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Learning Objectives
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After this lecture you should be able to: 

• Demonstrate both basic and in-depth knowledge in the field of sustainability-
oriented consumer education and decision-making.

• Describe and discuss central terms used in and around consumer education as 
well as didactic and methodical approaches.

• Explain instruments of consumer education and decision-making.
• Link your knowledge of the textile and clothing industry and the textile value 

chain to consumer education and decision-making as a didactical field.
• Apply consumer education and decision-making in your field of study.



Sustainable Consumption as Educational 
Challenge
• Today consumption is considered a key driver of environmental change (Wilk, 

2002) as consumer goods cause global pressure that has accumulated during 
their production, usage and disposal. Furthermore, consumption and the 
resulting human demand on the environment are unequally distributed. 
(Adomßent et al., 2014).

• During the UN Conference on Environment and Development, known as the 
Earth Summit in Rio de Janeiro in 1992, the world leaders agreed on action to 
change what they identified as unsustainable patterns of production and 
consumption. (Quental et al., 2011).

• Recent studies estimate that in 2050 we will be facing a world economy four 
times larger than today with about twice as much energy use, unless the 
prevailing extremely short-term political and economic models are abandoned. 
(OECD, 2012; Randers, 2012).
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Consumer Education

• Goal: “Development of responsible behaviour [...] by informing about 
consumption-related contents and acquiring competences in the 
sense of a reflected and self-determined consumer behaviour”.

• Consumer education as a lifelong, reflexive learning process to 
“cultivate mature consumers”.

• Consumer education is about informed decisions: “Against this 
background, consumer education follows mainly Education for 
Sustainable Development throughout.”
(Resolution of the Secretariat of the Standing Conference of the 
Ministers of Education and Cultural Affairs in Germany (KMK), 
12.09.2013).
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Consumer Behaviour in the Fashion Market
• Consumption has become an expression of belonging and social 

identity that supports the development and practice of a socially 
accepted lifestyle.

• Consumption permeates society and conveys to young people in 
particular that they are part of it.

• Clothing proves to be a means of participation and integration. Its 
symbolically charged consumptive quality is conveyed above all via 
social media channels. 

• Influencers play an important role in offering orientation and 
inspiration with their topics of lifestyle, fashion, fitness and travel. 

Fashion DIET 5



Influencers Influence Purchasing Decisions

• Social media serves as a very 
important source of inspiration for 
buying products. Within one year, 21% 
of German internet users aged 16 and 
older bought a product at least once 
because it was advertised by a 
YouTuber.

• 18% said they followed the advice of 
Instagrammers when choosing 
purchases and services. (Birkner, 
2021).
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Which of the following consumption-related 
characteristics apply to you?
• The Allensbach Market and Advertising Media Analysis (AWA) determines 

attitudes, consumer habits and media use of the population in Germany on a 
broad statistical basis, among other things.

• In 2021 around 59.1% of the German-speaking population aged between 20 and 
29 agreed with the statement that it is important for them to be well dressed 
(Statista, 2022).
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Item 14- to 19-
year-olds

20- to 29-
year-olds

I always like to try something new. 63.6% 61%

I enjoy buying clothes. 56.1% 50.8%

I often buy my clothes from chains like H&M, New Yorker and Zara. 54.1% 48.3%

I have certain fashion brands I particularly like, that I enjoy buying. 46.5% 48.2%

Study: AWA 2021, 
respondents aged 
14 and older, 
living in Germany, 
Statista 2022
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Baby-
boomer
1950-
1964

Gen X
1965-
1979

Gen Y
1980 –
1994

Gen Z
1995 –
2009

Gen α
2010-
2024

Gen β

2025 - …

Modified from Simon Schnetzer

Generation Overview
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Consumption by Generation Z

• The term “Gen (Generation) Z” unites approximately 11.6 million people who are 
roughly between 13 and 27 years old.

• By 2025, they are expected to contribute about 30% of gross income, making 
them the largest generation of shoppers (Keylens, 2017).

• Through pocket money, one-off cash allowances and mini-jobs, they have 
significant spending power and are already being targeted by the consumer 
goods industry because of their importance in the market economy.

• In 2018, 14- to 24-year-olds in Germany had an average of around 731 euros per 
month at their disposal. The surveyed adolescents who were still attending 
school at the time of the survey had an average income of around 222 euros per 
month (Statista Research Department, 2018).
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Factors Influencing the Purchasing Decisions 
of Gen Z in the Fashion Market 
Results of the study “Eine Generation ohne Grenzen” [A Generation without 
Borders] with a total of 15,500 participants from Gen Z and three other 
generations from nine countries (OC&C Strategy Consultants, 2019):
• Criteria such as style, uniqueness and individuality of products are high on the 

agenda, 17% of Gen Z want to have a unique style.
• The preferred focus is on limited and customised products, individual and trendy 

clothing, beauty and care products.
• The quest for individuality and uniqueness does not prevent adolescents from 

buying mainstream brands and wearing branded clothes with well-known logos.
• Their desire to stand out from the crowd is also reflected in their attitudes. They 

show a growing interest in the ethical and socially responsible behaviour of 
companies. 
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Sustainable Fashion Consumption in Europe

• For the European Fashion Report 2021, the market research institute You 
Gov® surveyed almost 11,500 people in ten European markets on the 
topic of sustainable fashion shopping (Rösch, 2021).

• When asked in which sectors sustainability is most important to 
consumers, the fashion industry is in eighth place across Europe with
12%, behind technology and travel. 

• Across Europe, 42% of consumers find it important to buy ethical and 
sustainably produced clothing, but only 10% find it extremely important.

• People mainly shop at Primark, H&M, Zara & Co: 46% of those surveyed 
across Europe said they shop in fast fashion stores.
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Features of Sustainable Fashion in Europe

• Sustainable fabrics and materials are the most important criteria when 
buying sustainable clothing (39%).

• Less or no chemicals and the so-called cruelty-free label (free from 
animal testing) are also considered important by more than a third of 
European consumers (36% each).

• The least important factors for European consumers are the amount of 
water used in the production (18%) and a low resource consumption 
(9%).

• Less than 3 out of 10 consumers in Europe have reduced their clothing 
purchases for ethical reasons (27%). (Rösch, 2021).
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Clothing and Second Life in Europe

• 21% of European consumers sell clothes they no longer wear on the internet. 
Most private secondhand traders seem to be located in France (31%) and Finland 
(25%).

• 69 % of consumers donate clothes they no longer wear: Switzerland (78%), 
Austria (74%) and Denmark (73%). More than one in three (34%) give used 
clothes to friends. This practice is particularly popular in Spain (49%). 

• Discarded fashion items are thrown away by 13% of respondents in Europe. In 
Finland, almost one in four throws away discarded fashion items. In Sweden it is 
21%, in Norway 17% of the respondents. In Switzerland and Austria it is 7% and 
8% respectively. Germany is slightly below the average with 12%.

• Overall, the disposal of old clothes via household waste ranks last among the five 
types of disposal surveyed. (Rösch, 2021).
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Greta (Thunberg) Effect

• The Greta Effect is attributed to the Swedish 
climate activist Greta Thunberg (Fopp et al., 
2021).

• As the initiator of the Fridays For Future 
demonstrations, she is the founder of the global 
climate strike.

• As a result of the Greta Effect, adolescents and 
young adults in particular develop a pronounced 
awareness of their previous behaviour and its 
impact on the environment.
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Cheap Fashion at All Costs?

According to a Greenpeace study (2015) with 502 adolescents aged between
12 and 19 ...
• 96% have heard that poor working conditions in the fashion industry are a 

known issue,
• 83% have heard that clothes are processed with harmful chemicals,
• 11% pay attention to the working conditions when buying clothes.

• More than 80% buy their clothes from mainstream fashion chains.
• For more than 81%, fashion is the most important factor, followed by price 

(49%). 
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School Portal for Consumer Education

• According to recent studies, adolescents in Germany show 
a pronounced awareness of problems when it comes to the 
topic of environmental protection (Federation of German 
Consumer Organisations, 2017).

• The majority, however, hold the view that it is a task for 
society as a whole. They rarely act according to this 
attitude, especially in the fashion market. 
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Fashion Consumption and Sustainable 
Lifestyles
Certain topics of sustainable 
development are still less strongly 
anchored in the consciousness of 
young people.                                                                          
In contrast to the topics of 
nutrition, plastic waste and 
mobility, young people still rarely 
associate sustainable action with 
fair and ecological textile 
consumption.

(Deckert & Ulmer, 2019, p. 28)
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more education and information about the 
consequences of environmentally harmful consumption

Eco-friendly Behaviour among 
Adolescents in Germany
• What might help you act                                                                                       

more sustainably, i.e. in a                                                                                      
more socially and                                                                                 
environmentally responsible                                                                              
way, more often?

• How important are the                                                                                       
following aspects?
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Study by Federal Ministry for the Environment, Nature Conservation and 
Nuclear Safety (BMUV): June 2017, respondents: 14- to 22-year-old 
German-speaking residential population, online, Statista 2022

lower prices for environmentally friendly products

when technical devices no longer become obsolete 
as quickly

clear labelling of environmentally friendly products 
through plaques, seals and labels

when others also behave in an environmentally 
conscious way

no loss of comfort and convenience

decreasing importance of property and status in 
society

higher taxes on environmentally harmful products 
and services from the state 

more time to inform myself more thoroughly about
the consequences of my consumption for the                                    
environment and the climate

very important

58% 29%

33%

44% 38%

44% 36%

39% 40%

38% 40%

33% 38%

31% 33%

24% 39%
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rather important

52%

Datenreihe 1

Datenreihe 2

Datenreihe 3
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3.9
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3.8
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4
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5.2

3.3
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Tabelle1

				Datenreihe 1		Datenreihe 2		Datenreihe 3

		more time to inform myself more                                 thoroughly about the consequences                                         of my consumption for the                                     environment and the climate		2.4		3.9

		higher taxes on environmentally harmful products and services from the state		3.1		3.3

		decreasing importance of property and status in society		3.3		3.8

		no loss of comfort and convenience		3.8		4

		when others also behave in an environmentally conscious way		3.9		4

		more education and information about the consequences of environmentally harmful consumption		4.4		3.6

		clear labelling of environmentally friendly products through plaques, seals and labels		4.4		3.8

		when technical devices no longer become obsolete as quickly		5.2		3.3

		lower prices for environmentally friendly products		5.8		2.9







Quality Criteria for Fashion Consumption

• Following a study by YouGov® (2019), almost two thirds of the age group between 18-
and 24-year-olds in Germany buy their clothes from fast fashion brands like H&M and 
Zara.

• As selection criteria, they most often mention price (62%), followed by quality (60%) 
and fit (55%).

• One third of this target group says that the brand is relevant for the purchase 
decision, while 28% consider the current fashion trends as important for their 
purchase decision.

• On the other hand, only 21% of this age group pay attention to the durability of a 
garment by their own account. Multiple answers were possible (YouGov®, 2019). 

• Study: omnibus survey of 18+years from 23.-25.10.2019. Basis: all respondents 
(n=2047), male (n=976), female (n=1071).
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In general, where do you prefer to buy your clothes
(online and offline)? 
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Up to three items could be selected. 
Figures in percent. (YouGov®, 2019)


Diagramm1

		Category 1		Category 1		Category 1		Category 1		Category 1

		Category 2		Category 2		Category 2		Category 2		Category 2



18 - 24 Years

25 bis 34 Years

35 bis 44 Years

45 bis 54 Years

55 Years and older

63

62

52

45

33

18

17

13

9

3



Tabelle1

				18 - 24 Years		25 bis 34 Years		35 bis 44 Years		45 bis 54 Years		55 Years and older

		Category 1		63		62		52		45		33

		Category 2		18		17		13		9		3







Which, and if any, environmentally friendly aspects are important
to you when buying clothes?
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All items that apply 
should be selected. 
Figures in percent. 
(YouGov®, 2019)


Diagramm1
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Tabelle1

				18-24		25-34		35-44		45-54		55*

		Water Consumption		10		14		12		10		8

		Free from Animal Suffering		45		34		31		34		39

		Local Production		14		19		15		18		23

		Pollution by Transports		23		21		16		19		21

		Low Stocks		15		12		13		12		9

		Sustainable Materials		26		27		27		30		36

		No Chemicals		23		28		33		36		43

		Nothing of it.		16		19		26		28		25

		I don't know.		15		14		14		12		9







Possible Statements about Fashion 
Consumption
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When you go shopping, 
you can buy two pairs of 

trousers and three T-
shirts for 30 euros.

Those who imagine they 
are buying a T-shirt for 

3.95 euros that was 
produced under fair 

conditions are deluding 
themselves.

CC By StockSnap, 
Pixabay
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Consumer Behaviour in the Fashion Market

• Adults, children and young people are confronted with a wide range 
of consumption decisions in their everyday lives, while surfing the 
internet, using social media channels or during daily shopping. 

• Young people in particular are recognised by the fashion market as an 
important consumer group with a high propensity to consume due to 
their purchasing power and increasingly independent purchasing 
decisions. 

• The young generation is particularly aware and critical of social and 
ecological grievances in the textile chain. According to the afore 
mentioned studies, however, sustainability criteria play a subordinate 
role when buying clothes and fashion items. 
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Conflicting Goals in Fashion Consumption

• Responsible consumption is demanded by numerous global initiatives in all areas 
of life. The implementation of social and sustainable standards in the textile 
sector is also demanded by the United Nations (2019; n.d.), which addresses 
students in the fashion sector, fashion and textile companies as well as 
consumers with its initiatives. 

• If consumers are analysed with regard to sustainable clothing consumption, a 
discrepancy can be found in their awareness of grievances in textile and clothing 
production and sustainable alternatives compared to actual consumption.

• Studies show that consumers are certainly interested in ecological and ethical 
aspects, but when it comes to actual consumption, contrary behaviour patterns 
emerge (Bray et al., 2011). 
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Intention-Behaviour Gap

• Intention-behaviour gap refers to the discrepancy between a person’s 
original behavioural intention and their actual behaviour 
(Wiedemann, 2021; Bray et al., 2011).

• In the consumer sector, one refers mainly to the attitude-behaviour 
gap. Ethically oriented consumers pay attention to environmental 
aspects, social issues, health effects and animal welfare (Wiederhold 
& Martinez, 2018).

• Limited financial resources in particular are cited in various studies as 
arguments of the subjects for clothing consumption contrary to their 
(ethical) attitude (Saricam et al., 2017; Sudbury-Riley & Boltner, 
2010).
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Consumer Reasons for the Attitude-
Behaviour Gap in the Fashion Sector
Consumers state the following reasons:
• limited financial resources and the possibility of getting more clothes for the same money, 
• not to think about ecological and ethical aspects during the purchase,

• that feelings of guilt only set in after the purchase, 

• that there is skepticism about one’s own influence (Bray et al., 2011; Wiederhold & 
Martinez, 2018),

• assumption in the sense of green washing that clothing advertised as sustainable is in fact 
hardly, if at all, produced more responsibly than conventionally produced clothing 
(Sudbury-Riley & Boltner, 2010).

Studies confirm that clothing sustainability is very complex, consumers are diverse 
in their ethical concerns and that clothing is not an altruistic purchase. (Harris et 
al., 2016).
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Importance of Sustainability for Purchasing 
Decisions in the Fashion Market
• Also, according to existing studies, there is an attitude-behaviour gap 

in the fashion market: Consumers do not seem to act according to 
their attitude that sustainable clothing is important to them at the 
time of the purchasing decision (Jacobs et al., 2018; Janz & Dallmann, 
2020a, p. 13).

• Representative panel study (unaided survey) with 2017 consumers in 
Germany aged 20-80 years, why more consumers do not buy 
sustainable clothing with the aim of identifying concrete 
recommendations of action for the fashion industry (Janz & 
Dallmann, 2020b).
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Selected Results

• 15.4% of the respondents often or always choose ecologically 
sustainable or fairly produced clothing.

• 54.7% answered yes or rather yes to the question whether they plan 
on buying ecologically and fairly produced clothing more often in the 
future.

• In response to the question “Why don't you choose sustainable 
fashion more often?” …

• 48% answered: too expensive,
• 69.3% answered: sustainable clothing is not recognisable to them,
• 28.3% answered: not enough variety (Janz & Dallmann, 2020a, 2020b).
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Importance of Sustainability for Purchasing 
Decisions in the Fashion Market
• 9.1% of the respondents state a criterion related to sustainability in at least one of the top 

three purchase criteria. The 20-29-year-olds are the largest group with 12.4%. They are 
also the largest group that would pay more for a pair of jeans produced in an 
environmentally friendly way, with 29.5%, and for a pair of jeans produced in a fair way, 
with 18.8%.

• In response to the question "How important are the following decision-making criteria for 
you when buying clothes?" the following criteria are mentioned in descending order:

1. fit and comfort
2. quality and durability
3. price
4. design or style 
5. environmentally friendly production (48.7%, of which 16.8% important, 31.9% rather important)
6. fair production (47.0%, of which 16.9% important, 30.1% rather important)
7. the brand (Janz & Dallmann, 2020a, 2020b)
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Derived Recommendations for Action by the 
Fashion Industry and Conclusion

• Make sustainable fashion visible in sales.
• Inform your consumers better.
• Create desire through stronger communicative engagement of high-end fashion 

brands.
• Build trust through transparency.
• Increase transparency through simple and informative product labelling. (Janz & 

Dallmann, 2020a).
Conclusion: It is mainly the younger consumers in this study as well as in other 
studies who are receptive to sustainable fashion. The question is how to reach 
them through a sustainable oriented consumer education.
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Development of Assessment Competence

• Through consumer education, students should be enabled to make well-founded 
and reflected consumption decisions. (Ministry of Education and Cultural Affairs, 
Youth and Sport Baden-Württemberg, 2016).

• In order to participate competently in the social discourse on sustainable 
development and to be able to make well-founded and systematic decisions in 
complex, consumption-related situations, taking into account various options for 
action. (Göttingen model by Eggert & Bögeholz, 2006).

• Decision-making processes (Ratcliffe, 1997) must be developed and thus 
evaluation skills – so-called assessment competence – must be acquired by 
means of decision-making strategies. (Eggert & Bögeholz, 2009). 
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Quality Aspects for Textiles and Clothing

• Quality is understood to be the totality of the properties and characteristics of a 
product, activity or service that are geared to its intended use, including its 
reliability and safety in use. Good quality is to be equated with the fulfilment of 
expectations during use.

• The definition of quality as “fitness for use” makes it clear that the qualitative 
demands made by consumers are ultimately the measure of all things. While 
functional and fashion criteria are given a high priority for clothing, health, 
ecological and social aspects have been ignored for a long time.

• Health aspects came into the discussion in the course of the establishment of 
clothing physiology as a scientific discipline on the function of clothing from the 
1960s onwards. In the early 90s, ecological aspects increasingly found their way 
into the textile and clothing sector, followed by social criteria in the sense of eco-
fair fashion. (Grundmeier, 2020, pp. 13-14).
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Quality Circle Fashion and Textile

• The quality circle represents a segmented matrix for making 
systematic and well-founded decisions in complex situations in the 
fashion and accessories consumption segment in the spirit of 
sustainable development.

• Its structure is based on the Zielmat (Meisert, 2018), a tool for 
structuring assessment processes, which originates from research in 
biology didactics.

• Zielmat is a structuring tool with eight segments for bioethical 
evaluation processes in the context of ESD. 
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Zielmat: Bioethical Assessment Tool
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Structure of the Decision-Making Processes 
with Zielmat
Approach with Zielmat:
1. Submit an idea for an argument.
2. Formulate reasons for or 

objections to the argument.
3. Compile further reasons or 

objections.
4. Conduct a weighting.
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Why Use the Zielmat to Assess?

• Bioethical assessment processes in the context of ESD are 
characterised by the consideration and reflection of versatile 
information.

• Support in the discussion of controversial issues.
• There are challenges in assessment processes in the context of ESD 

with regard to
• dealing successfully with complexity and
• the multidimensionality of assessment processes (Meisert & Böttcher, 2019). 
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Task: Assessment with the Zielmat
Step 1: Collect relevant pro and con arguments and write them down in the pro 
and con fields of the Zielmat!
Step 2: Research the arguments or work with relevant materials (facts, statements, 
etc.).
Step 3: Write down the reasons for each argument that underline or limit the 
importance of the argument (e.g. consequences, moral principles, etc.). By turning 
the Zielmat, everyone can add to each argument.
Step 4: Discuss the importance of each argument and mark it with a cross in the 
central target! Discuss the reasons given for each argument!
Step 5: Decide on the pro or con position collectively!

Fashion DIET 37

Presenter Notes
Präsentationsnotizen
Tasks:
Try to address the following topics via the Zielmat: use of viscose fibres in textiles and clothing, eco-labelling in the textile and fashion market.
Choose another problem in the context of fashion and textiles and proceed according to the Zielmat.



Structure of the Assessment Processes

• Common concepts of assessment:
• Have several sub-steps in the decision-making process.
• When implementing the steps, the connection is easily lost.
• The result is a loss of transparency for learners (Böttcher & Meisert, 2013).

• Intervention study (Jafari & Meisert, 2019) shows that partially 
structured negotiation processes make most sense:

• Learners should be given a structuring element.
• However, there should be some freedom in the decision-making process to 

make decisions independently (Böttcher & Meisert, 2013).
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Quality Circle Fashion and Textile

• The quality circle consists 
of six segments which 
represent different quality 
dimensions and values.

• The technical terms 
represent content-related 
sub-aspects of the six 
segments.
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Quality-Oriented Assessment Competence
• With the help of the Quality Circle learners should ask questions 

about clothing and accessories, find out something about them and 
analyse and assess them from several perspectives (Grundmeier, 
2020).

• In this way, abstract concepts such as sustainability, social justice and 
lifestyle should become tangible and understandable for the learning 
group. The aim is to be able to select clothing and accessories in a 
more reflective and quality-conscious way.

• Only those who know quality criteria and their interrelationships can 
make qualitative assessments and decisions competently.
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How to Use the Quality Circle

• The more important an 
argument appears, the more 
an assessment point moves to 
the centre of the quality circle.

• It is also possible to weight 
across all circle segments.

• In this way, you can weight the 
quality dimensions from the 
quality circle according to your 
personal assessment.
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Quality Circle Fashion and Textile
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Quality Circle Fashion and Textile

• 1 star: less important

• 2 stars: important

• 3 stars: very important

• Evaluate your items:
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Discussion on Zielmat and Quality Circle

• To what extent can the Zielmat or the Quality Circle be used to 
further differentiate and sensitise purchasing decisions?

• For which target groups do you consider these instruments 
applicable?

• Both instruments focus on a multi-perspective approach to complex 
purchase decisions. Describe how you approach such decisions in the 
context of fashion and textiles. 

• Discuss your individual approaches in the plenary.
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• Non-profit apps shall help consumers to buy or rent sustainable 
fashion and reflect on sustainable clothing consumption.

• Some apps are shopping platforms, others run as games in which 
consumers learn about their personal shopping behaviour.

• Sometimes no prior knowledge about sustainability
is needed to use the apps.

• Consumers shall have options to consume
fashion in a more sustainable way and become
aware of whether their consumption behaviour. 

Testing and Evaluating Apps
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Good on You! Ethical Fashion App

• The app, founded in Australia in 2015, features sustainable brands and creates 
ratings by culling information from independent labels like Global Organic Textile 
Standard (GOTS), Fair Trade and OKEO-TEX®, combining it with their own 
research in brand reliability and mission statements.

• The brands are judged in several categories – from what chemicals they use and 
how by-products are disposed of, to their impact on the supply chain.

• In addition, the app offers alternatives, including learning lessons on sustainable 
fashion.

• Users receive offers from the brands, all assessed against a comprehensive rating 
system. Each brand undergoes a rating out of five from ‘Great’ to ‘We Avoid’ and 
individual scores for its impact on people, the planet and animals.

• Source: https://goodonyou.eco
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App: Renoon

• Amsterdam based Renoon combines the offering from personally 
favoured websites in regard to shop and rent sustainable fashion.

• Users can find sustainable brands, second-hand and vintage pieces as 
well as fashion to rent. They can decide in which areas of 
sustainability brands they would like to focus such as organic, 
recycled and vegan fashion items. 

• The wide selection of fashion brands and platforms shall help
to direct the way we consume fashion in a circular economy.

• Source: https://renoon.com
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App: Green Fashion Challenge

• Sustainability is rated as an important criterion for
fashion consumption by 75% of German consumers. However, the 
share of ecologically or socially certified fashion (depending on the 
basis of measurement) still only accounts for approximately 1-4% of 
total sales. (CSM Leuphana University, 2021).

• Green Fashion Challenge was developed by the Centre for 
Sustainability Management  (CSM) of Leuphana University Lüneburg 
with the aim of reducing the attitude-behaviour gap in fashion 
consumption. Users set goals for how often and what they want to 
buy. They can invite friends and score points.

• Source: https://green-fashion.app/
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Final Discussion

“Patterns of consumption are considered as a main driver of 
unsustainable development. In the debate, education and 
educational organizations are unisonous considered as a key 
player to contribute to a more sustainable socialization of 
young consumers. Both schools and universities are 
challenged to become places and life-worlds in which 
sustainable consumption can be learned and experienced.” 
(Fischer, 2011, p. 66).
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Refer this quote to your university or school and discuss it in the plenary.
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• OER Licence CC BY-SA except the logos and where otherwise stated 
e.g. images, photos, pictures.

• Blur effects of the image edges have been done by the author for 
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mention of the authors in the notes beneath the slide, otherwise 
short citation in the text or on the slide.
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