker 1
Genau man will sich korrigieren. Diese Korrektur ist 

das, was dann auch, wie soll ich sagen? Immer zu 
neuem Konsum führt also man will sich ja korrigieren, 

man will ja dann dieses wie soll ich sagen, diese falsche 
Handlung eben richtigstellen. Also ich bin mir nicht 

sicher, ob ich bin, ich wüsste jetzt kein Beispiel, ob mir 
das schon mal passiert. Das kann ich jetzt nicht sagen, 
ich müsste nachdenken. Aber ich hab garantiert schon 

Sachen gekauft, wo ich mir gedacht hab so darüber 
freut sie sich und im Endeffekt ist...für nix. Sie 

verwendet es nich,t sie spielt nicht damit. Das liegt nur 
umadum unnötig und es wird keine Ahnung.

1I_I_1502

00:48:44 Speaker I
Das ärgert mich maßlos, aber das Problem ist es gibt nicht viel Alternative. Also es 

gibt dann immer wieder so...also in Graz zumindest. Ich kann jetzt nur von Graz 
sprechen, gibt es natürlich schon so Geschäfte, wo man die Nahrungsmittel in 

seinen mitgebrachten Sachen kaufen kann. Aber das ist...gibt es fast nicht, wenn 
nicht sogar gar nicht für Babyprodukte...also Brei...was auch immer. Ich hab 

eigentlich auch geplant und es ist eigentlich auch so...Brei mag sie nicht einmal 
so...Obstbrei oder so geht gut. Und da war es immer der Plan, das ist dann eben 

selber mache aber er schmeckt er ihr nicht. Also wenn er selbst gemacht ist, 
schmeckt er ihr nicht. Und das ist natürlich dann irrsinnig schade, weil das ärgert 
mich dann auch sehr, weil ich muss dann auf ein Hippglas oder was auch immer 

zurückgreifen. Was Müll produziert, anstatt dass ich das selbst kaufe.Was natürlich 
aber auch wieder blöd ist, weil wenn ich ja ein paar Himbeeren kauf, werden die 
auch in diesem Plastikding gebracht. Also untergebracht halt. Und also, das ist 

schon auf jeden Fall...das ist vorhanden. Also es ist immer so eine kleine Stimme 
im Hinterkopf, die dann wirklich sagt, so ist das notwendig, dass das so ist und also 

ja...

1I_I_1502

00:52:24 Speaker I 
Ja, also täglich ist es auf jeden Fall dabei muss ich schon sagen, es ist wirklich täglich. Weil 
du ja mit diesen ganzen Verpackung Sachen einfach immer konfrontiert wirst. Das ist... zum 
Beispiel also als Beispiel könnte ich jetzt nennen, dass ich die M. mag diese Quetschies (...) 
ich finde sie grauenhaft. Also ich finde das total schrecklich, dass das Ding einmal 
verwendet wird und dann im Müll landet. Und ich hab mich eben schon umgeschaut, dass 
man halt die zum selber füllen kaufen kann. Dass du die wieder nach Befüllst, ja. Und das 
werde ich, glaub ich auch dann wirklich in Anspruch nehmen. Es ist einfach....Leider 
traurigerweise hast du als Elternteil wenig Zeit. Zum Thema Zeit vorher du hast wenig Zeit, 
weil es ist wirklich der Tag ist viel zu kurz für die Stunden, die da sind und dadurch, dass du 
halt. Also in meinem Fall kann, ich kann ja nur von mir sprechen, aber dadurch, dass du 
diese wenige Zeit hast nutzt du sie lieber und die Zeit mit dem Kind zu verbringen. Als jetzt 
zum Beispiel da Obst zu schnippeln und diesen Brei zuzubereiten, damit das Kind diesen 
Quetschie nachher hat für später. Und da ist es mir eben...darum ist mir diese Zeit immer 
so wichtig, aber es ist einfach schwierig, das unter einen Hut  zu bringen. Und zum anderen, 
wenn sie dann schläft, zum Beispiel brauche ich auch ein bisschen Zeit für mich. Um wieder 
aufzutanken und da hab ich dann auch keine Lust dann diesen nachhaltigen natürlichen 
Brei zu machen oder diesen Quetschie nachzufüllen, weil das braucht viel Zeit also es ist Ist 
t auf jeden Fall...Und da ist dann eben der Grund, warum ich auch zu diesem Plastik 
zurückgreife, nicht unbedingt, weil es so toll ist oder weil es so. Ja, so einfach. Egal ist es mir 
nicht. Also ich hasse es. Jedes Mal, das ärgert mich sehr ja, aber es ist halt einfach...wenn 
man...die das Übel abwägt. Entscheide ich mich eher für dieses Übel als wie für die Zeit, die 
ich dann dafür aufbrauche. 

00:54:56 Speaker I
Ja, es ist so. Also leider muss man 

manchmal die Priorität setzen, dass es 
natürlich auch...obwohl mir 

Nachhaltigkeit wahnsinnig wichtig ist, 
einfach...trotz allem ist es besser , das 

blöde Quetschie zu kaufen. Was natürlich 
auch teurer ist , das ist ja nicht günstiger 
und keinen Deut, aber ich hab mehr Zeit 
für Kind und für alles rund umma dumm 
und das ist halt du lebst halt als Elternteil 

unter konstantem Zeitmangel.

1I_I_1502

00:03:12 Speaker M
Und du, ich find sogar Zeit, dass ich in der Früh aufstehe und eineinhalb Stunden 

oder so Yoga mach und hab den Kleinen halt neben mir liegen und wenn er 
aufwacht, dann Blödel ma rum und wenn er Hunger kriegt, dann kriegt er halt 

inzwischen was zum Essen. Aber ich mach nur noch immer Yoga was für mich ist, 
was wichtig ist. Und ich komm mit dem Haushalt gut zusammen und ich komm 
zum Kochen, wir gehen spazieren. Es ist... ja irgendwie so alles bis jetzt nicht wie 

aus dem Bilderbuch und ja, deswegen finde ich das eine und das andere Bild halt 
einfach ja, wenn ich den Kleinen ganzen Tag einfach nur Abknutschen könnte.  Und 
es ist für mich ein kitschiges Mama- Kind- Bild. Aber es ist eigentlich auch schon ein 
bisschen Realität, die kleinen lassen sich halt einfach noch so abknudeln wie man 

will, sie wehren sich noch nicht.

2I_M_1602 Segmentation

00:12:06 Speaker M
Okay, ja, ich sage mal vielleicht passt mir dann noch ein Bild, dazu aber für mich ist 

es auf jeden Fall einmal ein Kompromiss. Weil es ist ja heute leider, oder wie es 
halt so ist. Die Theorie und die Praxis in...wenn man noch nie geklappt hat, ich hab 
Bücher gelesen und keine Ahnung. Ich hab mir so viel vorgenommen, egal ob jetzt 
Nachhaltigkeit betroffen hat oder Dinge wie einen Schnuller. Wenn das Kind dann 
da ist, kommt man drauf, dass man, dass man sich und dem Kind dann zumindest 

psychisch doch einen Gefallen tut, wenn wir nicht alles hundertprozentig 
durchzieht, was man sich vorgenommen hat. Ich wollte zum Beispiel nur mit Stoff 

Windeln wechseln und das ist aber einfach einfacher, wenn ich tagsüber mit 
Stoffwinden wickle und nachts dann auf Pampers umsteige. Weil die einfach 

saugfähiger sind und das Kind dann ned die ganze Nacht lang..., weil die 
Stoffwindeln sind super, aber sie saugen sich eigentlich total schnell an, wenn er 

mal rein pinkelt und dann ist es nass. Und wenn es öfter gewechselt wird, ist 
überhaupt kein Problem, aber so 12 Stunden was durchgehend ist halt total 

unangenehm und das ist auch der Vorteil von den Stoffwindeln. Den Kindern ist es 
unangenehm, deswegen werden sie schneller sauber. Aber in der Nacht gönne ich 
ich ihm dann gern den Luxus, dass er in der Nacht dann eine Papmers hat, in der 
sich wohler füllt. Oder das gleiche wäre dann mit dem Schnuller. Irgendwann bin 
ich draufkommen...okay, das beruhigt ihn wirklich sehr und wenn nichts anderes 
mehr hilft, dann ist es besser. Er kriegt dann Schnuller, als er muss total weinen 

und wir sind alle drei gestresst.

2I_M_1602

00:12:06 Speaker M
Und ja, eben das ist für mich eigentlich 

das größte was ich eingesehen habe. Ok, 
das ist ein Kompromiss, das ist für mich 
Nachhaltigkeit sowieso. Ich würde am 
liebsten...aber es überschneidet sich ja 
dann...ich würd am liebsten Plastik frei 

leben und nur selbstgemachte Putzmittel 
verwenden. Und keine Ahnung, aber es 

ist dann halt einfach irgendwann nimmer 
umsetzbar.

2I_M_1602

00:12:06 Speaker M
Und deswegen bin ich halt eher so, ich tu, was ich 

kann, was ich mit Leichtigkeit und gern tu.
(...)

Ok, ich weiß eh schon länger auch dadurch, dass ich ja 
schon voll lang vegan leb, dass es besser ist das zu tun, 

was man mit Leichtigkeit tut und gern tut. Und ned 
versucht immer perfekt zu sein, weil damit macht man 

sich selber nur ein Stress und machts nicht gut oder 
gibt es irgendwann ganz auf.

2I_M_1602

00:12:06 Speaker M
Wir kaufen zum Beispiel...ich meine, es 
hat jetzt wenig oder noch wenig aber 

irgendwann halt auch mit Mama sein zu 
tun. Aber wir kaufen halt wenns geht 

unser...einmal in der Woche beim 
Bauernmarkt bei der Bäuerin, die im 

Nebenort wohnt, unser Gemüse, unser 
Obst ein und in möglichst wenigen 

Supermarkt. Irgendwann wird es auch 
das Elternsein, wenn ich dann halt Brei 
koche oder sonst irgendwas betreffen.

2I_M_1602

00:12:06 Speaker M
Aber für mich heißt schon irgendwie eben...also ich glaube, ich bin ganz gut dabei, 
ich habe zum Beispiel kein einziges Kleidungsstück selber kauft. Weil ich habe alles 
selbst den Kinderwagen, ich hab alles bekommen. Wir haben sehr viel auch ausm 

Kost- Nix- Laden also...weiß nicht, ob das in den Niederlanden auch gibt, aber 
wahrscheinlich kennst du das Prinzip einfach das man bringt und nimmt, ohne zu 
bezahlen. Und da haben wir auch einiges aus dem Kost- Nix- Laden und was immer 
brauchen bringen wir halt einfach wieder zurück. Ich hab tatsächlich so gut wie nix 
selber kaufen müssen...ein paar Sachen hab ich beim Popolino in so n Korb getan 
für Leute, die uns verschenken wollen. Im Endeffekt hat die D. (Stiefmutter) alles 
kauft. Aber ja, wir haben dann alles bekommen. Und das waren dann eben noch 

die Hälfte der Stoff-....oder eben fast alle der Stoffwindeln habe ich auch gebraucht 
bekommen und dann ein paar neue einfach auch.

2I_M_1602

00:17:00 Speaker M
Genau ich denke, wenn ich mir 

Stress mach damit, dann tue ich 
meinem Kind auch nichts Gutes. 

Was mit leicht, mein ich nicht 
so..nur was ganz leicht geht. 

Aber was man halt mit Freude 
dann noch machen kann.

2I_M_1602

00:17:00 Speaker M
Aber zum Beispiel, weil der Luki sagt auch zu mir, er bewundert es total dass ich 

das alles so durchziehen mit den Stoffwindeln. Er allein würde es halt net machen 
und deswegen ist auch immer gut, dass er eigentlich hauptsächlich abends wickelt. 

Da kommt dann eh die Pampers drauf (lacht). Er hat schon auch mal eine 
Stoffwindel draufgetan, wenn ich danebengestanden bin. Und er findet es gut, 

aber für ihn ist es zum Beispiel jetzt nicht so leicht. Und ich hab da halt mehr...ich 
bin da wirklich halt einfach die...ich fühle mich einfach gut dabei, wenn ich weiß 
heute haben wir richtig viele Stoff Windeln verwendet. Wenn man unterwegs ist, 

kannst a ka Stoffwindel verwenden, weil wennst dein Kind unterwegs wickeln willst, 
was machst du mit dem...das ist ja so ein nasser Lappen. Ist ein bisschen blöd, 

dann muss man eh oder zumindest...für mich  hab da den Anspruch, dass ich dann 
eben wenn ich unterwegs bin, auf Wegwerfwindeln umsteigt. Weil man könnte es 

wahrscheinlich...wenn man dann einen Müllsack mithat und das ganz dicht 
verschließen und so..weil das ist dann ja doch eine nicht ganz so saubere 

Angelegenheit. Und ja, das gehört für mich auch zum Kompromiss dazu, aber 
daheim ist es umsetzbar und auch wenn man sich ein bisschen überwinden muss 

manchmal.

2I_M_1602

00:17:00 Speaker M:
Aber das jetzt nach 
3 Monaten ist es eh 

schon totale 
Gewohnheit.
(Stoffwindeln)

2I_M_1602

00:19:43 Speaker M
Genau das ist es ja, wenn man einmal anfängt, wenn bei mir halt einfach 

angefangen...gut ich bin 2015 oder eigentlich schon 2013 hab ich angefangen das 
erste Mal, dass ein bisschen vegan mich zu ernähren und man fängt dann mal an 

aus gesundheitlichen Gründen. Und man beschäftigt sich aber mit der Materie und 
mittlerweile bin ich der Meinung, dass man sich...ich lebe auch eben sehr vollwertig 
vegan und Fastfood vegan. Das ist natürlich auch ein großer Unterschied und dann 

fangst dich an, dich mehr damit zu beschäftigen. Mittlerweile würde ich sagen, 
dass ich zwar immer noch sehr gesund lebe, aber das ist nicht meine Motivation ist 
st vegan zu leben. Sondern die Umwelt und die Tiere. Und mittlerweile schaue ich 

halt, dass meine Kosmetik, meine Kleidung und alles...aber das hat sich halt so 
Schritt für Schritt entwickelt. Und ich bin nicht von einem Tag auf den anderen ok 

ich, ich ernähre mich jetzt vegan und alles andere, was ich kaufe ist vegan. Aber ich 
würde jetzt nie mehr Kleidung...das ist auch erst seit dabei kommen. Aber ich 
würde jetzt nie mehr zum H&M gehen und was zum Anziehen kaufen, wenn 

möglich. Wenn ich überhaupt was braucht, dann schau ich das das halt vegan 
hergestellt ist und nachhaltig oder Second Hand. Und ich könnte es auch gar nicht, 

selbst wenn mir etwas gefallen, aber ich hätte das so ein....da sträubt sich 
mittlerweile alles in mir. Wenn ich, wenn ich irgendwo keine Ahnung was kaufen 

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

2I_M_1602

00:19:43 Speaker M
Zu allem, weil man braucht ja auch nicht so viel und 
das ist eben das Gleiche bei wenn ich weiß, welche 

Alternative ich hab, glaub auch bei 
Babyprodukten...wenn ich keine Alternative hab dann 
kann man nix machen. Aber sobald eine Alternative da 

ist und ich die kenn, schaff ich es dann gar nimmer, 
dass ich dann zum anderen greif. Natürlich beim 

Einkaufen ist es auch noch so...aber da ist es eben mit 
Plastik. Manchmal hat man keine Alternative außer 

man kauft er hat gar nicht.

2I_M_1602

00:22:00 Speaker M
Ja, kann ich das gar nicht, ich hoffe halt, 
dass ich vertrauen kann. Und ich denk 

mir im Endeffekt kauf, ich besser was wo 
Bio aus Österreich drauf steht, in der 
Hoffnung, dass es stimmt, als ich kauf 

gleich was, wo ich mir sicher sein kann, 
dass es nicht ist, weiß, was ich meine?

2I_M_1602

00:22:00 Speaker M
 Also manchmal weiß man, manchmal kann man es 

halt auch nicht wissen. Und selbst wenn ich mir 
Gewand kauf, dass angeblich eine nachhaltige Firma ist 
und angeblich fair hergestellt wird und angeblich vegan 
ist, wenn ich jetzt mal hinfahre und mir das Anschaue 

weiß ich es natürlich nie zu 100 Prozent. Wenn ich jetzt 
im Baumarkt gehe zu unserer Bäuerin, die das schon 
ihr Leben lang macht und mit dem Man gemeinsam 

und ich sehe, wie sie das Gemüse anbauen und die uns 
auch einladen, dass wir persönlich hinkommen. Bin ich 

schon...weiß ich schon mehr.

2I_M_1602

00:22:00 Speaker M
Aber natürlich ist vieles davon einfach vertrauen, dass 

das was uns gesagt wird, stimmt und dass man halt 
Green Washing erkennt. Wo... und nicht wo überall 

begrünt draufsteht ok, das ist jetzt super, weil 
irgendwie draufsteht aus Recyclingmaterialien und so 
und dann ist es trotzdem da so Feuchttuchpackerl aus 
im Plastik. Und ja, irgendwas davon ist halt angeblich 
recycelt oder Umweltschonend oder so, das ist dann 

trotzdem noch nicht unbedingt.

2I_M_1602

00:23:40 Speaker 5
Okay, sehr, sehr interessant, ja. Und 

generell dieses ganze bewusste kaufen 
und dieser ganze Lebensstil, der ist dann 
mehr oder weniger ausgelöst worden mit 

dem veganen Essen oder mit diesem 
ja...und das wird dann einfach ein 

Prozess, wo du gewachsen bist und wo 
du dann einfach drüber gelernt hast und 

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

Eigentlich ja kann ich sagen.

2I_M_1602

00:25:08 Speaker M
Nee, bei uns ist halt sehr, sehr viel Second Hand auf 
jeden Fall. Und ich habe jetzt ein bisschen da unten 
mal nachgeschaut. (Inspiration zu Nachhaltigkeit bei 

Miro). Bisschen was hab ich auch ausgeborgt, aber das 
ist weniger, weil die meisten Leute froh sind, wenn sie 
es mir schenken dürfen. Eine Freundin zum Beispiel 
hat 2 Burschen und die ist aber fertig, quasi mit ihrer 
Kinder Planung und ist froh, wenn wir es nehmen und 

braucht es auch nicht mehr zurück.

2I_M_1602

00:26:10 Speaker M
genau Schnuller Hammer kauft, wenn ma dann drauf kommen sind... und da hab 

ich schon geschaut, also...wie heißt denn die Marke? Also erstens habe ich 
geschaut...weil es auch heißt, dass die für Gaumen und Zähne schlecht sind, dass 

das eben so... .Diese Schnuller sind die gut, oder die dem Gaumen und den Zähnen 
also, wenn er die dann mal hat, nicht schaden. Und das ist von...leider fallt mir die 
Marke nicht ein... aber die haben zumindest auch...also die schauen, die machen 
glaub ich aus Kautschuk und aus Silikon und...jetzt weiß ich auch nicht, welches 

davon besser ist. Aber wir haben auch das genommen, ich glaub das aus 
Kautschuk ist besser für die Kinder eben...auch BPA frei und so weiter. Und das ist 
schon zumindest relativ ja natürlich. Aus Plastik ist es im Endeffekt trotzdem also, 

ganz nachhaltig würde dann Schnuller nie bezeichnen. Ich weiß nicht ob es das 
gibt! Aber wir haben eben 2 davon und hoffentlich also, wenn einmal grösser ist 
und ein wirklich noch braucht, dem müssen wir natürlich neue kaufen. Weil die 

glaub ich in verschiedenen Größen sind, also immer in ein paar 
Monatsabschnitten.

2I_M_1602

00:26:10 Speaker M
Aber wir haben 2 Schnuller 

daheim und mit denen kommen 
wir aus und jetzt haben wir nicht 

die ganze Kiste herumliegen 
einfach weil es geht. Also auch 
das schauen, dass wir nur das 
Nötigste haben, wenn ma was 

kaufen.

2I_M_1602

00:28:25 Speaker M
Ich hab es im Internet 

nachgelesen. Man kann ja (...) in 
erster Linie muss ich schon 

zugeben der Aspekt was ist am 
besten für mein Kind und dann 
war die Nachhaltigkeit da dann 

an zweiter Stelle.

2I_M_1602

00:28:25 Speaker M
 Mhm ja, wie gesagt ich, ich glaub 
das ist einen richtig nachhaltigen 
Schnuller nicht gibt und Second 

Hand würde natürlich gar keinen 
Schnuller verwenden. Und von 
daher ja, war für mich etwas, 

was ist so am besten

2I_M_1602

00:28:25 Speaker M
 Und es ist heutzutage schon 

schwer, weil fast überall drauf 
steht, dass es irgendwie in 

irgendeiner Richtung nachhaltig 
oder grün ist. Und Produkte, wo 

man denkt wie willst du nur 
irgendwie nachhaltig sein?

2I_M_1602 Segmentation

Best for my 
cild

00:29:40 Speaker M
Das kommt immer darauf an, wo ich es gelesen habe. 

Jetzt in dem Fall, glaube ich, habe ich auf der 
Homepage oder auf der Seite nachlesen die die 

Schnuller verkaufen. Natürlich hoffe ich, dass das 
stimmt. Was Sie schreiben, aber die werden natürlich 
nichts Negatives schreiben. Und das war dann auch 

schon so ein bisschen im Stress ok wir sollten vielleicht 
doch einen Schnuller verwenden und schauen, dass 

wir so schnell wie möglich eine kriegen und dann 
einfach sagen ok. Und das klingt zumindest ganz ok 

und hoffentlich stimmt es.

2I_M_1602

00:31:42 Speaker M
Und oft war das dann halt so, dass ich 
auch deswegen geschaut hab ok, ich 
glaube, die Schnuller habe ich eben 

irgendwem da auch auf der Seite 
gesehen und dann deswegen war mal bei 

der Marke nachgeschaut. Was machen 
die und warum könnte das passen? Und 

ja, aber ich finde es schon voll schön. Das 
ist auch ein schöner Austausch

2I_M_1602

00:31:42 Speaker M
Einfach zu sehen, was andere machen und es ist auch 
total entlastend zu sehen, dass viele sagen, ok mit der 

Stoff Windel... sie machen jetzt einmal Fifty- Fifty. 
Einfach, weil es teilweise nicht so gut also...weil es sie 

entlastet und weil sie noch nicht so gut damit 
zusammenkommen. Und dann einfach sieht, ok ich bin 
jetzt nicht die Einzige, die sagt ok, wir machen halt jetzt 
mal auch Wegwerfwindeln. Sondern ja, es geht vielen 

ähnlich.

2I_M_1602

00:40:43 Speaker M
Es ist schon, irgendwie werden wir manchmal halt einfach auf das zurückgreifen 
muss was da ist und nicht alles davon nachhaltig sein kann. Eben auch, was ich 
früher gesagt hab...manchmal ist es halt eben...deswegen wieder zurück zum 

Kompromiss! Weil natürlich hat man so ein bisschen einen Konflikt, wenn man 
dann Dinge kaufen muss, die in Plastik eingeschweißt sind. Oder kaufen 

muss...man muss eben wie gesagt, man kann es auch einfach gar nicht kaufen. 
Aber manchmal, wenn jetzt zum Beispiel unsere Bauernmarkt Frau nicht da ist und 
ich Karotten brauch, dann kauf ich halt Bio Karotten aus Österreich, aber sie sind in 

Plastik. Und ja, passt halt auch nicht so ganz rein. Aber ich versuche halt auch 
immer mehr, zum Beispiel Ich liebe Avocados! Aber ich versuche es halt wirklich 

nur zu besonderen Anlässen zu kaufen, weil ja, das ist einfach ein 
Konflikt...Avocado oder Mango. Bananen zum Beispiel kaufe ich nur im Abverkauf, 
weil die werden sonst weggeschmissen werden wahrscheinlich, weil die meisten 
Leute mögen es nicht und. Ich mags eher lieber, wenn sie reif sind und denk mir 

dann, dann rette ich vielleicht Lebensmittel, die weggeschmissen werden würden. 
Und das ist auch wieder Kompromiss. Aber ja, es gibt dann schon immer wieder so 

s Konflikte, wenn man denkt ja...Es überschneiden sich halt Dinge und man kann 
halt nicht alles und alles perfekt machen und.

2I_M_1602

00:43:17 Speaker 4
Und ich will zum Beispiel auch haben, dass es für mein Sohn schön ist, wenn ma 

mal einkaufen gehen und er etwas haben will. Und ich einmal ja sag und hat jedes 
Mal nein, sondern hier und da...und der sich dann...für mich war das auch so wenn 
die Mama mal ja gesagt hat, weil ich das einfach so haben wollte, war das einfach 
so schön! Oder wenn ich dein Geschenk hab ich das richtig wertschätzen können. 
Und nicht man überhäuft wird mit Geschenken und eh nichts mehr besonders ist. 
Ich sehe das halt jetzt bei meiner Nichte. Die kann natürlich nichts dafür, aber für 
sie sind Geschenke...es gibt nie genug Geschenke und sie kriegt immer was und 
alles, was sie gerade haben will. Und deswegen ist auch nichts richtig viel wert, 

aber sie hat super Eltern! Sowohl mein Bruder als auch ihre Mutter, sie sind nicht 
mehr zusammen, aber das sind total liebe Eltern usw aber das...ja ist für mich, 

wenn ich das Anschaue ganz schlimm! Und ich denke man häuft, erstens Plastik 
über Plastik und dann auch einfach die Wertschätzung Dingen gegenüber geht 

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

2I_M_1602

00:45:37 Speaker 4
Und dann hat man ein schlechtes Gewissen, weil man eigentlich denkt man sollte 

das machen und dass man vielleicht versucht sich, weil sie das schlechte Gewissen 
weg zu kaufen, indem man zum Kind alles... alle Spielzeuge und was weiß ich! 

Irgendwie alles für das Kind und rundherum ausgestattet ist, dass das dann so ist. 
So kann ich mir das vorstellen, dass das so vielleicht zustande kommt oder einfach 

nur weil man selber gerne als Kind alles gehabt hätte und vielleicht damals noch 
nicht so viel gekriegt...ich...ich weiß es nicht...Natürlich ist es auch schön, wenn 

man jemanden gern hat, dem immer wieder Geschenke zu schenken! Und einfach 
nur deswegen, weil, weil man gern jemanden was gibt, aber ein Baby...bevor der 
also... gerade mit ein paar Monaten, das kriegt es ja nicht einmal mit.  Wenn ich 

dann anfange dem J., ja keine Ahnung was für Geschenke zu kaufen, es ist ihm ja 
komplett wurscht.

2I_M_1602

00:49:43 Speaker M
Einerseits schon anders jetzt weiß man ja nie. Also ich versuch eben das alles 

irgendwie mitzugeben, indem ich vorlebt und hoffentlich so wenig wie möglich 
darüber reden muss und er seinen eigenen Weg dann gehen kann. Natürlich wäre 

es mir recht, wenn ich ihnen Veganer ziehen kann, aber das wird dann ganz so 
hinhauen, wie ich mir das vorstelle, weil schon allein der Papa nicht vegan 

vorlebt...oder überwiegend vegan lebt durch mich. Und ich denk mir dann halt 
auch so, die Mama hat sich auch immer gedacht, sie will nie Kinder kriegen, weil sie 

keine Kinder in die Welt setzen will. Aber ich zum Beispiel habe...ich denke das 
nicht unglücklich, dass ich da bin und hab sogar Freude dran zumindest. 

Irgendwie...wie sagt man, ich will das nicht sagen, die Welt besser machen, aber 
zumindest meinen Beitrag zu leisten, dass das nicht zu viel Schaden angerichtet 
wird. Ich freu mich irgendwie, dass ich da sein kann und vielleicht hat der J. dann 
auch so eine Freude dran, dass er... . Wenn er das irgendwie von daheim sieht, 

dass wir immer versuchen, relativ nachhaltig zu sein, dass er das einfach so weiter 
lebt und ihm vielleicht einfach auch immer Spaß macht und ihm das wichtig ist.

2I_M_1602

00:51:19 Speaker M
Ne, im Endeffekt dann schon. Natürlich 
wie ich damit angefangen hab, das war 
noch lange bevor er auf der Welt war. 

Aber es ist für mich natürlich jetzt noch 
mehr Ansporn das....das irgendwie 

weiterzumachen, weil da jetzt ein Kind da 
ist, wo ich will das auch eine lebenswerte 
Welt dann hat. Und ich ja...kann eben nur 

so viel tun wie für mich irgendwie 
möglich ist und hoffen, dass vielen 

anderen das auch wichtig ist.

2I_M_1602

00:52:21 Speaker M
Seit der J. gekommen ist nicht aber schon durch mich. 
Also er isst ja, sowieso auch sehr wenig Fleisch! Und 
wenn nur irgendwie mal essen gehen oder wenn er 
sich selber was kauft, wo er weiß wo es herkommt. 

Wobei er das echt kaum macht. Und auch, dass wir nur 
zum Bauernmarkt gehen...durch ihn hab ich noch viel 

mehr anfangen, wenn wir mal im Supermarkt 
einkaufen, auch wirklich zu schauen wo das her ist und 
nicht einfach irgendwas...Nur weil es Äpfel sind davon 
ausgeht ok, die werden schon aus der Steiermark sein, 

weil da gibt es ja viele Äpfel und so weiter. Also ich 
glaube, er hat es durch mich mehr...dann überhaupt 

das Interesse daran gekriegt und dann hat sich das halt 
so gegenseitig aufgeschaukelt.

2I_M_1602

00:53:35 Speaker M
Hygiene. Gerade in den Zeiten von Corona ist mir dabei 
die Hygiene leider noch mehr...also leider... manchmal 
ist es vielleicht schon ein bisschen...also leider sag ich 

jetzt, weil es einfach Unmengen an Plastik sind wir jetzt 
doch Masken und Desinfektionsmittel usw. brauchen. 

Sonst ist es schon ganz gut, dass man ein bisschen 
mehr auf die Hygiene schaut. Schadet nicht! Aber mit 
Wasser wird es vielleicht auch ganz gut gehen. Ja aber 

ist halt jetzt so. Ja, aber, dass ist der einzige Grund, 
dass ich mir denke so na...wie hygienisch das ist und 

man hat es halt dann doch im Mund.

2I_M_1602

00:20:04 Speaker J
Weil ich mir einfach denk, dass es so 

nicht weitergehen kann und dass 
irgendwer...irgendeine Generation damit 

anfangen muss, sich damit zu 
beschäftigen, damit man es der nächsten 
Generation mitgeben kann und das will 

ich halt für meine Tochter dann sein.

10I_J_0503

Rolemodel

00:51:31 Speaker M
Ich hab nicht das Gefühl unter 

Druck zu sein, aber es natürlich 
hat man gleichzeitig auch seine 
Ideale und seine Vorstellungen. 

Wir haben jetzt gar keine 
Großeltern in der Stadt oder so...

6I_DM_2402 Segmentation

00:19:07 Speaker J
Also von außen kriege ich natürlich 

keinen Druck. Wie auch? Ich kenne sehr 
wenig Menschen, die wirklich komplett 
nachhaltig leben. Natürlich achtet jeder 
auf so gewisse Punkte, aber in meinem 

Freundeskreis muss ich ehrlich gestehen 
würde mir jetzt niemand einfallen.

10I_J_0503 Segmentation

00:45:08 Speaker J
Diesen Druck ok hab ich jetzt im Notfall alles für mein 

Kind zu Hause. Zum Beispiel viele Mütter machen 
sich...das hab ich schon öfters auch gehört den Druck 

mit dem Stillen, funktioniert das Stillen funktioniert das 
nicht, kann ich die Flasche geben oder sonst 

irgendwas? Einfach zu wissen wenn ich aus dem 
Krankenhaus draußen bin, und ich weiß ok, mein Kind, 
es funktioniert gerade 2 Tage nicht mit dem Stillen zum 
Beispiel, das ist ja so ein sehr heikles Thema...ich hab 

Gott sei Dank Glück gehabt. Zu wissen ok, im Notfall in 
dieser Wickelkommode unten ganz hinten ist diese 
Prenahrung drinnen, Ist diese Flasche drinnen, gibt 

schon so viel Sicherheit, dass man entspannter sich auf 
das Thema sie einlassen kann einfach.

10I_J_0503

00:51:59 Speaker K
Das braucht Zeit, dass man sich da irgendwie...aber so 

richtig Eindruck, dass jetzt das unsere Eltern jetzt 
irgendwie das Gefühl geben, wir machen was nicht 
richtig oder wir müssen irgendwas wirklich anders 

machen.

00:52:12 Speaker M
Nein, es ist eben so wie du sagst. Wenn man sich das 
so holistisch anschaut, das kriegen wir so nicht. Das 
machen wir dann selber (holistischer Druck). Es geht 

eher so um einzelne denen, wo Erwartungen irgendwie 
so auf einen....

4I_KM_2302

01:06:05 Speaker T
Also ich muss sagen ich hab den eigentlich überhaupt nicht. Ich bin jetzt aber auch 

nicht...ich weiß nicht dadurch, dass für mich, weil irgendwie so Eltern sein, also 
gute Eltern sein...das also für mich war das irgendwie als Kind schon so Thema, 

weil ich in so eine Montesorri Schule gegangen bin. Wo es einfach irgendwie, also 
wo halt so..weiß ich nicht, wo irgendwie so Pädagogik einfach so eine große Rolle 

gespielt hat. (...) Und also ich weiß nicht, und ich war nach der Ortwein Opair in den 
USA und hab dadurch schon irgendwie so ein bissel auch Erfahrung sammeln 

können, die mir jetzt voll zugute kommt. Und dadurch muss ich sagen, dass ich 
einfach voll wenig unsicher bin so also es ist jetzt nicht so, dass ich nicht 

hinterfragen würde Dinge, die ich mache und dass ich nicht manchmal das im 
Nachhinein anzweifeln, wie ich was gemacht hab.

3I_T_2202 Segmentation

Being 
sustainable 
adds on the 
mental load

Time 
management

No time 
for 

yourself

difficulties with having time for 
themself, child in main 

focus,general time management - 
very important to be present in the 
moment when spending timw ith 

the kid

Durable, 
Longlasting

00:23:46 Speaker 2
Und Nachhaltigkeit ist in dem 
Fall abgedeckt, weil er eben 

Second Hand ist wahrscheinlich? 
 Oder ist Second Hand für euch 

interessant, weil es günstiger ist?

00:24:01 Speaker L
Beides.

7I_L_2402

00:54:41 Speaker M
 Du musst halt dann auch gleich 150€ 

vorstrecken oder so, das wird sich 
natürlich irgendwann rentieren, aber das 
sind halt...das ist halt der Unterschied ob 

du eine Hafer oder Reis Milch jetzt um 
1,50 kaufst oder ob du 150€...ja, es gibt 
schon immer wieder so Überlegungen 

wo man sich dann mal denkt muss ich da 
so viel Geld jetzt zahlen und dann auch 
noch zu lagern, das ist irgendwie schon 

auch mühsam

6I_DM_2402

00:27:27 Speaker E

 Ja. Gesundheit und 
Nachhaltigkeit.

7I_L_2402

00:23:32 Speaker L
Dass er im Budget 
liegt, dass er eben 

mitwachst oder also 
das mann lange 

verwenden kann.
7I_L_2402

00:23:46 Speaker 2
Und Nachhaltigkeit ist in dem 
Fall abgedeckt, weil er eben 

Second Hand ist wahrscheinlich? 
 Oder ist Second Hand für euch 

interessant, weil es günstiger ist?

00:24:01 Speaker L
Beides.

7I_L_2402

00:33:01 Speaker E
Was vielleicht ein gutes Beispiel ist unser Rad Anhänger Wir haben uns für den 
teuren Rad Anhänger entschieden, für den den Cherio statt dem Cruiser. Der 

Cruiser kostet, glaube ich nicht einmal ein Drittel. Aufgrund von wo ist er 
produziert worden, wie sind die Bedingungen einfach... die Arbeitsbedingungen. 
Wie schaut es eben aus mit Schadstoffen in den Einzelteilen... also Schadstoffe 
generell sind mir richtig, dass es darauf dann achte. Genau und wie ist auch die 
Langlebigkeit und so. Eben auch generell einfach ein Produkt zu nutzen das 20 

Jahre halten, aber dafür teurer ist, statt eben dann dreimal das günstiger zu kaufen 
und vielleicht auch günstiger rauskommt. Und wesentlich nachhaltiger... so ist ja 

preis ist ja ist ja immer die Frage was ist Preis, es ist ja nicht nur Geld, sondern 
Preis ist ja, dass du zahlst. Und wenn ich jetzt was günstigeres...ein günstigeres 

Geld...weniger Geld hergebe, dann zahle ich ja vielleicht trotzdem einen höheren 
Preis, weil einfach die Gesundheit darunter leidet, eben spätestens langfristig, 

wenn einfach so viel Sachen produziert sind, dass wir irgendwann mehr Plastik im 
Meer haben als Fische.

5I_E_2302

conflict with safty, 
quality and hygene 

in second hand

Maintenance 
(Cleanable, 
space parts, 
reparable)

00:37:51 Speaker C
 Ich hab generell...ja, versuche 

ich schon Plastik Produkte mehr 
und mehr zu vermeiden, also 

gerade diese Fläschchenwärmer 
und Sterilisator die sind ja 

wieder aus Plastik gemacht und 
das würde ich schon ganz gern 

vermeiden.

9I_C_0503

00:23:32 Speaker 3
Dass er im Budget liegt, 
dass er eben mitwachst 

oder also das mann lange 
verwenden kann. Und, dass 
er in unserer Nähe ist, also 
dass man nicht ewig weit 

fahren muss und dann 
abzuholen.

00:31:00 Speaker 4
Neben Nachhaltigkeit und Sicherheit, was 

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

Qualität.
00:31:11 Speaker K

Ja, wobei es für mich mit Sicherheit 
zusammen hilft.

00:31:12 Speaker M
Naja, aber da geht noch mehr so um die 

Qualität der Materialien. So a bissl...

4I_KM_2302

00:32:47 Speaker K
...siehst du wie unser unser Sessel ist der 

Trip Trap da weiß man einfach das ist 
was von Stocki, das ist aus Holz, das ist 

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

00:33:25 Speaker M
Den kann sie jetzt 10 Jahre benutzen.

4I_KM_2302

00:32:47 Speaker 3
...siehst du wie unser unser 
Sessel ist der Trip Trap da 
weiß man einfach das ist 

was von Stocki, das ist aus 
Holz, das ist massiv gebaut, 

und das haltet auch ewig 
ja. Und solche Sachen.

4I_KM_2302

Quality means 
it is long lasting

Other
Genderneutral

Buying sustainable products

All parents interviewed had experience with secondhand 
products for their children. However, there are limitations in 
products when it comes to secondhand purchases, 
specifically, hygiene products, including those which are in 
close contact with body liquids, e.g., pacifier, bottles, breast 
pump and mattresses.  

In addition to that, in interview 6I_DM_2402, the parents 
raised a concern about buying electrical products second 
hand, since they are not experts and worry that the electrical 
products will break quickly. 

When questioned about product criteria, the most 
frequently mentioned requirements were the durability of 
the product, easy maintenance (cleanable, spare parts, 
reparability) as well as the brand quality. Parents explained 
that they like to use durable high- quality products for a long 
time to have a sustainable contribution. Another crucial 
criterion for parents is the topic of convenience. This 
includes instant accessibility of the desired product, which is 
not always available in  secondhand purchase, since it is 
faster to order products online or the secondhand product 
needs to be picked up further away. Further, for parents the 
criterion of sustainability not only includes sustainable 
materials such as wood, reduction of plastic and toxin free 
materials, but also the origin and working conditions under 
which the product was produced. Safety was identified as 
the last crucial criteria for the products, but it has been seen 
as one of the most important ones. Safety is above 
sustainability and includes ergonomic aspects

Pressure

Within this user research three different variants of pressure 
for parents were identified. 
 
Pressure sustainability: 
The pressure of sustainability, on the one hand, comes from 
the parents themselves since it is important to them. On the 
other hand, this pressure comes from outside influences as 
well, such as other parents.

Pressure time: 
Parenthood requires a new and challenging time 
management, which is based around the child’s needs. The 
main challenge about this new time management is the lack 
of time for the individual parent, specifically the mothers. 
One major change when it comes to time for parents is that 
parents must learn to be present in the moment with the 
child. 
Pressure parenthood: Pressure on how to practise 
parenthood comes not only from the society but also 
through the family of the parents. This pressure to live up to 
all the expectations also results in higher mental load, 
especially for women, who are challenged by all these 
expectations and tasks without appreciation but with 
constant criticism.

Pressure

Buying sustainable products

Presents 
for 

themselfs

Giving 
presents in 
a new way

Every child is different

Informing about sustainability

One of the major problems both parent 
groups seem to face when it comes to 
sustainability is related to information. The 
interviews conducted show that finding 
sustainable information requires a lot of 
effort and results in a high time investment. 
Some parents such as interviewee 9I_C_0503 
specifically shared how difficult it is to identify 
if a product is sustainable, and even after its 
purchase they still doubt its sustainable 
status. 

To better understand the struggles of 
information gathering, the parents were 
asked how they approach their product 
research. Internet research was the most 
frequently mentioned answer in combination 
with reading reviews. Two couples 
(6I_DM_2402, 4I_KM_2302) explained that one 
partner conducts the general research and 
shares an already filtered product to the 
other to make the final decision together. 
Internet research was also further used to 
investigate testing websites (e.g 
Stiftungwarentest) or to investigate mum 
forums. Another frequently mentioned 
approach was to rely on science such as 
reading scientific articles and speaking to 
experts about the articles or connecting to 
experts such as midwives. Lastly, some 
parents also mentioned certificates in their 
research and that they like to experience the 
product physically in the store.

Informing about sustainability

Less active reach for products 
but more for education on 

parenthood, growing and going 
together through the journey, 

learning from each other

00:46:44 Speaker K
Ja, ich hab natürlich 1000 Mami Account 

denen ich folg. Mhm, die haben sich 
vielleicht verändert. Jetzt, in den letzten 
eineinhalb Jahren aber... . Ich hab vielen 
Influencerin....auf Instagram jetzt einigen 

gefolgt, die ungefähr zur gleichen Zeit 
oder bisschen vorher schon ein Baby 
kriegt haben. Einfach, weil mich das 

interessiert hat vom Thema her.

4I_KM_2302

00:37:06 Speaker E
Ja, also, es gibt so ausgewählte Leute, die ich also, denen ich folgt, zum Beispiel auf 
Instagram also ich find diesen Begriff Sinnfluenza echt gut dabei. Weil es echt viel 
Schwachsinn gibt es so Social Media! Aber es gibt halt wirklich auch Leute die echt 
sinnvolles qualitatives Wissen weitergeben wo du echt viel davon lernen kannst. 
Und auch merkst das ist authentisch und da ist auch was dahinter, denen kannst 

du dann auch im Vertrauen. Also weil es ist ja auch schlussendlich musst du ja 
irgendwann aufhören zum zum Suchen und zum Forschen, sondern muss 

irgendwann vertrauen.

5I_E_2302

Doing journey also 
offline with network 

of other parents.

Quite some parents 
show high critic 

towards social media

Despite all the effort, 
parent still not know if 

it was the right 
decision

Despite all the effort, 
parent still not know if 

it was the right 
decision

00:37:06 Speaker E

Also es geht ja nicht, dass du 
dich unendlich in alle Bereiche 

rein informierst und dann kannst 
du deinen Job aufgeben und 

dann kannst du einfach ein einer 
- ich informiere mich über Dinge 

– Beruf machen.

5I_E_2302

transparency 
and honesty

Trusting 
influencers

Partner does 
filtering

Looking 
into the 

store

00:31:24 Speaker I
Also ich geh meistens oder fast immer also auf wie 

heißt das Stiftungwahrentest. Ja, aber ich geh auf jeden 
Fall, was man so quasi auf Google auf der ersten Seite 
bekommt, geh ich meistens durch, also, bevor ich mich 

für neues Produkt oder was auch immer entscheide. 
Tu ich schon recherchieren, also Stiftungwahrentest 
das hab ich noch...also es gab da sicher einiges und 

eben auch so Mama Foren, wo dann viel getestet wird. 
Auch zum Beispiel also, wenn Studien dabei waren, 

dann habe ich mir die natürlich auch gern angeschaut, 
also das war dann schon auch was eine 

Kaufentscheidung mit beurteilt.

1I_I_1502 Foren
Others

Website

00:42:44 Speaker J
 Weil ich denk mir grad, so Schnuller, ich 
hab 3 Packungen Schnuller daheim. Die 

Prinzessin nimmt aber keine 
Schnuller...und meine, wir haben jetzt so 
einen Naturkautschuk daran nuckelt sie 
zwar nicht, aber sie beißt drauf herum, 
aber dann wenigstens das. Aber sowas 

wird...hätte mir geholfen als Mama.

10I_J_0503

00:42:44 Speaker J
Ja also weil, weil ich da Inspiration Nachhaltigkeit, weil 

ich da die, die Zettel gerade durchgelesen hab. Ich 
würd...mich zum Beispiel auch mal freuen, wenn sich 

wirklich einfach Personal oder halt Mütter sich 
zusammensetzen und sagen das haben sie wirklich 

gebraucht und das es so Anfangspakete gibt, die man 
sich einfach holen kann. Auf Miete zum Beispiel, wo 

man dann sagt OK, ich hab für den Notfall alles 
zuhause, weil es gibt oft schon jungen Müttern einfach 
die Sicherheit. Und ich kann es, wenn es geschlossen 

ist oder halt mit verschiedenen Voraussetzungen oder 
wie auch immer mit deiner Anleitung...kann ich im 

Notfall auch zurückgeben.

10I_J_0503

Getting 
wrong 

information

00:36:30 Speaker E
(...)Aber würdest du dann generell sagen, es ist einfach 

ein nachhaltiger Eltern zu sein oder nachhaltige 
Elternteil zu sein?

00:37:30 Speaker L
Ich würd sagen wenn man sich das wirklich dafür 

entschließt, was man nachhaltig sein möchte ist es 
definitiv machbar. Einfach...es wird mit der Zeit einfach. 

Also, sobald das Umdenken stattgefunden hat, finde 
ich dich auf jeden Fall einfacher aus vorher.

7I_L_2402

00:36:11 Speaker K
Also ich finde, es steht...bei manchen Sachen muss man keine Kompromisse 
eingehen, finde ich. Weil du jetzt zum Beispiel eben den den Sitz immer Grad 

angesprochen haben. Wir wollten genau den uns eben aus massiv Holz..der war, 
den gibt es online vielfach gebraucht zum kaufen wir haben uns nicht den erst 
besten, sind aber halt dann nen schönen Guten auszudehnen, von denen die 

gebraucht angeboten werden oder jetzt zum Beispiel jetzt fängt sie an zu gehen. 
Sie hat jetzt schon 3 paar Waldviertler. Und die sind alle gebraucht gekauft. Und 

die sind also jetzt nicht die, die Kaputtesten, nur weil sie gebraucht sind, nicht die 
billigsten und das ist schon ein guten Zustand. Und das sind schon im gute und 
möglichst nachhaltige Schuhe. Aber da ist es auch darum gegangen, wenn nicht 

ehrlich bin, dass die, dass ich nicht pro paar 60 - 80€ für Kinderschuhe zahlen wollt, 
die sie dann ganz kurz anhat und in der Sand Kiste kaputt macht. Also da wird es 

einem sehr leicht das nachhaltig. Und dann noch nachhaltiger zu entscheiden, weil 
man auch preislich und von der Bequemlichkeit entgegenkommt. Du hast halt jetzt 

auf Willhaben oder auf ebay Kleinanzeigen doch immer wahrscheinlich mehr 
Farben von diesen Schuhen in Größe 20 im Angebot als das in einem im GEA 

Geschäft auch so schnell haben könntest. Also das ist wirklich was, was leicht ist 
und was einem die Konsum Entscheidung in Richtung nachhaltige ausmeiner Sicht 

leicht macht.

4I_KM_2302 saving money, 
more choice

00:36:11 Speaker K
Also ich finde, es steht...bei manchen Sachen muss man keine Kompromisse 
eingehen, finde ich. Weil du jetzt zum Beispiel eben den den Sitz immer Grad 

angesprochen haben. Wir wollten genau den uns eben aus massiv Holz..der war, 
den gibt es online vielfach gebraucht zum kaufen wir haben uns nicht den erst 
besten, sind aber halt dann nen schönen Guten auszudehnen, von denen die 

gebraucht angeboten werden oder jetzt zum Beispiel jetzt fängt sie an zu gehen. 
Sie hat jetzt schon 3 paar Waldviertler. Und die sind alle gebraucht gekauft. Und 

die sind also jetzt nicht die, die Kaputtesten, nur weil sie gebraucht sind, nicht die 
billigsten und das ist schon ein guten Zustand. Und das sind schon im gute und 
möglichst nachhaltige Schuhe. Aber da ist es auch darum gegangen, wenn nicht 

ehrlich bin, dass die, dass ich nicht pro paar 60 - 80€ für Kinderschuhe zahlen wollt, 
die sie dann ganz kurz anhat und in der Sand Kiste kaputt macht. Also da wird es 

einem sehr leicht das nachhaltig. Und dann noch nachhaltiger zu entscheiden, weil 
man auch preislich und von der Bequemlichkeit entgegenkommt. Du hast halt jetzt 

auf Willhaben oder auf ebay Kleinanzeigen doch immer wahrscheinlich mehr 
Farben von diesen Schuhen in Größe 20 im Angebot als das in einem im GEA 

Geschäft auch so schnell haben könntest. Also das ist wirklich was, was leicht ist 
und was einem die Konsum Entscheidung in Richtung nachhaltige ausmeiner Sicht 

leicht macht.

4I_KM_2302

Second 
hand

less toxins

00:34:23 Speaker I
Also es ist, äh, sind...also für mich sind 
immer bei nachhaltigen Sachen, die ich 

jetzt Second Hand nachhaltige 
Sachen...ist es auf einer Seite natürlich 
das nachhaltige, dass du das einfach, 

dass du kein neues Produkt in den 
Kreislauf bringst, ich mein es ist zwar da, 

aber wenn du es nicht kaufst, ist es ja 
nicht wirklich...du weißt schon, was ich 

meine?

1I_I_1502

00:30:45 Speaker L
Und dann ist es so wichtig, dass man eben... .Es muss 

ja nicht... . Also das eine Thema, was für die eine 
Familie klappt und das andere für die andere. Also es 

ist keine Einbahnstraße es gibt Tausende 
Möglichkeiten, wie man nachhaltig sein kann.

00:30:59 Speaker E
Ja ja genau und du würdest dann einfach sagen, dass 

jeder für sich sein Weg finden kann?

00:31:06 Speaker L
Genau einfach ausprobieren, ja.

7I_L_2402

00:19:44 Speaker I
(...) dass mir das halt immer ganz wichtig ist den Kindern auch die Natur zu zeigen. 
Also viele Kinder leben in Städten und haben nicht mal einen Garten und ich muss 
auch sagen mir ist aufgefallen, dass viele Eltern das mit den Kindern nicht zeigen, 
wie Natur aussieht, also ich mein in den Zoo zu gehen ich finde dich für mich nicht 
Natur anzuschauen, sondern das das ist einfach... . Das beginnt mit Kleinigkeiten 

also, wenn wir im Sommer in die Wiese gehen und dich dann einfach mit den 
Kindern barfuss in der Wiese herum gehe ja und schau wo ist eine Blume und wie 
sieht die aus? Und da ist jetzt eine Biene vorbeigeflogen! Was tut die? Ist für mich 

auch Nachhaltigkeit und die wird dieses Bewusstsein erwecken in den Kindern. Ein 
bisschen zu stehen bleiben die Dinge, die wenn man so in der Umgebung halt 

sieht, auch zu bewundern, die man ja einen Sonnenuntergang... . Das kann aber 
auch was Kleines sein, wie eben eine schöne Blume, die hat da gerade am 

Wegesrand wächst oder keine Ahnung ein Käfer, der da was weiß ich schön 
schimmert, oder? Also das versuche ich auf jeden Fall wenn immer auch älter ist, 

sind wir jetzt grad dabei zu laufen. Wir gehen draußen spazieren schon an der 
Hand geht es noch ganz allein geht es nicht, und da versuche ich mir wirklich die 
Zeit zu nehmen so wie sie...also als Erwachsener wird man meinen wir gehen wir 

haben ein Ziel wir gehen dorthin.

1I_I_1502 interaction 
with animals

00:11:37 Speaker E
Nein, das ist eigentlich grad nix dabei. Also für mich ist 

jetzt nachhaltig Eltern sein, ganz wichtig, 
Verantwortung zu übernehmen. Also für mich heißt 

Nachhaltigkeit Verantwortung zu übernehmen. 
Nachhaltigkeit heißt ja im Prinzip das, was nachhaltig 
ist, was länger anhaltet und das ist für mich auch so 

das Kernthema, dass Nachhaltigkeit nicht bedeutet. Äh, 
dass man halt jetzt nicht einmal da ein Bio Produkt 
kauft oder sowas, sondern sich einfach Gedanken 

macht. Wie kann ich? Also was, was kann ich? Was für 
ein Vorbild kann ich sein für meine Kinder? Nachhaltig, 

einfach etwas Gutes zu bewirken und sie dorthin zu 
leiten, einfach was Besseres zu zu tun im Leben, also 

für die Umwelt, für das Miteinander.

5I_E_2302

Interest in 
sustainability before 

becoming parent.

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

(Kind komt um gute Nacht zu sagen)
Ja, okay, interessant also generell. Es ist 

einfach zu groß, das Thema 
Nachhaltigkeit zum Teil, dass man da 
wirklich hundert Prozent Experte ist?

00:43:53 Speaker E
Ja.

5I_E_2302

Food

00:19:25.770
Speaker: But do you also do...so from 
what I understand this, then you have 

like a strong emphasis on the education 
on how to educate your son to be more 
sustainable in the future, you educate 

yourself as well. If I get a it right. But out 
in what kind of doesn't result in any 

practical actions based on this.
00:19:49.770

F : yeah I tried to question whether we 
need stuff.

8I_G_2802

00:22:47.970
G: I try at least now to get toys that I know they're going to last for years, not this 

plastic toys that I know they might completely go to waste right away. Or that 
they're going to break easily. And if I do get something of plastic I love well actually 
there in  most of the toys that we get are from Denmark. And they are made out of 

sugar cane rescues and it's really cool actually. Because it's...everything is 
degradable at least there...little bit of help, I know I know it's not the best! And i'm 
still consuming and i'm still getting a toy that he really doesn't he need. But we are 
having fun and I do put a emphases a lot on having fun. And yes getting these little 
tea cups of these raw sugar, plus ...it has been making a lot of fun for us! And he's 

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

8I_G_2802

00:22:47.970
G:  So I think, in that sense, I don't think 
we do is the best option that we should 
do so really get what you really, really 

need and if you're actually going to get 
something at least get something of high 

quality that you know it's going to last. 
And then it's going to be a little bit more 

expensive then...that I think is the biggest 
lesson I learned with you. Better quality 

and quantity, and I don't think I can 
reduce as easily as he does.

8I_G_2802

00:40:18 Speaker E
Genau! Absolut du musst jemanden haben, der das macht und kann und dem du 

vertraust und so voll! Wenn du es nicht hast, dann stehst du irgendwann an und da 
kann ich mir sehr gut vorstellen, wenn du eben auch zeitlich nicht zu die 

Ressourcen hast. Dass du irgendwann sagst: "Wurst wir machen es einfach so wie 
der Nachbar das gemacht hat oder wie die Mama das gemacht hat. Wir sind alle 

groß geworden, ist doch egal" Und das finde ich aber eben, das darf man nicht zu 
verurteilen. Also ich kann mir das nicht vorstellen wie es ist, wenn man eben so 
wenig Ressourcen hat und eben diesen total geschützten Raum nicht hat mit all 
diesen Menschen, die von denen man profitieren kann. Aber ich, ich kann das 

schon irgendwie...also irgendwie kann ich mir schon vorstellen, dass eben net so 
leicht ist und dass man dann einfach sehr aufpassen muss, dass man an seine 

Energie nicht hergibt und dann voll ausgebrannt ist und sich überhaupt nicht mehr 
auf die Kinder zum Beispiel konzentrieren kann.

5I_E_2302

00:03:12 Speaker M
Und du, ich find sogar Zeit, dass ich in der Früh aufstehe und eineinhalb Stunden 

oder so Yoga mach und hab den Kleinen halt neben mir liegen und wenn er 
aufwacht, dann Blödel ma rum und wenn er Hunger kriegt, dann kriegt er halt 

inzwischen was zum Essen. Aber ich mach nur noch immer Yoga was für mich ist, 
was wichtig ist. Und ich komm mit dem Haushalt gut zusammen und ich komm 
zum Kochen, wir gehen spazieren. Es ist... ja irgendwie so alles bis jetzt nicht wie 

aus dem Bilderbuch und ja, deswegen finde ich das eine und das andere Bild halt 
einfach ja, wenn ich den Kleinen ganzen Tag einfach nur Abknutschen könnte.  Und 
es ist für mich ein kitschiges Mama- Kind- Bild. Aber es ist eigentlich auch schon ein 
bisschen Realität, die kleinen lassen sich halt einfach noch so abknudeln wie man 

will, sie wehren sich noch nicht.

2I_M_1602 Segmentation

00:40:44 Speaker T
(Erzählt kurz, dass sie im Interview über zwei Freundinnen spricht) ...aber eben die 

eine die halt öko...also die wirklich wichtig....die lebt das voll. Die leben also viel 
eben auch also sicher von ganz geringem Budget und kommen damit aber super 
aus. Also oder eben weiß nicht so genau, aber irgendwie kommen damit aus, weil 
sie halt eben nicht über ihre Masse hinaus leben. Und kaufen halt ihre sie haben 
sich entschieden fürs Stoffwindeln wickeln und verwenden halt die Windeln, die 

haben sie...ich glaub ich auch schon gebraucht erworben. Und ja, tun einfach mit 
denen und jetzt zum Beispiel habe ich ihnen dann...also ich hab so ein paar Stoff 

Windeln auch geschenkt bekommen. Und hab gesagt, eben das...ich verwende sie 
nicht, gell. Und hab sie dann ihr weitergegeben. Und sie halt zum Beispiel gesagt: 

Also deine Stoffen danke noch einmal, dass sind die immer, die als erstes Weg 
sind, weil die sind so super dicht noch und also mit denen haben wir die volle 

Freude. Während die Freundin von mir die halt, die super Stoffwindeln gekauft hat 
und die nie verwendet. Und eben nagelneu, die super Stoffwindeln kauft und aber 

also halt eigentlich nur auf das Marketing reinfallen oder halt auf das ja der 
Supermensch...diese super Mama sein zu wollen. Dann im Endeffekt alles sowieso 
nicht verwendet und nicht schafft. Ja, das sind halt...das ist eigentlich so...also sie 

sind ein super Beispiel dafür, das sind halt voll der Gegensatz die zwei. Wo ich 
sagen muss, die eine wäre gerne nachhaltig  und ist aber eigentlich das Gegenteil, 
würde ich sagen und die andere lebt das halt voll und dann muss ich echt sagen 

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

3I_T_2202 Segmentation

00:37:12 Speaker C
Reviews lesen also Produkt 

Bewertungen von anderen Eltern 
und mittlerweile gibt es glaube 

ich auch einige Webseiten. Oder 
auch neben auch Läden in denen 

man sich ganz gut beraten 
lassen kann.

9I_C_0503

00:37:12 Speaker C
Reviews lesen also Produkt 

Bewertungen von anderen Eltern 
und mittlerweile gibt es glaube 

ich auch einige Webseiten. Oder 
auch neben auch Läden in denen 

man sich ganz gut beraten 
lassen kann.

9I_C_0503

00:18:30 Speaker M
Ja ja. Aber auch es sind ja nicht nur Windeln. Das sind ja auch, es ist ja auch zum 
Beispiel das Essen..wir uns vorgenommen, immer immer selber zu kochen. Auch 
jetzt kaufen wir diese Quetschis ähm, die in Plastik in hundert Gramm Packungen 

eingepackt sind. Und weil es einfach unseren Tag erleichtert. Und auch da machen 
wir es wieder so, dass wir halt die kaufen, die bissel mehr kosten zwar dafür halt 
irgendwie...halt ja mit Demeter glaub ich sogar die einen sind. Und solche Sachen 

und die Verpackung ist auch B zertifiziert. Und ja die Verpackung halt 
möglichst...Und das ist ja wieder dieser Mittelweg, dass man zwar versucht 

nachhaltiger zu sein aber es muss halt auch praktikabel sein. Weil es einfach ja 
vielleicht wenn man ein ganz leichtes Kind hat, wo alles funktioniert und jetzt sag 

mal.

4I_KM_2302

expected to 
have a big 
impact on 

the reseach

not 
yet

revitalize or 
cancel? - this 
is important 

inisghts

00:46:23 Speaker E 
Ich bin die ungute Schwiegertochter und also ich bin gerade im Bezug auf Geschenke usw...das unglaublich nervig und total mühsam diese Konsumgesellschaft die 
immer und zu jeder Gelegenheit und dauernd irgendeinen Mist schenken muss. Also da geht es ja viel weniger um Dinge, die die Kinder wirklich brauchen und sie 
brauchen ja eh tatsächlich dauernd irgendwas wirklich, wie neue Scuhe  oder neue Schihose oder so. Es gibt ja grundsätzlich eher auf Dinge die man schenken könnte 
aber die sind ja auch immer meistens zu gewissen Zeitpunkt notwendig. Und wenn das Kind zum Beispiel jetzt zweimal im April Geburtstag hat dann bringt sich der 
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 find 
auch, dass eben gerade da wieder Geschenke usw voll mühsam, das kommt ja dann eben auch von einem rundum ist ja nicht nur die Eltern, also wir schenken zum 
Beispiel den Kindern schon seit Jahren nichts mehr. Ausser eine Torte, weil die anderen schenken und sie brauchen einfach nicht ein Geschenk mehr, dass sie von uns 
kriegen. Aber es ist trotzdem jedes Jahr so, dass ich wieder dannach denke: Gott das ist wieder so viel! Aber trotzdem versuche ich im Rahmen zu halten und erlaub 
auch ganz viel nicht. Also inzwischen auch mit Stefans Unterstützung. Aber ich freu mich auch am meisten über keine Geschenke oder Zeitgeschenke oder sowas und 
betont, dass auch immer wieder und Eck auch immer wieder an deswegen. 
Ist aber auf jeden Fall sicher ein großes Thema generell für Eltern, dass sie eben auch das Gefühl haben, wir wollen den Kindern alles gönnen usw. Und es aber nicht 
weiter gedacht wird...für mich ist das auch dieses was gönnen, das muss immer weiter gedacht werden. Genauso dass man zum Beispiel sagt ich gönn mir jetzt..ich 
gönne mir jetzt ausnahmsweise mal eine Käsepizza. Dann ist es ja eigentlich was...da habe ich auch mal ne Zeit lang länger also intensiver darüber nachgedacht...das 
es eigentlich überhaupt keinen Gönnen ist, wenn du gönnst dir was, was schlecht für deinen Körper. Gerade wenn du Käse Pizza, die du irgendwo kaufst, dass ist ja 
 kein biologischer Mutterkuhkäse, sondern das ist ja irgendwas. Also es ist für deinen eigenen Körper nicht gut und du hast damit Leid unterstützt. Oder du gönnst dir 
einmal einen H&M Einkauf, dann ist das einfach...kannst du natürlich auch dazu stehen. Das finde ich auch immer voll wichtig, dass man sagt man darf das alles 
machen, aber man muss aber dazu stehen, dass es net gut ist. Und sich was gönnen ist ja eigentlich sich was Gutes tun und was Gutes tun. Und da gehoert sowas  für 
mich halt einfach net dazu...und das ist eben bei den Geschenken auch irgendwie so. 
Das sehe ich halt auch bei den Kindern im Kinderzimmer so. Wir haben uns auch vor kurzem davor ausgeräumt. Wobei ich aber merkt, dass die Kinder echt wenig 
haben im Verhältnis zu anderen Kindern, auch beim Ausmisten viel Krimskrams und Gebasteltes usw, weil so richtig Spielsachen haben sie eigentlich ziemlich wenig. 
Trotzdem ist das aber viel und trotzdem sind sie überfordert mit den vielen Spielsachen...also du machst ihnen eigentlich auch keine Freude. Weil sie ja dann nur ein 
voll zugemütliches Zimmer haben, ständig schimpft irgendwer das Zimmer zusammen räumen müssen, sie wissen gar nicht wohin damit, weil es nur so mühsam ist, 
dieses Rausräumen, dann legst du viel am Boden und alles wieder weg nehmen und so. Der Haufen an Stoff, Tieren oder sowas...Stofftiere waren von Anfang an nicht 
erlaubt. Eigentlich die Kinder haben glaub ich 4 oder 5 Stofftiere beide und das wars . Und 3 davon sind von mir geerbt. Sie kriegen einfach defacto nie irgendwelche 
neuen Stofftiere, weil das für mich halt auch einfach nur blöde Erdölprodukte sind, wenn es nicht ein wirklicher herzenswunsch ist, dann brauchen sie es einfach 
nicht. Dann liegt es wieder nur in der Ecke oder du kaufst dir irgendeinen blöden Sack dazu, den du dann nur alle Stofftiere praktisch einsortieren kannst. (lacht) Sie 
sind in einem Sack verstaut oder so. Aber eben dieses Geschenkethema ist voll sowas wo :ich dann auch sagt: Wir wollen das und das nicht, der L. hat Geburtstag 
nächste Woche... und dann halt schon mal die Oma gesagt ja,was wuenscht er sich und was will er haben? Und er hat wirklich einen Wunsch, den haben wir Second 
Hand gekauft. Aber was wir auch machen, wir organisieren die Geschenke, das machen wir auch schon ganz lang, weil dann kann niemand was Neues kaufen, weil 
wir organisieren sie ueber willhaben. Und sonst eben, was sie kann da jetzt zum Beispiel Socken schenken mit Autos drauf, weil er braucht neue Socken und er 
wünscht sich welche mit Rennautos und so. Und jetzt kriegt er zusätzlich dann auch noch Holz. Also von ihnen einfach Restlholz war wirklich echt drauf hämmern 
kann also wir überlegen uns einfach und dann ist auch wieder Gedanken Arbeit. Also ich sitze und ich hab echt noch so eine Liste, die laufen das ganze Jahr über, wo 
ich aufschreiben, was die Kinder brauchen und somit sie wirklich Freude haben und das braucht aber eben auch viel mehr Energie als sozusagen schenkt Ihnen 
einfach was. Sie mögen gerne Autos, Sie mögen gern Glitzer, Sie mögen irgendwas und dann kriegen blödes Rahschzeug, dass nur rumliegt, wieder eben Ressourcen 
gebraucht hat. Und eigentlich spielt niemand damit. Und eben dieses Gedanken machen im Vorfeld. Ja, braucht Energie, aber es ist für mich einfach wichtig fuer das 
Familienzusammenleben das irgendwie auch besser funktioniert, als wenn Kinder überfordert sind und in Nachhaltigkeit auch. 

00:48:43 Speaker T
Ich mein, wobei ich trotzdem sagen muss, also ich bin sicher keine, die sagt okay 

gut, ich kriege jetzt keine Kinder, weil ich mir Sorgen mache, dass die dann da den 
Klima –Krisen - Krieg ausbaden müssen oder so. Oder das sie hungern müssen, weil 
es nichts mehr gibt oder so. Also denk mir diese Sachen...also wenn es so ist, dann 

ist es so. Diese Sachen, die werden sich einfach ergeben. Und ich finde es auch 
nicht...also ich find, das man sich eben vor Leid und Krisen jetzt auch nicht so 

fürchten sollte. (...) ich finde halt heutzutage wird Leid er viel zu sehr theatralisiert. 
Leid und Schmerz, das gehört zum Leben wie alles andere auch. Und das, finde ich 
ist jetzt nicht wirklich ein Grund, dass man ja, dass man sich da halt...oder das ist 

jetzt nix, wovor ich mich jetzt so fürchten würde.
Aber also ich bin jetzt nicht die, die sagt OK gut ich hab jetzt so Angst um V. Zukunft 
bezüglich des Klimas. Weil es ja...also ich denk mir halt der Mensch wird sich so wie 
er tut einfach selbst auslöschen und ja, es wird einfach drauf hinauslaufen. Und ist 
vielleicht auch...also irgendwie ihm ist ihm nicht zu helfen, gell, weil halt irgendwie 
alle Alarm Glocken läuten und man schaut halt trotzdem weg. Ja und ich denk mir 

ja, dann fehlt mir halt einfach die Konsequenzen halt dann ausbaden müssen 
irgendwann. Und ja also, ich denk mir irgendwann wird halt so sein, dass dann ein 

Neustart sein wird von der Erde wird halt die Menschen dann nicht sein werden 
und das ist auch gut so

7I_L_2402 Segmentation

. Also wie gesagt, die Erde wird sich...also der Erde, wird es am wenigsten weh tun, 
die wird sich regenerieren. Aber eben wir schaden eher meistens selbst und hat 

allen anderen Lebewesen, die mit uns die Erde teilen.
Aber ja also ich mein, das ist halt einfach so. Es wird dann halt auch die V. oder ihre 

Nachkommen treffen. Aber ja also, ich muss sagen...ja, das ist halt...ich mein, wir 
leben alle über unsere Maße auch die V. als Teil unserer Gesellschaft und wird 

auch ihre Konsequenzen tragen müssen. Man braucht ja gar nicht das irgendwie 
scheinheilig tun und sagen, die anderen sind schuld, dass meine Tochter es dann 
vielleicht schwer haben wird oder deren Nachkommen. weil wir sind einfach alle 
mittendrin im...ja halt einfach über unsere Masse leben und müssen dann halt 

auch alle ausbaden.

7I_L_2402 Segmentation

00:12:06 Speaker M
Und ja, eben das ist für mich eigentlich 

das größte was ich eingesehen habe. Ok, 
das ist ein Kompromiss, das ist für mich 
Nachhaltigkeit sowieso. Ich würde am 
liebsten...aber es überschneidet sich ja 
dann...ich würd am liebsten Plastik frei 

leben und nur selbstgemachte Putzmittel 
verwenden. Und keine Ahnung, aber es 

ist dann halt einfach irgendwann nimmer 
umsetzbar.

2I_M_1602

00:48:44 Speaker I
Das ärgert mich maßlos, aber das Problem ist es gibt nicht viel Alternative. Also es 

gibt dann immer wieder so...also in Graz zumindest. Ich kann jetzt nur von Graz 
sprechen, gibt es natürlich schon so Geschäfte, wo man die Nahrungsmittel in 

seinen mitgebrachten Sachen kaufen kann. Aber das ist...gibt es fast nicht, wenn 
nicht sogar gar nicht für Babyprodukte...also Brei...was auch immer. Ich hab 

eigentlich auch geplant und es ist eigentlich auch so...Brei mag sie nicht einmal 
so...Obstbrei oder so geht gut. Und da war es immer der Plan, das ist dann eben 

selber mache aber er schmeckt er ihr nicht. Also wenn er selbst gemacht ist, 
schmeckt er ihr nicht. Und das ist natürlich dann irrsinnig schade, weil das ärgert 
mich dann auch sehr, weil ich muss dann auf ein Hippglas oder was auch immer 

zurückgreifen. Was Müll produziert, anstatt dass ich das selbst kaufe.Was natürlich 
aber auch wieder blöd ist, weil wenn ich ja ein paar Himbeeren kauf, werden die 
auch in diesem Plastikding gebracht. Also untergebracht halt. Und also, das ist 

schon auf jeden Fall...das ist vorhanden. Also es ist immer so eine kleine Stimme 
im Hinterkopf, die dann wirklich sagt, so ist das notwendig, dass das so ist und also 

ja...

1I_I_1502

hypothesis 
which was 
not true

00:33:00 Speaker C
Ganz richtig ja net mal...besonders beim ersten Kind 
weiß man sowieso überhaupt gar nicht was braucht 

man eigentlich und ich glaub jede, alle Elternteile 
würden diese Frage völlig anders beantworten, was 
auch total legitim ist, weil jeder Mensch ist, andere 
Bedürfnisse sind natürlich unterschiedlich. Und ich 
glaube, wir haben beim ersten Kind einige Produkte 

gekauft, die ich beim zweiten ganz sicher nicht 
nochmal gekauft hatte und die mittlerweile auch 

rumstehen, die nicht benutzt werden. Weiß nicht, weil 
sie nicht unbedingt nötig sind jetzt.

9I_C_0503

01:00:25 Speaker M
Ich finds vor allem bei elektrischen Sachen nicht einfach. Weil ich mich da nicht aus 

kenne und weil ich das...das Vokabular nicht hab, um mich da einzulesen. Da ich 
ich finde manchmal ist es praktisch, wenn es diese Siegel gibt. Wobei man dann bei 

den Siegeln auf wieder nicht weiß welches da jetzt....obwohl das, kann man 
irgendwie schon herausfinden. Aber das finde ich zum Beispiel bei Mode viel 

einfacher, weil ich mich da mit Stoffen mehr auskennen. Ich finds bei Spielsachen 
viel leichter, weil alles was aus Holz ist haltet lange. Ich finds bei elektrischen 

Sachen nicht so leicht. Du musst dann eben auch ganz cool das eben den 
Soymaker hätten wir net in Elektrofachhandel, den haben wir gekauft in 

verpackungsfreien Laden.  Wir da irgendwie so ein bisschen das Gefühl gehabt, 
dass muss es ein gutes Produkt sein, wenn es in dem Geschäft ist, dann....

6I_DM_2402

00:34:09 Speaker J
Also schwierig rauszufinden, was nachhaltig ist und es 
ist generell schwierig rauszufinden, was für ein Baby 

gut ist. Weil wenn man sich mit diesem Thema Plastik 
zum Beispiel wirklich auseinandersetzt. Viele Plastik 

Spielsachen gehen wir mal davon aus, haben voll viele 
schädliche Partikel drinnen obwohl sie ein 

Kinderzertifikat jetzt oben haben. Wo ich mir einfach 
denk, na mein Kind kriegt zu spielen kein Plastik. (...) 

Aber es ist schwierig zu finden und auch raus zu lesen 
aus was dieses Produkt wirklich besteht und ob das 

wirklich schädlich ist für das Kind oder nicht. 
Beziehungsweise wie man es auch pflegt.

10I_J_0503

00:50:41 Speaker C
Ja was ich vielleicht teilen würde ich hab wahrscheinlich es eh schon erwähnt, dass 
das ich sehr schwierig finde nachhaltig zu leben, also ganz generell und als Eltern, 

aber auch nochmal im Besonderen einfach...ja, weil es einfach so viele 
Entscheidungen gibt, wie man, die man treffen muss als Elternteil. Und weil man 

halt einfach kein Experte ist oder wahrscheinlich die meisten auf dem Gebiet keine 
Experten sind. Und da wär man glaub ich als Eltern oder ich dir als Mutter sehr 
froh wenn ich mir diese Zeit nicht noch nehmen muss, für jedes Produkt extra 

recherchieren zu müssen. Was einfach so viel Zeit, dass du dabei draufgeht. Ich 
wäre sehr dankbar, wenn es die Firmen übernehmen würden und wenn vielleicht 

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

9I_C_0503

00:37:06 Speaker E
Ja, also, es gibt so ausgewählte Leute, die ich also, denen ich folgt, zum Beispiel auf 
Instagram also ich find diesen Begriff Sinnfluenza echt gut dabei. Weil es echt viel 
Schwachsinn gibt es so Social Media! Aber es gibt halt wirklich auch Leute die echt 
sinnvolles qualitatives Wissen weitergeben wo du echt viel davon lernen kannst. 
Und auch merkst das ist authentisch und da ist auch was dahinter, denen kannst 

du dann auch im Vertrauen. Also weil es ist ja auch schlussendlich musst du ja 
irgendwann aufhören zum zum Suchen und zum Forschen, sondern muss 

irgendwann vertrauen.

5I_E_2302

Concerns about the climate crisis and their impact on parenthood
When it comes to concerns about the climate crisis, all interviewees showed concerns and concurred 
the need for more actions from the companies and the governments. Especially, SPP stated that the 
climate crisis in general is a major concern and has grown since the arrival of their first child. Impact 
on their children and the future generation was the most frequently raised concern among the 
parents regarding the climate crisis. One parent(8I_G_2802) elaborated his concerns that his child’s 
generation marks the first generation which has worse prospects than the previous generations.

This concern results not only in parents wanting to be more sustainable but also in parents teaching 
their children about sustainability. Parents seek education and dialogue with their children on the 
topic of sustainability, meat consumption and resources. Additionally, parents are raising the 
awareness of their children through experiences and nature- related interactions such as growing 
plants together, and moments with animals. Furthermore, parents take their children for grocery 
shopping at the supermarkets and farmer markets, so, children understand local and seasonal food. 
Parents, in general, want to be role models to their children. One SPP dived deeper into the topic of 
education by explaining the difficulties she experienced by changing her lifestyle towards 
sustainability. She does not want her child to go through this process but instead have these 
sustainable behaviours internalised.

Social aspect of sustainability

Parents see sustainability as more than just materials. Multiple parents consider the social aspect 
as part of a sustainable product and investigate the country of origin, working conditions and 
corporate social responsibility in general.

Sustainability as a process
Sustainability is seen as a process among both the parents' groups and is described as taking mini 
steps in different directions built on a sustainable journey with constant discoveries of new 
opportunities. 

SPP are critical of their journey and have points they want to improve on. They consider this 
development as part of their process. Interview 2I_M_1602 (SPP) gave an example of using cloth 
diapers, where this sustainable action has become a daily practice of the process. 

Sustainable actions both parent groups have integrated show a large diversity, such as reducing 
plastic packaging, separating trash, picking up trash, making things last, making own clothes, 
swapping shops, biking, growing own food, shopping packaging free, secondhand products, vegan 
and vegetarian diet, buying sessional and regional products and going to farmers markets. 

Further statements from both parent groups were collected to create an overview on the ways to 
make a sustainable lifestyle easier, resulting in the following insights: having a new mindset, 
integrating fun and not creating pressure to be sustainable, consuming less and questioning what is 
really needed, making compromises, buying second hand, education though courses, finding ways 
how sustainability makes everyday life easier (e.g., less trash, fewer things to carry), finding your 
own personal approach and starting with the first small steps (e.g., bringing your own bag). 

00:14:40 Speaker M
Ganz kurz fallt mir nur auf bei diesem Handy Bild das 
Aufmerksamkeit für mich ein wichtiges Thema ist. Das 

wir, glaube ich...also das ist einfach etwas, wo man 
immer wieder beobachtet, wie Eltern nicht da sind, weil 

sie sehr abgelenkt sind durch Smartphones usw...ich 
mich sehr bemüh das einfach in ihrer... wenn wir 

Nachmittag zusammen verbringen, dass das nicht...das 
und ihr auch zu erklären wenn ich mein Handy 

verwende für was ich jetzt verwende. Ja, das ist mir 
auch ein Anliegen, ja.

6I_DM_2402

01:01:00 Speaker T
Also ich muss sagen Grad mit Kind, 

versuche ich....also versuch ich eigentlich. 
Also ich find das also das....finde ich ganz 
schlecht bei meinem Kind, das so vorlebt, 
dass man die ganze Zeit am Handy hängt 
oder so. Also ich muss sagen ich benutze 

es eigentlich fast...also ich benutze es 
wirklich nur so zur Kommunikation um 

was auszumachen.

3I_T_2202

00:18:30 Speaker M
Und das ist ja wieder dieser 
Mittelweg, dass man zwar 

versucht nachhaltiger zu sein 
aber es muss halt auch 

praktikabel sein. Weil es einfach 
ja vielleicht wenn man ein ganz 

leichtes Kind hat, wo alles 
funktioniert und jetzt sag mal.

4I_KM_2302

00:42:50 Speaker K
Weil eigentlich unser Plan war, den Kinderwagen gebraucht zu kaufen und wir 

haben uns...oder ich hab mich ziemlich auf so eine Marke niederländische glaub 
ich Bugabu eingeschlossen und da gibt es natürlich mehrere Modelle. Und die 

heißen alle mit Tieren und voll lieb. Da gibts jetzt dann zum Beispiel... also war so 
für mich im Kopf ich möchte entweder den Kameleon 3 oder den Fox 2 haben. Und 
den Kameleon 3 gibt es vielfach gebraucht zu kaufen, den Fox weniger. Den Fox 2 

fast gar nicht, weil der ist ziemlich neu...zwischen gibt es den Fox 3 aber ist 
wurscht. Und dann waren wir die halt irgendwann die ausprobieren im Sommer im 

Babygeschäft und der Kameleon 3 war halt nicht annähernd das, was ich haben 
wollte. Der hat kleine Vorderräder, war nicht so ganz stabil, weil die Wanne war viel 

weiter unten...also das Baby war auch viel weiter unten. Und der Fox 2 der hat 
wirklich also der hat gewusst, was ich von ihm will. Der hat perfekt auf mich oder 
auf uns abgestimmt und der Fahrt sich nach wie vor einfach richtig leicht und toll. 

Und das hat überwogen. Weil ich ihn unbedingt haben wollte oder wir den 
unbedingt haben wollten. Als das das andere Modell eben nachhaltiger weise 

gebraucht.

4I_KM_2302

00:31:19 Speaker M
Würdest du...erkundigst du dich dann auch ein bisschen so im Internet auf Social 

Media speziell über Produkte? Es gibt es Influencer oder andere nachhaltige 
Mamas, die dich vielleicht inspirieren?

00:31:31 Speaker M
Jawoll ja.

00:31:36 Speaker 1
Was haben die dann für eine Rolle? Helfen sie vielleicht so ein bisschen bei diesen 

Entscheidungen?
00:31:42 Speaker M

Ja also ich glaube, ich bin da teilweise wirklich ziemlich beeinflussbar. Es war 
auch...lustigerweise sind ganz viele Leute, die ich schon lange auf Instagram hab. 

Viele die auch Veganer sind oder waren. Und das ist ganz viele, gerade gleichzeitig 
schwanger waren mit mir oder kurz vor mir oder kurz nach mir und dass eben ja 

das, das war dann auch das. Das hat sich somit entwickelt und dann habe ich mich 
auch gefreut , hey die kriegen auch ein Baby und wie machen die das? Manche 

machen mehr, manche machen weniger.

2I_M_1602

00:38:21 Speaker L
Ah, ich würde mit Baby Steps 

anfangen. Die Klassiker, wie mit 
Stoff Taschen einkaufen 

gehen...die üblichen Sachen, die 
jeder machen kann. Aber eben 
dadurch, dass Kinder so schnell 

wachsen schauen, dass man 
ganz viel Second Hand kauft.

7I_L_2402

Sustainability
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WORKSHOP MATERIALS         

Group A Group B

Elisabeth

Andre

Eefje

Gizela

Daan Victor

CoenAlessia

Sustainably Aware Parent Sustainably Practicing Parent Group C

Elise

Elly

Jelle

Weichun

No Sustainably  Parent

Group A Group B

Elisabeth

Andre

Eefje

Gizela

Daan Victor

CoenAlessia

Sustainably Aware Parent Sustainably Practicing Parent Group C

Elise

Elly

Jelle

Weichun

No Sustainably  Parent
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Agenda

Intro
9.15 Welcome & coffee

9.20   Introduction round & energizer
9.25   Goal and scope (Eefje/Elise)

9.35   User insights + Q&A (Elisabeth)
    (pasting cards to quotes)

10.15  Story building process (Elise)

Workshop part 1 - Persona
10.20 Warm- up

10.25 Personas building + coffee break when needed
11.10 Personas sharing

Workshop part 2 - Story building
11.30  Story building + lunch

12.30  Story sharing

End
12.50  Wrap up

13.00  End of the workshop
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INSPIRATION BOARD WITH SOCIAL INSPIRATION BOARD WITH SOCIAL 
MEDIA SCREEN SHOTSMEDIA SCREEN SHOTS
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00:27:01 Speaker I
Well, I mean there are things where I say because of hygiene, I wouldn't get them second hand. 
These are things that you use on the toilet, for example, a toilet seat or something like that. The 

same goes for a baby mattress, I would always buy a new one. Or things like pacifiers...I really like 
buying used things but as a mother, that changed for me. For example, the pacifier...because you 
want the best for your child and without exception the best, and in this case hygiene is also part 
of that. And I've already seen that by several mothers and it's certainly been said more often that 

you just don't want to take any risks. Your child is the most important thing and you want to 
minimize that risk.

00:18:30 Speaker M
We were aiming to always cook. But now we buy these squeezes that are wrapped in plastic in 
100 gram packs. Because it simply makes our day easier. And there we do it again in a way that 

we buy the ones that cost a little more... I think they're the ones from Demeter (biological brand). 
The packaging is also B certified. And that's that middle ground again, that you try to be more 

sustainable, but it also has to be practicable.

STIMULI QUOTES FROM THE USER  STIMULI QUOTES FROM THE USER  
RESEARCHRESEARCH

00:13:20 Speaker C
 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.

00:52:24 Speaker I
Yes, it's definitely daily. Because you are always confronted with all this packaging stuff. For 

example, M. likes these, these squeezes...I find them horrible. I think it's totally terrible that the 
thing is used once and then ends up in the garbage. And I've informed myself to see if you can 
buy them to refill them yourself. It's just that....unfortunately, as a parent, you're short on time, 

because the day is really far too short for the hours that are there. I can only speak for myself, but 
because I have this little time, I prefer to spend all the time with the child. For example, chopping 
fruit and preparing porridge so that the child has this squezze later. And on the other hand, when 
she is asleep, I also need a little time for myself. To recharge my batteries and then I don't feel like 

making this sustainable natural porridge or refilling this squezze, because that takes a lot of 
time... And that's the reason why I do buy plastic, not necessarily because it's great or because I 
like that. So i hate it every time, it annoys me a lot, yes, but it's just weighting the bad. I choose 

this bad rather than the time I have to invest in preparing everything on my own.
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00:21:29 Speaker D
 This topic of sustainability I find it totally, extremely important, but I also find it really difficult at 
times. In terms of how we live, just how much waste we create. I don't think it's that easy, and of 
course it's also a financial matter. I'd love to go to the market, or to the packaging- free store and 

do our weekly shopping there. But I just can't afford it, it's just not possible.

00:17:38 Speaker M
So you can prepare as well as you want, you can think about it and you come up against so many 

limits. And then so many demands on oneself that the desired sustainability is one of the first 
things that crumble.

00:30:34 Speaker C
II also bought a pacifier and I think I stood in front of this shelf for 15 minutes and looked to see if you could buy plastic 
reduced. To be honest, I don't know if my decision was a good one, but I took one made of rubber. I think this was the 

only product which I don't think was out of silicone? Well, that was a conventional drugstore that I bought this from, 
because I didn't go to a special store . I'm also honestly not sure if the product is better than the others. Price wise I can't 
remember if there was a big difference but I thought  I doesn't look nicer than the others but I hope it's a better product. 

It's really not easy for me to always know what's actually right, because there are just so many products on the market 
and not everyone has the time to deal with which product is good, which is not good, how do you ultimately dispose the 
product? But it is particularly difficult with baby products, so things that are not necessarily related to clothing, which can 

be reused relatively easily. But things that are really about hygiene, the things that end up in the mouth. It's actually 
difficult knowing anything special, for example because you're a midwife or a doctor and you work in that area. I find it 

really difficult to always make these decisions.

00:50:41 Speaker C
I find it very difficult to live sustainably in general and as a parent because there are just so many 

decisions to do as a parent. And because I am not an expert, or probably most of the parents 
aren't experts in the field.  I think, you as a mother, you would be very happy if you didn't have to 

take the time to do extra research for each product. What is just so much time that you're 
wasting. I would be very grateful if companies would take it on and if politicians were a little 

braver to do more.
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 01:04:06 Speaker G:
 The problem is there is to much options on what you actually need because there are so many 

things that everybody swears on 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 sources for so many products and so many things and I am like: Okay, what is actually 

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

00:16:12 Speaker K
Of course, we bought clothes for her in advance, so more than 9 months in advance we gathered 

everything possible.

00:32:30 Speaker L
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 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.

00:11:06 Speaker J
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?
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00:27:22 Speaker K
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.

00:35:55 Speaker I
I've never used the sterilizer and bottle warmer.

 00:36:19 speaker 3
Why?

 00:36:21 Speaker I
 Because I'm breastfeeding, so I didn't need them. Well, at the beginning, when she was born, there was a bit of this panic, 

what if I can't breastfeed or something, that I always have it at home and... if you have to get something like that quickly 
and especially since it was lock down, I wanted to have it at home before i would even need it. And I never needed it, so it 

was really just unnecessary. And I didn't really need any of those baby food processors either, but that was because M. 
refused to eat this porridge. She is only eating what we eat. Yes, of course I didn't know that beforehand either, so it was 

just something I thought to myself: you try it, you offer it, but you're never sure that it will be accepted by her. It's the 
same with the pacifiers, so we have the whole range of pacifiers at home, so we have easily 20 different types, no kidding. 
Because we tried if she wanted a pacifier... just to offer it, you know, because it makes things a lot easier, but she doesn't 
take them, she just plays with it. She thought it was funny as a toy, but she didn't want to take the pacifier and of course 
it's not very sustainable either, because we now have 20 pairs of pacifiers. 20 pieces of pacifier lying at home which are 

not used.

00:45:47 Speaker K
With the cloths, for example. It also has many advantages if you don't buy them new. Not just 
because it's more sustainable but because all the dyes, poisons, preservatives and whatever 

substances have already been washed out many times over and over.

00:40:43 Speaker M
Sometimes we have to fall back on what is there and not all can be sustainable. That's why I am 

coming back to the compromise! Because of course you have a bit of a conflict when you have to 
buy things that are shrink- wrapped in plastic. You have to buy it, you just can not buy it at all. For 

example if our farmer's market woman isn't there and I need carrots, then I just buy organic 
carrots from Austria, but they're in plastic. And yes, it doesn't quite fit in (sustainable lifestyle). But 

I keep trying more and more, for example I love avocados! But I really try to only buy them on 
special occasions, because that's just a conflict... avocado or mango. I only buy bananas when 

they are on sale because otherwise they would probably be thrown away because most people 
don't like them brown. I tend to like it better when they're ripe and then I think to myself, maybe 
I'll save groceries that would be thrown away. And that, again, is a compromise. There are always 

conflicts like that, things just overlap and you can't do everything perfectly...



134

00:13:31 Speaker F:
 We want to give a world to our children that is livable. And want to show our children how they can make it sustainable, 
so also that their children can have a world that is nice to live on. And I do think that showing how to, that's something 

that goes into how we educate. We try to at a young age to raise awareness.

00:28:35 Speaker G:
 I also try that (educating on sustainability) when he waters with me the plants. He is loving to kiss 

the little leaves. We we've been trying to make him understand that even if they don't scream 
they're still living. And they help us with making our oxygen. 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.

01:06:00 Speaker G:
 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 for my child it 

didn't work and we put it in Vinted and for somebody else it works.

00:28:25 Speaker L
Yes, in terms of sustainability (feeling pressured). I mean, it used to be that I was the only one 

who used cloth diapers. I have been usually looked at funnily. Or when I didn't want to buy 
certain things, even though others are buying them...There was more pressure that I people 

looked weirdly at me because the topic was or is important to me. But now that has changed.
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00:25:02 Speaker M
Regarding clothing for example, F. (the child) often wants things that I should sew for her. Then 
we drive together to the organic fabric shop (by bike) and choose a fabric that she likes. I also 
think it's important to show her the process, that it's work. You have to decide what you want, 

you have to think about it, then you drive there, you choose a fabric, the fabric needs to be 
washed, then it has to dry, then you have to cut it, then you have to sew it up, then maybe you 

have to measure again, then you have to change that and then it fits. That was also the case when 
she needed new underpants and then we needed to sew them. And so I think it's important to 

show that that's the case, that is very valuable. She also gets bought things...but we don't actually 
buy that much, most of it is mostly inherited or sewn. But it's important to me to show her this 
approach. Like also when you plantsomething, you have to take care of it from March, April and 
then in July to be able to eat it. That doesn't mean that we don't buy tomatoes from Spar. But I 

think it's important to simply show both. And to drive with her to the farmermarket with her 
again and again and to shop with her and to have our own bags...

00:33:54 Speaker L
It depends on what my current workload is. So whether I really have the time to do an extensive 

research. If I can't afford it right now, then I fall back on simple solutions.

00:03:43 Speaker C
Yes, the one with the woman sitting on the floor. Legs bent and head resting on her knees. And in 

the background you can probably see her shadow, which is attacking her or wants to roll over 
and eat her up. (describes a picture) I think that's how some mothers feel sometimes and I 

certainly do too, I think these are situations where you as a parent might feel a bit overwhelmed 
to do justice to all the roles that you are as one person. As a mother, as an employee or maybe 
also as an employer, to do justice to this role at work and as a partner. That can sometimes be 

very, very exhausting and then sometimes you would like to crawl into an empty room, close the 
door behind you and don't want to know anything about anything anymore and that's what this 

picture actually describes for me.

00:46:44 Speaker K
Yes, of course I have 1000 mommy accounts that I follow. They may have changed in the last year 
and a half... . I've followed many influences on Instagram, some who had a baby about the same 

time or a little earlier then me. Simply because I was interested in the topic.



136

00:09:54 Speaker E
 This constant critic, that if you do something...it doesn't matter how you do it, it's not really that 
you're doing something wrong... for example breastfeeding. If you don't breastfeed it's wrong, if 
you're breastfeeding for too long it's wrong, if you're breastfeeding in an way... if you let the child 
suckle for too long it's wrong, if you stop breastfeeding too soon it is wrong and if you say "No for 

me there are boundaries" this is also wrong. It's just always wrong. On the other hand, men 
simply get the full praise when they do something. And that's exactly what this shadow is like, 

which I think somehow lies over motherhood because of society.

00:45:47 Speaker C
But I find the decision about products even more difficult. Which products do I need and then which products do I buy? 

Just in the baby area...in the first half year, in terms of pacifiers, bottles, then sterilizers, bottles warmer if you need 
something like that or a mixer. They're all made of plastic or of materials that are most likely not particularly sustainable. 

But as a consumer, how do I make the decision without being a scientist and without doing a doctorate... well, that's damn 
difficult...

00:14:49 Speaker J
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 to buy, how to 
use it, what to do with it.

00:16:36 Speaker L
Because we actually set an example for them (the kids) and they can join if they want. And yes, 
from time to time we also make games out of it, for example, if there is garbage lying around at 

some point, then pick it up - it's a garbage- picking game.
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Stress, Anxiety, 
depression from 
multiple factors

Unclarity on how to be 
sustainable, confusing 

information, green 
washing and little access 
to sustainable solutions

Desire to be a green 
parent

Consumerism and 
over- consumption 

mentality

Awareness of climate 
crisis, willingness to 
act, believe that an 

individual can make a 
difference

THE BATTLE: How to be a be a green
parent while they feel it costs

time, energy, and money?

 (Gen Z) 
trend

A treasure : 
A goal

A dragon:
A pain

Armor:
A Gen Z value/belief

A wand/fairy:
an opportunity to act

Social isolation 
and feeling of 

loneliness (caused 
by use of 

digital/social 
platforms)

Self- empowerment, self- 
management, pro- activity 

and focus on health

Feeling supported by other 
people, being part of 

community through online 
streams and groups

The anxiety about uncertain futures, 
the feeling of responsibility but also 
powerlessness adds to the anxiety

Mental health and stress 
active management 

(traditional and alternative 
mental health support, 

apps, meditation, digital 
detox, sleep management, 

physical activity...)

Destigmatization of mental 
health

Resilience

Open- mindedness and self- 
expression (honesty to 

oneself) driven by increasing 
diversity and fluidity in race, 

gender, sexuality and 
personal identity

Positioning, participation 
and activism towards 

environmental and social 
change

Preference for brands that 
align on purpose, value & 

mission (e.g. 
environmentally and 
socially responsible, 

inclusive, gender- neutral 
brand voices)

Interaction with trusted 
(peer) influencers on choices 

and sales

Customer 
frustration, 

criticism and 
distrust towards 

brands

Need for investigation and 
skepticism

Education on sustainable 
impact (products, recycling 

& waste) hygiene / safety
concern for baby

A joker:
A pain/a strength

willingness to pay 
premium for 
health boost, 

natural & 
sustainable 

products

Attractiveness of rental, 2nd 
hand consumption, sharing

Mindset shift from 
permanent to 

temporary 
ownership and 

favor experience 
over possessions

Conservative 
attitude to 

money (saving 
money)

MCC products 
temporary use

Holistic family well- being 
active management 

solutions

  The digital story World

Eagerness for 
new items

No waste 
mindset / 

willingness to 
reuse

THE BATTLE: how to fight the pressure 
and socially constructed image 

to have and do it all?

THE INNER CONFLICT: how to act eco- responsibly 
while being immersed in triggers for over- consumption?

THE TREASURE: Having it all is not realistic. Young families (parents+children) 
need to find a new balance focusing on what is good for their wellbeing and 

for the planet. What should they prioritize and what should they leave behind? 

Balance in physical, 
mental, emotional 

wellness and health 
(feeling and looking 

good)

Enablement of being a 
green parent

(time and effort)

Consumerism is a cause of the 
anxiety, stress and depression. 

Ironically society tries to solve those 
problems by more consumption

Climate change and protecting the environment is No. 1 concern for Gen Z. They know the 
world is on fire, and that humans are responsible for it. They believe in the possibilities for an 
individual to make a difference, and take action - for example by working at green companies, 
purchasing from ethical brands, limiting waste, and eating vegetarian or vegan.

At the same time, they live in a consumeristic society shaped around the believe that 
happiness and well- being depend fundamentally on material possessions, which is the main 
cause for Earth resources depletion and negative environmental impact.

For GenZ, this is a fundamental dilemma: how to act responsibly while being immersed in 
triggers for over- consumption?

The paradox is that both awareness about climate issues and over- consumption go hand in 
hand with wealth level. The globally growing middle class increases this trend.

How can we create and deliver solutions where Gen Z's 
needs and planet needs are both satisfied?

Eureka 
breastpump

A factual variable 

GenZ holistic 
approach to life, 

desire to have and do 
it all (mental, 

physical, spiritual, 
social, professional, 

parenthood, 
romantic)

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. Personal behaviors like healthy eating, working out, managing stress, 
meditating, sleeping, building self- esteem, and having time to socialize with family and 
friends are seen as key to being healthy and happy.

Contrarily to millennials who seek fulfillment and identity through their professional 
life, more and more GenZ consider work as a mean to get income and focus on other 
aspects to reach a balance. For example, a majority of Gen Z show interest in 
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).

GenZ feel self- empowered to control and improve proactively their own health. They 
have high standards and expectations in health management, which often fall 
short due to lacking alignment with day- to- day behavior.

The holistic approach to life reflects in the parenting style of Gen Z. They let the child 
explore and express their needs - an approach called 'baby- led parenting'. This leads 
to high attention for the child's mental health and topics such as confidence, stress 
coping, emotional resilience and empathy.

Non resonance of 
traditional HC with 

holistic view of 
health and 

increasing popularity 
for alternative 

medicines

The main motivation for second- hand consumption is fair pricing. Also, people see 
the ethical and environmental benefits in reusing items even if they don't always 
explicitly stated it.

For parents 'it makes sense' to reuse, since kids quickly grow 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, because it has been useful to their own child and 
gave them pleasure. Parent networks bring awareness for second hand 
opportunities. A barrier for buying second hand is hygiene and safety are a 
concern.

Gen Z in particular are increasingly embracing second- hand shopping, driven by a 
desire for uniqueness and thrift, as well as a reaction against consumerism 
and the environmental impact of fast fashion. As creators become influencers, 
Gen Z consumers seek to buy directly from them, cutting out the retailer as 
middleman. This opens new roads for business models and partnerships for 
Philips.

Promotion of breastfeeding 
(e.g. campain)

The availability and visibility (through 
digital media) of all possible goods and 

experiences creates a FOMO on all 
aspects of life 

GenZ young parents feels 
responsible to build a better 

world for their children

Gen Z are digital natives. For this generation, online platforms and social media are a primary source of connection and 
information on the topics of health care, mental health, lifestyle, sustainability, and parenthood. (1)

Technology and the digital world is central to Gen Z' s health and wellness practices: apps and wearables seamlessly become part of 
their daily rituals. Gen Z is the generation most interested in health monitoring and self tracking - for fitness, food and water 
intake, sleep, social media use, but also for their mental and emotional state. (2)
Advances in connected sensing and data sharing enable health care providers to have an holistic view of people's lifestyle and 
health to provide better care. (3)

Overall GenZ look for effectiveness, convenience, efficiency, and transparency in health services. Half prefer telemedicine to 
traditional in- person visits. (4) Overall, traditional health care doesn't resonate with their holistic approach to health. Instead 
of traditional sources for health information (health websites, doctors and pharmacists), GenZ 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. (5)

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. (6)

On one side, we need to help GenZ with their health and well- being, particularly by 
supporting their fight against anxiety and stress. On the other side, we must enable 
them to be green parents with clear information, and convenient and affordable 
sustainable solutions.

How can these two goals work together? Can we create a new balance made of the 
essential ingredients for well- being and sustainable behavior?

Green parenting must become an intrinsic part of the holistic balance that GenZ 
value. Then they will be more pro- active and empowered towards eco- friendly actions - 
remember that self- management and activism are GenZ's strong points. In turn, if GenZ 
become greener, they will step away from materialism, reconnect with nature, 
which will decrease stress and anxiety.

The main paradigm to transcend is the idea of GenZ that 'having it all and doing it all' will 
give them peace of mind. This is an unachievable goal. Rather, by embracing JOMO (Joy of 
Missing Out), consuming less but better, they can reach a balance made of the 
essential ingredients for healthy people and a healthy planet.

72% of GenZ say managing stress and mental health is their most important health 
and wellness concern. They are constantly confronted with a socially 
constructed image of 'has it all and do it all' (social, professional, relationship, 
identity&looks...) and pressure to be perfect fueled by socials. The constant 
comparison to others results in low self- esteem and a constant unsatisfaction or 
feeling of not doing enough. Furthermore, over- consumerism - pulled by socials - 
has also a negative impact on on individuals’ psyche, resulting in developing a 
constantly unsatisfied state of mind. Finally, GenZ grew in a world of increased 
anxiety (i.e. shootings, terrorism, pandemic, climate change) and rapidly changing 
(fluctuating economy) over which they feel they have little control. The Covid 
pandemic has only amplified this anxiety. They fear for their future and that of their 
children, even to the point that many consider not having children.

If we focus on young parents, the arrival of a child adds tiredness, changes in the 
relationship with the partner and sexuality, and insecurities linked to parenthood. 
In particular, mothers who carry a high mental load and feel the pressure to 
successfully combine professional and family lives are subject to feelings of guilt 
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.

Solutions understanding 
the needs of the whole 
identity (as individual & 

parent) and supporting in 
achieving personal goals 

by the brand

Gen Z are willing to protect the environment and combat climate change. At 
the same time, there is a preconception that green parenting costs money, 
time and energy. As young parents, they need convenient, safe and affordable 
products and services. 

GenZ are inquisitive and actively looking for information on such solutions. 
However, the topic is overwhelming and companies are increasingly using 
sustainability- targeted marketing without providing proof points of sustainability. 
GenZ is very critical towards brands who do not take responsibility or use 
greenwashing to cover up past harmful actions and as a reason to charge more 
for products. 

Consumers want to see measurable, transparent and consistent actions 
backing up brands’ ethical commitments (such as about sourcing, 
manufacturing, durability, safety, and direct environmental impact data). GenZ 
value craftsmanship and want to see behind the curtain, to be able to know 
the production process behind products and services. To build trust and 
loyalty with the conscious consumer, brands also need to show humanity: the 
wins, the losses, the mistakes and the learnings. Additionally, 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.

Active involvement of 
consumers, making them 

feel part of the change

Transparency and clarity of 
sustainability data

Playbook

The inner conflict

Gen Z holistic approach to health and life

New business models drivers

The battle: the difficulty to be a green parent

The treasure

The battle : anxiety, stress and social pressure

STORYTELLING MAPSTORYTELLING MAP
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Stress, Anxiety, 
depression from 
multiple factors

Unclarity on how to be 
sustainable, confusing 

information, green 
washing and little access 
to sustainable solutions

Desire to be a green 
parent

Consumerism and 
over- consumption 

mentality

Awareness of climate 
crisis, willingness to 
act, believe that an 

individual can make a 
difference

THE BATTLE: How to be a be a green
parent while they feel it costs

time, energy, and money?

 (Gen Z) 
trend

A treasure : 
A goal

A dragon:
A pain

Armor:
A Gen Z value/belief

A wand/fairy:
an opportunity to act

Social isolation 
and feeling of 

loneliness (caused 
by use of 

digital/social 
platforms)

Self- empowerment, self- 
management, pro- activity 

and focus on health

Feeling supported by other 
people, being part of 

community through online 
streams and groups

The anxiety about uncertain futures, 
the feeling of responsibility but also 
powerlessness adds to the anxiety

Mental health and stress 
active management 

(traditional and alternative 
mental health support, 

apps, meditation, digital 
detox, sleep management, 

physical activity...)

Destigmatization of mental 
health

Resilience

Open- mindedness and self- 
expression (honesty to 

oneself) driven by increasing 
diversity and fluidity in race, 

gender, sexuality and 
personal identity

Positioning, participation 
and activism towards 

environmental and social 
change

Preference for brands that 
align on purpose, value & 

mission (e.g. 
environmentally and 
socially responsible, 

inclusive, gender- neutral 
brand voices)

Interaction with trusted 
(peer) influencers on choices 

and sales

Customer 
frustration, 

criticism and 
distrust towards 

brands

Need for investigation and 
skepticism

Education on sustainable 
impact (products, recycling 

& waste) hygiene / safety
concern for baby

A joker:
A pain/a strength

willingness to pay 
premium for 
health boost, 

natural & 
sustainable 

products

Attractiveness of rental, 2nd 
hand consumption, sharing

Mindset shift from 
permanent to 

temporary 
ownership and 

favor experience 
over possessions

Conservative 
attitude to 

money (saving 
money)

MCC products 
temporary use

Holistic family well- being 
active management 

solutions

  The digital story World

Eagerness for 
new items

No waste 
mindset / 

willingness to 
reuse

THE BATTLE: how to fight the pressure 
and socially constructed image 

to have and do it all?

THE INNER CONFLICT: how to act eco- responsibly 
while being immersed in triggers for over- consumption?

THE TREASURE: Having it all is not realistic. Young families (parents+children) 
need to find a new balance focusing on what is good for their wellbeing and 

for the planet. What should they prioritize and what should they leave behind? 

Balance in physical, 
mental, emotional 

wellness and health 
(feeling and looking 

good)

Enablement of being a 
green parent

(time and effort)

Consumerism is a cause of the 
anxiety, stress and depression. 

Ironically society tries to solve those 
problems by more consumption

Climate change and protecting the environment is No. 1 concern for Gen Z. They know the 
world is on fire, and that humans are responsible for it. They believe in the possibilities for an 
individual to make a difference, and take action - for example by working at green companies, 
purchasing from ethical brands, limiting waste, and eating vegetarian or vegan.

At the same time, they live in a consumeristic society shaped around the believe that 
happiness and well- being depend fundamentally on material possessions, which is the main 
cause for Earth resources depletion and negative environmental impact.

For GenZ, this is a fundamental dilemma: how to act responsibly while being immersed in 
triggers for over- consumption?

The paradox is that both awareness about climate issues and over- consumption go hand in 
hand with wealth level. The globally growing middle class increases this trend.

How can we create and deliver solutions where Gen Z's 
needs and planet needs are both satisfied?

Eureka 
breastpump

A factual variable 

GenZ holistic 
approach to life, 

desire to have and do 
it all (mental, 

physical, spiritual, 
social, professional, 

parenthood, 
romantic)

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. Personal behaviors like healthy eating, working out, managing stress, 
meditating, sleeping, building self- esteem, and having time to socialize with family and 
friends are seen as key to being healthy and happy.

Contrarily to millennials who seek fulfillment and identity through their professional 
life, more and more GenZ consider work as a mean to get income and focus on other 
aspects to reach a balance. For example, a majority of Gen Z show interest in 
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).

GenZ feel self- empowered to control and improve proactively their own health. They 
have high standards and expectations in health management, which often fall 
short due to lacking alignment with day- to- day behavior.

The holistic approach to life reflects in the parenting style of Gen Z. They let the child 
explore and express their needs - an approach called 'baby- led parenting'. This leads 
to high attention for the child's mental health and topics such as confidence, stress 
coping, emotional resilience and empathy.

Non resonance of 
traditional HC with 

holistic view of 
health and 

increasing popularity 
for alternative 

medicines

The main motivation for second- hand consumption is fair pricing. Also, people see 
the ethical and environmental benefits in reusing items even if they don't always 
explicitly stated it.

For parents 'it makes sense' to reuse, since kids quickly grow 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, because it has been useful to their own child and 
gave them pleasure. Parent networks bring awareness for second hand 
opportunities. A barrier for buying second hand is hygiene and safety are a 
concern.

Gen Z in particular are increasingly embracing second- hand shopping, driven by a 
desire for uniqueness and thrift, as well as a reaction against consumerism 
and the environmental impact of fast fashion. As creators become influencers, 
Gen Z consumers seek to buy directly from them, cutting out the retailer as 
middleman. This opens new roads for business models and partnerships for 
Philips.

Promotion of breastfeeding 
(e.g. campain)

The availability and visibility (through 
digital media) of all possible goods and 

experiences creates a FOMO on all 
aspects of life 

GenZ young parents feels 
responsible to build a better 

world for their children

Gen Z are digital natives. For this generation, online platforms and social media are a primary source of connection and 
information on the topics of health care, mental health, lifestyle, sustainability, and parenthood. (1)

Technology and the digital world is central to Gen Z' s health and wellness practices: apps and wearables seamlessly become part of 
their daily rituals. Gen Z is the generation most interested in health monitoring and self tracking - for fitness, food and water 
intake, sleep, social media use, but also for their mental and emotional state. (2)
Advances in connected sensing and data sharing enable health care providers to have an holistic view of people's lifestyle and 
health to provide better care. (3)

Overall GenZ look for effectiveness, convenience, efficiency, and transparency in health services. Half prefer telemedicine to 
traditional in- person visits. (4) Overall, traditional health care doesn't resonate with their holistic approach to health. Instead 
of traditional sources for health information (health websites, doctors and pharmacists), GenZ 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. (5)

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. (6)

On one side, we need to help GenZ with their health and well- being, particularly by 
supporting their fight against anxiety and stress. On the other side, we must enable 
them to be green parents with clear information, and convenient and affordable 
sustainable solutions.

How can these two goals work together? Can we create a new balance made of the 
essential ingredients for well- being and sustainable behavior?

Green parenting must become an intrinsic part of the holistic balance that GenZ 
value. Then they will be more pro- active and empowered towards eco- friendly actions - 
remember that self- management and activism are GenZ's strong points. In turn, if GenZ 
become greener, they will step away from materialism, reconnect with nature, 
which will decrease stress and anxiety.

The main paradigm to transcend is the idea of GenZ that 'having it all and doing it all' will 
give them peace of mind. This is an unachievable goal. Rather, by embracing JOMO (Joy of 
Missing Out), consuming less but better, they can reach a balance made of the 
essential ingredients for healthy people and a healthy planet.

72% of GenZ say managing stress and mental health is their most important health 
and wellness concern. They are constantly confronted with a socially 
constructed image of 'has it all and do it all' (social, professional, relationship, 
identity&looks...) and pressure to be perfect fueled by socials. The constant 
comparison to others results in low self- esteem and a constant unsatisfaction or 
feeling of not doing enough. Furthermore, over- consumerism - pulled by socials - 
has also a negative impact on on individuals’ psyche, resulting in developing a 
constantly unsatisfied state of mind. Finally, GenZ grew in a world of increased 
anxiety (i.e. shootings, terrorism, pandemic, climate change) and rapidly changing 
(fluctuating economy) over which they feel they have little control. The Covid 
pandemic has only amplified this anxiety. They fear for their future and that of their 
children, even to the point that many consider not having children.

If we focus on young parents, the arrival of a child adds tiredness, changes in the 
relationship with the partner and sexuality, and insecurities linked to parenthood. 
In particular, mothers who carry a high mental load and feel the pressure to 
successfully combine professional and family lives are subject to feelings of guilt 
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.

Solutions understanding 
the needs of the whole 
identity (as individual & 

parent) and supporting in 
achieving personal goals 

by the brand

Gen Z are willing to protect the environment and combat climate change. At 
the same time, there is a preconception that green parenting costs money, 
time and energy. As young parents, they need convenient, safe and affordable 
products and services. 

GenZ are inquisitive and actively looking for information on such solutions. 
However, the topic is overwhelming and companies are increasingly using 
sustainability- targeted marketing without providing proof points of sustainability. 
GenZ is very critical towards brands who do not take responsibility or use 
greenwashing to cover up past harmful actions and as a reason to charge more 
for products. 

Consumers want to see measurable, transparent and consistent actions 
backing up brands’ ethical commitments (such as about sourcing, 
manufacturing, durability, safety, and direct environmental impact data). GenZ 
value craftsmanship and want to see behind the curtain, to be able to know 
the production process behind products and services. To build trust and 
loyalty with the conscious consumer, brands also need to show humanity: the 
wins, the losses, the mistakes and the learnings. Additionally, 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.

Active involvement of 
consumers, making them 

feel part of the change

Transparency and clarity of 
sustainability data

Playbook

The inner conflict

Gen Z holistic approach to health and life

New business models drivers

The battle: the difficulty to be a green parent

The treasure

The battle : anxiety, stress and social pressure

name, age

appearance and looks

personality and character 

sexual orientations and family status

social circle 

hobbies

job

How stressed/anxious am I in general?

What is stressing me or causing anxiety?

What is important to me in life?

What did I achieve in my life? What do I still miss in my life? What is my main 
goal at this moment?

Am I participating in activism towards climate 
and social change or not? Am I actively thinking 
about sustainability or not?

Do I use 2nd- hand, rented or shared products? 
Which ones?

Where do I behave non- sustainably (single- use, 
fast- food, car or plane travel, eating meat, 
buying stuff that I don't need)?

What are my struggles in accessing green 
products  or solutions or in behaving 
sustainably?

What are my struggles in finding information 
about green products, solutions or behaviors?

What is going well and not so well in my relationships (romantic, 
family, friendship)?

When searching for a product or service, my most important 
requirements are (rate from 1 to 8 in order of prioritization):
price (a cheap solution)

How I will be perceived as 
a parent

 impact on the planet 
(production, in use, recyclability)

looks

healthiness for my child

value and quality (i want 
the best for my child)

durability (long lasting)

ease of getting it

super chill                                                                 Super anxious or stressed

do not care                                                   activist

draw me
and my
familiy

DESIGN TENSION
behavior towards 

sustainability

INTERNAL TENSION
Inside of the person, 

desires, needs, 
struggles 

characteristics

CONTEXTUAL TENSION
Every day life 

conditions, relations, 
environment

Who is your character, living in 2030?

What is blocking me, on a daily base, in feeling 
healthy and in balance (time, energy, 
headspace, money, infrastructure)?

What is making it difficult, on a daily base, for me 
to be the parent that I wish was (time, energy, 
headspace, money, infrastructure)?

PERSONA TEMPLATEPERSONA TEMPLATE



144

20   21   22   23   00   01   02   03   04   05   06   07 

08   09   10   11   12   13   14   15   16   17   18   19

20   21   22   23   00   01   02   03   04   05   06   07 

08   09   10   11   12   13   14   15   16   17   18   19

TEMPLATE FOR MAPPING TWO DAYS TEMPLATE FOR MAPPING TWO DAYS 
IN THE LIFE OF THE PERSONASIN THE LIFE OF THE PERSONAS



145



146

APPENDIX C
Insights Booklet



147

APPENDIX C



INSIGHTS BOOKLET



A world dominated by fear and anxiety. Young adults, also 
known as GenZ, grew up through climate crisis, pandemics, 
war, terrorism, and uncertain economies. Many suffer from 
mental health issues [1]. The constant comparison with 
others on social media fuels a pressure to be perfect, feelings 
of insecurity, failure, and low-self-esteem.​

Despite the struggles, GenZers embody 
resilience and self-empowerment. They 
want it all – to look good, feel good, be a 
good parent, a good friend, a good partner, 
good for the Planet [2]. ​

2030. 2030. 

To be a better person, this hyper connected 
generation pro-actively seeks online for 
information and solutions [3]. They are most 
inquisitive and critical to make their way 
through an overload of information and choices, 
misinformation and green-washing. ​

[1] Hickman, C., Marks, E., Pihkala, P., Clayton, S., Lewandowski, E. R., Mayall, E. E., Wray, B., Mellor, C., & van Susteren, L. (2021). Young People’s Voices on Climate Anxiety, Government Betrayal and Moral 
Injury: A Global Phenomenon. SSRN Electronic Journal. https://doi.org/10.2139/ssrn.3918955; White paper on Millennials and Generation Z. (2021, June 28). Deloitte. https://www2.deloitte.com/global/en/
pages/about-deloitte/articles/millennials-gen-z-and-mental-health.html

[2] Demeritt, L. (2016, March 16). How Gen Z looks at health and wellness. SmartBrief. https://corp.smartbrief.com/original/2016/03/how-gen-z-looks-health-and-wellness

[3] Sanchez, S. (2021, May 24). Gen Z relies on non-traditional sources for healthcare information | Digital. Campaign Asia. https://www.campaignasia.com/article/gen-z-relies-on-non-traditional-sources-for-
healthcare-information/469795



THE CHALLENGE THE CHALLENGE 
for GenZers is to be eco-responsible – their 
top priority [4] –  while being immersed in a 
consumeristic society.​

Young parents in particular feel responsible to 
create a world in which their children can grow 
healthily. But there are so many decisions to 
take, and they are tired, busy and mentally 
overloaded [5]. ​

Philips must help families to find a new balance 
where they prioritize what's most important for their 
well-being and the planet and let go of old habits 
and ideals (such as consuming certain goods and 
experiences).​

[4] Barbiroglio, E. (2019, December 10). Generation Z Fears Climate Change More Than Anything Else. Forbes. https://www.forbes.com/sites/emanuelabarbiroglio/2019/12/09/generation-z-fears-climate-
change-more-than-anything-else/?sh=35db2a86501b

[5]Collins, R. (2015). Keeping it in the family? Re-focusing household sustainability. Geoforum, 60, 22–32. https://doi.org/10.1016/j.geoforum.2015.01.006: Carrell, R. (2019, August 15). Let’s Share Women’s 
Mental Load. Forbes. https://www.forbes.com/sites/rachelcarrell/2019/08/15/lets-share-womens-mental-load/?sh=55927dd96bd6



The inner conflict

Climate change and protecting the environment is No. 1 concern for Gen Z. They know the 
world is on fire, and that humans are responsible for it. They believe in the possibilities for an 
individual to make a difference, and take action - for example by working at green companies, 
purchasing from ethical brands, limiting waste, and eating vegetarian or vegan.

At the same time, they live in a consumeristic society shaped around the believe that 
happiness and well- being depend fundamentally on material possessions, which is the main 
cause for Earth resources depletion and negative environmental impact.

For GenZ, this is a fundamental dilemma: how to act responsibly while being immersed in 
triggers for over- consumption?

The paradox is that both awareness about climate issues and over- consumption go hand in 
hand with wealth level. The globally growing middle class increases this trend.

New business models drivers

The main motivation for second- hand consumption is fair pricing. Also, people see 
the ethical and environmental benefits in reusing items even if they don't always 
explicitly stated it.

For parents 'it makes sense' to reuse, since kids quickly grow 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, because it has been useful to their own child and 
gave them pleasure. Parent networks bring awareness for second hand 
opportunities. A barrier for buying second hand is hygiene and safety are a 
concern.

Gen Z in particular are increasingly embracing second- hand shopping, driven by a 
desire for uniqueness and thrift, as well as a reaction against consumerism 
and the environmental impact of fast fashion. As creators become influencers, 
Gen Z consumers seek to buy directly from them, cutting out the retailer as 
middleman. This opens new roads for business models and partnerships for 
Philips.

The battle: the difficulty to be a green parent

Gen Z are willing to protect the environment and combat climate change. At the 
same time, there is a preconception that green parenting costs money, time and 
energy. As young parents, they need convenient, safe and affordable products 
and services. 

GenZ are inquisitive and actively looking for information on such solutions. 
However, the topic is overwhelming and companies are increasingly using 
sustainability- targeted marketing without providing proof points of sustainability. 
GenZ is very critical towards brands who do not take responsibility or use 
greenwashing to cover up past harmful actions and as a reason to charge more 
for products. 

Consumers want to see measurable, transparent and consistent actions backing 
up brands’ ethical commitments (such as about sourcing, manufacturing, 
durability, safety, and direct environmental impact data). GenZ value 
craftsmanship and want to see behind the curtain, to be able to know the 
production process behind products and services. To build trust and loyalty with 
the conscious consumer, brands also need to show humanity: the wins, the 
losses, the mistakes and the learnings. Additionally, 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.

The treasure

On one side, we need to help GenZ in finding a balance in their health and well- being, 
particularly by supporting their fight against anxiety and stress. On the other side, we 
must enable them to be green parents with clear information, and convenient and 
affordable sustainable solutions.

How can these two  goals link and synergize?

If green parenting becomes an intrinsic part of this holistic balance in the mind of GenZ, 
they will be more pro- active and empowered towards eco- friendly actions - remember 
that self- management and activism are GenZ's strong points. In turn, if GenZ become 
greener, they will step away from materialism, reconnect with nature, which will decrease 
stress and anxiety.

The main paradigm to transcend is the idea of GenZ that 'having it all and doing it all' will 
give them peace of mind. This is an unachievable goal. Rather, by embracing JOMO (Joy of 
Missing Out), consuming less but better, they can reach a balance made of the essential 
ingredients for healthy people and a healthy planet.

The battle : anxiety, stress and social pressure

72% of GenZ say managing stress and mental health is their most important health 
and wellness concern. They are constantly confronted with a socially 
constructed image of 'has it all and do it all' (social, professional, relationship, 
identity&looks...) and pressure to be perfect fueled by socials. The constant 
comparison to others results in low self- esteem and a constant unsatisfaction or 
feeling of not doing enough. Furthermore, over- consumerism - pulled by socials - 
has also a negative impact on on individuals’ psyche, resulting in developing a 
constantly unsatisfied state of mind. Finally, GenZ grew in a world of increased 
anxiety (i.e. shootings, terrorism, pandemic, climate change) and rapidly changing 
(fluctuating economy) over which they feel they have little control. The Covid 
pandemic has only amplified this anxiety. They fear for their future and that of their 
children, even to the point that many consider not having children.

If we focus on young parents, the arrival of a child adds tiredness, changes in the 
relationship with the partner and sexuality, and insecurities linked to parenthood. 
In particular, mothers who carry a high mental load and feel the pressure to 
successfully combine professional and family lives are subject to feelings of guilt 
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.

Gen Z holistic approach to health and life

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. Personal behaviors like healthy eating, working out, managing stress, 
meditating, sleeping, building self- esteem, and having time to socialize with family 
and friends are seen as key to being healthy and happy.

Contrarily to millennials who seek fulfillment and identity through their professional 
life, more and more GenZ consider work as a mean to get income and focus on other 
aspects to reach a balance. For example, a majority of Gen Z show interest in 
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).

GenZ feel self- empowered to control and improve proactively their own health. They 
have high standards and expectations in health management, which often fall 
short due to lacking alignment with day- to- day behavior.

The holistic approach to life reflects in the parenting style of Gen Z. They let the child 
explore and express their needs - an approach called 'baby- led parenting'. This 
leads to high attention for the child's mental health and topics such as confidence, 
stress coping, emotional resilience and empathy.

Stress, Anxiety, 
depression from 
multiple factors

Unclarity on how to be 
sustainable, confusing 

information, green 
washing and little access 
to sustainable solutions

Desire to be a green 
parent

Consumerism and 
over- consumption 

mentality

Awareness of climate 
crisis, willingness to 
act, believe that an 

individual can make a 
difference

THE BATTLE: How to be a be a green
parent while they feel it costs

time, energy, and money?

 (Gen Z) 
trend

A treasure : 
a goal

A dragon:
a pain

Armor:
a Gen Z value/belief

A wand/Fairy:
an opportunity to act

Social isolation 
and feeling of 

loneliness (caused 
by use of 

digital/social 
platforms)

Self- empowerment, self- 
management, pro- activity 

and focus on health

Feeling supported by other 
people, being part of 

community through online 
streams and groups

The anxiety about uncertain futures, 
the feeling of responsibility but also 
powerlessness adds to the anxiety

Mental health and stress 
active management 

(traditional and alternative 
mental health support, apps, 

meditation, digital detox, 
sleep management, physical 

activity...)

Destigmatization of mental 
health

Resilience

Open- mindedness and self- 
expression (honesty to 

oneself) driven by increasing 
diversity and fluidity in race, 

gender, sexuality and 
personal identity

Positioning, participation 
and activism towards 

environmental and social 
change

Preference for brands that 
align on purpose, value & 

mission (e.g. 
environmentally and socially 

responsible, inclusive, 
gender- neutral brand voices)

Interaction with trusted 
(peer) influencers on choices 

and sales

Customer 
frustration, 

criticism and 
distrust towards 

brands

Need for investigation and 
skepticism

Education on sustainable 
impact (products, recycling & 

waste) hygiene / safety
concern for baby

A joker:
a pain/a strength

willingness to pay 
premium for 
health boost, 

natural & 
sustainable 

products

Attractiveness of rental, 2nd 
hand consumption, sharing

Mindset shift from 
permanent to 

temporary 
ownership and 

favor experience 
over possessions

Conservative 
attitude to 

money (saving 
money)

MCC products 
temporary use

Holistic family well- being 
active management 

solutions

  The digital story World

Eagerness for 
new items

No waste 
mindset / 

willingness to 
reuse

THE BATTLE: how to fight the pressure 
and socially constructed image 

to have and do it all?

THE INNER CONFLICT: how to act eco- responsibly 
while being immersed in triggers for over- consumption?

THE TREASURE: Can we create a new balance made of the essential 
ingredients for well- being and sustainable behavior?

Balance in physical, 
mental, emotional 

wellness and health 
(feeling and looking 

good)

Enablement of being a 
green parent

(time and effort)

Consumerism is a cause of the 
anxiety, stress and depression. 

Ironically society tries to solve those 
problems by more consumption

How can we create and deliver solutions 
where GenZers needs and planet needs 

are both satisfied?

Eureka 
breastpump

A factual variable 

GenZ holistic 
approach to life, 

desire to have and do 
it all (mental, 

physical, spiritual, 
social, professional, 

parenthood, 
romantic) Non resonance of 

traditional HC with 
holistic view of health 

and increasing 
popularity for 

alternative medicines

Promotion of breastfeeding 
(e.g. campain)

The availability and visibility (through 
digital media) of all possible goods and 

experiences creates a FOMO on all 
aspects of life 

GenZ young parents feels 
responsible to build a better 

world for their children

Gen Z are digital natives. For this generation, online platforms and social 
media are a primary source of connection and information on the topics of 
health care, mental health, lifestyle, sustainability, and parenthood. (1)

Technology and the digital world is central to Gen Z' s health and wellness 
practices: apps and wearables seamlessly become part of their daily rituals. 
Gen Z is the generation most interested in health monitoring and self tracking 
- for fitness, food and water intake, sleep, social media use, but also for their 
mental and emotional state. (2)
Advances in connected sensing and data sharing enable health care providers 
to have an holistic view of people's lifestyle and health to provide better care. 
(3)

Overall GenZ look for effectiveness, convenience, efficiency, and transparency 
in health services. Half prefer telemedicine to traditional in- person visits. (4) 
Overall, traditional health care doesn't resonate with their holistic approach 
to health. Instead of traditional sources for health information (health 
websites, doctors and pharmacists), GenZ 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. (5)

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. (6)

Solutions understanding 
the needs of the whole 
identity (as individual & 

parent) and supporting in 
achieving personal goals 

by the brand

Active involvement of 
consumers, making them 

feel part of the change

Transparency and clarity of 
sustainability data

Playbook

STORY TELLING MAPSTORY TELLING MAP
The story telling map visualizes the tension 
of this dilemma this inner conflict on 
top. And raises the question: How to act 
eco-responsible while being immersed in 
triggers for over-consumption? 
 
At this point the dilemma divides into 
the two problems:

1. wanting to be a holistic parent and the 
socially constructed pressure rising from 
this  

2. wanting to be a green parent in a 
world dominated by consumerism. 

Both conflicts are elaborated on their 
own, diving deeper into the problems 
parents face, giving insights on helpful 
characteristics of GenZ and mapping down 
opportunities within the system to act on.  
The two problems meet at the bottom 
of the map and suggest to resolve the 
dilemma a new balance and prioritization is 
needed. 

Breaking down to the following conclusion 
that green behaviour must become an 
intrinsic part of the holistic balance that 
GenZ values so much. This means letting 
go of old habits and priorities (such as 
consuming certain goods and experiences) 
and of the conception that 'having it all 
and doing it all' will provide peace of mind. 
Rather, stepping away from materialism 
and reconnecting with nature will decrease 
GenZ stress and anxiety. 



INSIGHTINSIGHT  CARDS CARDS 

Philips believes in creating products and services 
that go beyond user expectations to enrich the 
quality of their lives. Therefore, it is needed to put 
ourselves in our users' shoes to truly understand 
their needs. 
 
To make meaningful  innovation happen it takes a 
collaborative, human-centred approach from the 
start. Experience insights capture and articulate this 
human centred approach. The XD team has created 
a tool for effectively capturing these insights in order 
to successfully activate and utilize. The cards will give 
enough information to understand at a glance, and 
can be used as a standalone in future design research 
projects.

A user research has been conducted on the DACH 
market and resulted in 10 main insights. To make the 
insights tangible for the business they have been 
translated into insights cards, following the experience 
design capture elaborated before. The aim is to identify 
the emotional, physical and behavioural needs in order 
to address the challenges parents face. 
 
The insight cards can be used on their own or in the 
context of the dilemma. 



SAP

SPP

QUALITATIVE INTERVIEWSQUALITATIVE INTERVIEWS

SAMPLE SIZESAMPLE SIZE

Gathering information
and social media

SAMPLE BACKGROUNDSAMPLE BACKGROUND

Role of 
sustainability

Pressure to be a
holistic parents

Concern about 
climate crisis

The qualitative interviews 
were designed to explore 
the dilemma young parents 
are facing. The parents were 
strongly guiding the direction 
of the interview and following 
their interests as they arose.

The parents are based represent: 

Sustainability Aware Parents (SAP), who 
haven’t integrated sustainability in their 
daily life 

Sustainability practicing Parents (SPP), 
who integrated sustainability in their 
daily life. 
 
A sample of 13 parents (3 couple 
interviews, 7 individual interviews) were 
invited to take part in the research. 10 
mothers and 3 fathers were interviewed. 
5 interviews with SSP and 5 interviews 
with SAP have been conducted.

Four topics of interest have been identified based on the 
system map and research question, which needed further 
exploration.

The age range of the participants was 
set between 25-35 years to gain Gen Z/
Millennial perspective insights from the 
DACH market. 

Marks et. Al (2021) discusses that GenZ 
worries about climate change. Over 
45 percent said that their views about 
climate change had a negative impact 
on their everyday life and functioning, 
and many reported having a significant 
quantity of negative thoughts about 
climate change. This correlates with the 
sample’s perception of sustainability 
and makes the sample representative 
for GenZ insights.

INTERVIEW TOPICSINTERVIEW TOPICS

OVERVIEW USER RESEARCHOVERVIEW USER RESEARCH



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
moreLess

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
ppointm

ents

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

55

“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

66

“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

77

“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

99

“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?



DILEMMADILEMMA
MODELMODEL

Combining insight cards with story telling map 

The system analysis resulted in a storytelling map 
of the parents’ dilemma of wanting to become 
eco-responsible but being immersed in triggers 
overconsumption. Which has been introduced at the 
beginning of this insights booklet. 
 
The insights cards can be mapped down within the 
story telling map, resulting in a model, which explains 
the dilemma of the young parents and maps down the 
needed insights to develop approaches to resolving this. 
This model can be seen as a systemic user journey. It 
can be used in workshops, just as typical journey maps 
or experience flows are used to develop innovations and 
solutions.

A large scale version of the dilemma model can be 
found in Miro with this QR code: 



The inner conflict

Climate change and protecting the environment is No. 1 concern for Gen Z. They know the 
world is on fire, and that humans are responsible for it. They believe in the possibilities for an 
individual to make a difference, and take action - for example by working at green companies, 
purchasing from ethical brands, limiting waste, and eating vegetarian or vegan.

At the same time, they live in a consumeristic society shaped around the believe that 
happiness and well- being depend fundamentally on material possessions, which is the main 
cause for Earth resources depletion and negative environmental impact.

For GenZ, this is a fundamental dilemma: how to act responsibly while being immersed in 
triggers for over- consumption?

The paradox is that both awareness about climate issues and over- consumption go hand in 
hand with wealth level. The globally growing middle class increases this trend.

New business models drivers

The main motivation for second- hand consumption is fair pricing. Also, people see 
the ethical and environmental benefits in reusing items even if they don't always 
explicitly stated it.

For parents 'it makes sense' to reuse, since kids quickly grow 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, because it has been useful to their own child and 
gave them pleasure. Parent networks bring awareness for second hand 
opportunities. A barrier for buying second hand is hygiene and safety are a 
concern.

Gen Z in particular are increasingly embracing second- hand shopping, driven by a 
desire for uniqueness and thrift, as well as a reaction against consumerism 
and the environmental impact of fast fashion. As creators become influencers, 
Gen Z consumers seek to buy directly from them, cutting out the retailer as 
middleman. This opens new roads for business models and partnerships for 
Philips.

The battle: the difficulty to be a green parent

Gen Z are willing to protect the environment and combat climate change. At the 
same time, there is a preconception that green parenting costs money, time and 
energy. As young parents, they need convenient, safe and affordable products 
and services. 

GenZ are inquisitive and actively looking for information on such solutions. 
However, the topic is overwhelming and companies are increasingly using 
sustainability- targeted marketing without providing proof points of sustainability. 
GenZ is very critical towards brands who do not take responsibility or use 
greenwashing to cover up past harmful actions and as a reason to charge more 
for products. 

Consumers want to see measurable, transparent and consistent actions backing 
up brands’ ethical commitments (such as about sourcing, manufacturing, 
durability, safety, and direct environmental impact data). GenZ value 
craftsmanship and want to see behind the curtain, to be able to know the 
production process behind products and services. To build trust and loyalty with 
the conscious consumer, brands also need to show humanity: the wins, the 
losses, the mistakes and the learnings. Additionally, 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.

The treasure

On one side, we need to help GenZ in finding a balance in their health and well- being, 
particularly by supporting their fight against anxiety and stress. On the other side, we 
must enable them to be green parents with clear information, and convenient and 
affordable sustainable solutions.

How can these two  goals link and synergize?

If green parenting becomes an intrinsic part of this holistic balance in the mind of GenZ, 
they will be more pro- active and empowered towards eco- friendly actions - remember 
that self- management and activism are GenZ's strong points. In turn, if GenZ become 
greener, they will step away from materialism, reconnect with nature, which will decrease 
stress and anxiety.

The main paradigm to transcend is the idea of GenZ that 'having it all and doing it all' will 
give them peace of mind. This is an unachievable goal. Rather, by embracing JOMO (Joy of 
Missing Out), consuming less but better, they can reach a balance made of the essential 
ingredients for healthy people and a healthy planet.

The battle : anxiety, stress and social pressure

72% of GenZ say managing stress and mental health is their most important health 
and wellness concern. They are constantly confronted with a socially 
constructed image of 'has it all and do it all' (social, professional, relationship, 
identity&looks...) and pressure to be perfect fueled by socials. The constant 
comparison to others results in low self- esteem and a constant unsatisfaction or 
feeling of not doing enough. Furthermore, over- consumerism - pulled by socials - 
has also a negative impact on on individuals’ psyche, resulting in developing a 
constantly unsatisfied state of mind. Finally, GenZ grew in a world of increased 
anxiety (i.e. shootings, terrorism, pandemic, climate change) and rapidly changing 
(fluctuating economy) over which they feel they have little control. The Covid 
pandemic has only amplified this anxiety. They fear for their future and that of their 
children, even to the point that many consider not having children.

If we focus on young parents, the arrival of a child adds tiredness, changes in the 
relationship with the partner and sexuality, and insecurities linked to parenthood. 
In particular, mothers who carry a high mental load and feel the pressure to 
successfully combine professional and family lives are subject to feelings of guilt 
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.

Gen Z holistic approach to health and life

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. Personal behaviors like healthy eating, working out, managing stress, 
meditating, sleeping, building self- esteem, and having time to socialize with family 
and friends are seen as key to being healthy and happy.

Contrarily to millennials who seek fulfillment and identity through their professional 
life, more and more GenZ consider work as a mean to get income and focus on other 
aspects to reach a balance. For example, a majority of Gen Z show interest in 
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).

GenZ feel self- empowered to control and improve proactively their own health. They 
have high standards and expectations in health management, which often fall 
short due to lacking alignment with day- to- day behavior.

The holistic approach to life reflects in the parenting style of Gen Z. They let the child 
explore and express their needs - an approach called 'baby- led parenting'. This 
leads to high attention for the child's mental health and topics such as confidence, 
stress coping, emotional resilience and empathy.

Stress, Anxiety, 
depression from 
multiple factors

Unclarity on how to be 
sustainable, confusing 

information, green 
washing and little access 
to sustainable solutions

Desire to be a green 
parent

Consumerism and 
over- consumption 

mentality

Awareness of climate 
crisis, willingness to 
act, believe that an 

individual can make a 
difference

THE BATTLE: How to be a be a green
parent while they feel it costs

time, energy, and money?

 (Gen Z) 
trend

A treasure : 
a goal

A dragon:
a pain

Armor:
a Gen Z value/belief

A wand/Fairy:
an opportunity to act

Social isolation 
and feeling of 

loneliness (caused 
by use of 

digital/social 
platforms)

Self- empowerment, self- 
management, pro- activity 

and focus on health

Feeling supported by other 
people, being part of 

community through online 
streams and groups

The anxiety about uncertain futures, 
the feeling of responsibility but also 
powerlessness adds to the anxiety

Mental health and stress 
active management 

(traditional and alternative 
mental health support, apps, 

meditation, digital detox, 
sleep management, physical 

activity...)

Destigmatization of mental 
health

Resilience

Open- mindedness and self- 
expression (honesty to 

oneself) driven by increasing 
diversity and fluidity in race, 

gender, sexuality and 
personal identity

Positioning, participation 
and activism towards 

environmental and social 
change

Preference for brands that 
align on purpose, value & 

mission (e.g. 
environmentally and socially 

responsible, inclusive, 
gender- neutral brand voices)

Interaction with trusted 
(peer) influencers on choices 

and sales

Customer 
frustration, 

criticism and 
distrust towards 

brands

Need for investigation and 
skepticism

Education on sustainable 
impact (products, recycling & 

waste) hygiene / safety
concern for baby

A joker:
a pain/a strength

willingness to pay 
premium for 
health boost, 

natural & 
sustainable 

products

Attractiveness of rental, 2nd 
hand consumption, sharing

Mindset shift from 
permanent to 

temporary 
ownership and 

favor experience 
over possessions

Conservative 
attitude to 

money (saving 
money)

MCC products 
temporary use

Holistic family well- being 
active management 

solutions

  The digital story World

Eagerness for 
new items

No waste 
mindset / 

willingness to 
reuse

THE BATTLE: how to fight the pressure 
and socially constructed image 

to have and do it all?

THE INNER CONFLICT: how to act eco- responsibly 
while being immersed in triggers for over- consumption?

THE TREASURE: Can we create a new balance made of the essential 
ingredients for well- being and sustainable behavior?

Balance in physical, 
mental, emotional 

wellness and health 
(feeling and looking 

good)

Enablement of being a 
green parent

(time and effort)

Consumerism is a cause of the 
anxiety, stress and depression. 

Ironically society tries to solve those 
problems by more consumption

How can we create and deliver solutions 
where GenZers needs and planet needs 

are both satisfied?

Eureka 
breastpump

A factual variable 

GenZ holistic 
approach to life, 

desire to have and do 
it all (mental, 

physical, spiritual, 
social, professional, 

parenthood, 
romantic) Non resonance of 

traditional HC with 
holistic view of health 

and increasing 
popularity for 

alternative medicines

Promotion of breastfeeding 
(e.g. campain)

The availability and visibility (through 
digital media) of all possible goods and 

experiences creates a FOMO on all 
aspects of life 

GenZ young parents feels 
responsible to build a better 

world for their children

Gen Z are digital natives. For this generation, online platforms and social 
media are a primary source of connection and information on the topics of 
health care, mental health, lifestyle, sustainability, and parenthood. (1)

Technology and the digital world is central to Gen Z' s health and wellness 
practices: apps and wearables seamlessly become part of their daily rituals. 
Gen Z is the generation most interested in health monitoring and self tracking 
- for fitness, food and water intake, sleep, social media use, but also for their 
mental and emotional state. (2)
Advances in connected sensing and data sharing enable health care providers 
to have an holistic view of people's lifestyle and health to provide better care. 
(3)

Overall GenZ look for effectiveness, convenience, efficiency, and transparency 
in health services. Half prefer telemedicine to traditional in- person visits. (4) 
Overall, traditional health care doesn't resonate with their holistic approach 
to health. Instead of traditional sources for health information (health 
websites, doctors and pharmacists), GenZ 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. (5)

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. (6)

Solutions understanding 
the needs of the whole 
identity (as individual & 

parent) and supporting in 
achieving personal goals 

by the brand

Active involvement of 
consumers, making them 

feel part of the change

Transparency and clarity of 
sustainability data

Playbook
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Insight Card: Sustainability is perceived as 
a privilege for families who have time and 
money for a sustainable lifestyle.

Insight Card: Parents are facing a huge 
choice and information overload.

Insight Card: Everyday life for a first time 
parent is overwhelming and stressful. 
Sustainability is seen as an addition to the 
workload.

Insight Card: Sustainability is described as a 
process. It takes time and exploration on what 
work best for different families and requests space 
for trial and error.

Insight Card: To parents sustainability means 
more then materials, they also consider the 
social aspects

Insight Card: Parents want to teach their 
children a sustainable mindset and be a role 
model.

Insight Card: Parents are open to the concept of 
second hand products for their child and like to 
also give their used products to other parents.

Insight Card: Parents buy often products without 
knowing if the products match their and their children’s 
needs.

Insight Card: Parents buy products in a preventive manner - 
to be well prepared for any situation.

Insight Card: One of the most common strategies of 
parents to be more sustainable is to consume less and ask 
themselves: What do I really need? 
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VISIONVISION
ADVICEADVICE

A story telling workshop provided the base for the 
suggested design directions for MCC. 

A participatory telling workshop was conducted based 
on the system map’s dilemma. Quotes from the user 
research have been used to sensitize the participants to 
the topic of parenthood. Followed by a persona creation 
session of a SAP, SPP and a non sustainable parent. 
Finally the participants mapped a day in the life of the 
created personas. 

The design direction is based on three exploitative 
personas: Alex, Myrthe and Kim. 



Myrthe is a single mum and has little time for 
sustainability in her daily life (SAP), but she works in the 
field of sustainability. Baby's health is priority and this 
overshadows sustainable behaviour. She has money to 
spend but no time to investigate on sustainable solutions. 
She feels that most sustainable approaches doesn't match 
her lifestyle and is struggling to find her own way.

MYRTHEMYRTHE
Kim, a social media influencer who does not care 
about sustainability. Online identity is as important 
as real life identity. She is materialistic and like to 
over-consume. 
Social status and how she is perceived is her main 
driver. Therefore she is becoming more sustainable. 
Kim never showed much interest in sustainability 
but seeing so many other mums doing so and 
wanting to match the mood of the time she 
had to become part of this rising lifestyle.
And she loves it.

KIMKIM

ALEXALEX
Alex is a gender-fluid single parent, who is a SPP and lives in 
a community with many other like-minded people. 
Alex is a performer and struggling with juggling all the roles 
of them and the perfectionism in the daily life. Sustainability 
sometimes feels like an additional factor of stress.

        "Sustainability does not        
have to be time consuming 
and difficult. It makes my life 
better and gives me peace of 
mind."

“Sustainability is a group effort 
and I feel empowered, when 
I see all the parents on social 
media contributing together 
towards a better planet for our 
children. Despite that these 
relationships are online, they are 
still very meaningful for me.”

“There is no one right 
sustainability. I see now that 
there are different ways of being 
a sustainable parent and I found 
my tailored approach, matching 
my personal and child’s needs.”

SIMPLIFY

CUSTOMIZEINVOLVE



By integrating education, inspiration and solutions promoting sustainability in the analogue and 
online world of digital natives, Philips empowers young parents to take care of their baby's health, 

their own (mental) well-being, and the planet.

IN 2030 GREEN PARENTING IS ACCESSIBLE IN 2030 GREEN PARENTING IS ACCESSIBLE 
AND EASY FOR ALL FAMILIESAND EASY FOR ALL FAMILIES

Green parenting is easy: 
 

it goes hand in hand with 
the health of parents and 

children.

Green parenting is for all: 
 

it comes in many forms 
through a personalized 

approach

Green parenting is for digital 
natives:

it spreads through online 
engagement and relationships for 

impact in the real world

INVOLVE CUSTOMIZE SIMPLIFY



SAVE THE SAVE THE 
PLANET!PLANET!


