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A “business as usual” scenario is not an option…and it’s urgent to act





1 LET’S GET TO KNOW THEM BETTER 

IS SUSTAINABILITY RELEVANT TO THEM?2

WHICH TERRITORY MOVES THEM THE MOST? 3



Reminder of what we mean by sustainability  This isn’t just about 
environment, it is about one sustainable future for our planet, our people
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CONCERNED
(9+10)

SOMEWHAT
CONCERNED
(8+7+6)

PASSIVE(1-5)

Actualmente, ¿Hasta qué punto estás preocupado por la sostenibilidad/ el desarrollo sostenible del planeta y de la sociedad? (%) 

B

Mean 7,51 7,57 7,48 7,31 7,72 A

Base (611) (226) (385) (311) (300)

B

33% Concerned (9+10)

This target Will be 

used along the report 

to highlight 

differences among the 

most concerned 

people
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concerned

84%



A continuación se muestra una serie de temáticas. Por favor, selecciona las 4 temáticas que más te interesan personalmente.

BBase (611) (226) (385) (311) (300) (203)

Having fun and their family are the top interests, while sustainability is less relevant in this context
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Mean ranking position :
1= first interest, 4= fourth 

Family 2,17

Music 2,23

Sport 2,29

Leisure 2,57

Food (food and drink) 2,74

Base: concerned by each topic
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B

Reduce sugar and ultra-processed are the most interesting trends for the young target, totally aligned with the 

most popular trends in this area.

Eat less added sugar

Do not consume ultra-processed

Eat foods to improve my immune system

Support more local brands / products

Eat foods to improve my mood

Eat more protein

Improve information about origin of products

Promote more information about the components

Greater hygiene and food safety measures

Reduce meat consumption

Make my own products (my bread, my yogurts ...)

Discover new sensory experiences

Intermittent fasting

Reduce animal dairy products consumption

Reduce gluten intake
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A Ahora pensando en tus hábitos de alimentación, en los productos que comes y bebes. ¿Cuáles de las siguientes tendencias de alimentación te interesan más personalmente?
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B

Most popular trends are related with reducing the impact of plastic (reducing or recycling)
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Reduce the amount of plastic in packaging

Recycle all packs/containers after use

Move on foot

Use reusable bottles

Consume products with an environmentally 
friendly production process

Consume products made with more sustainable materials

Increase usage of public transport (bus, train, metro)

Prioritize the consumption of local food and beverages

Promote less polluting electric private cars

Use hourly bike rental systems

Use electric motorcycle rental systems by the hour 

Car sharing

Base (611)

Women

Man

Man

Women

Women

26-35 y.o

18-25 y.o

Ahora vamos a hablar de sostenibilidad y de algunas iniciativas que otras personas han mencionado. ¿Cuales de las siguientes tendencias de sostenibilidad te interesan más personalmente?

https://www.nationalgeographic.com.es/mundo-ng/actualidad/europa-

declara-guerra-plastico_12762
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B

Young people have similar social concerns to the total Spanish population 

Unemployment

Economic problems

Sanity/ Health System

Corruption and fraud

Political problems in general

The bad behavior of politicians

Problems related to job quality

What political parties do

Problems of a social nature

Pensions

Immigration

The independence of Catalonia

The education

Violence against women

The coronavirus

Housing

The citizen insecurity

Environmental problems

Administration of justice

The crisis of values

The problems of agriculture, livestock and fishing

Youth-related problems
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Base Total population 18+ (3.912)

TOTAL POPULATION +18

Unemployment

Corruption and fraud

Sanity/health system

Political problems in general

Economic problems

Problems related to job quality

Education

Housing

Immigration

Violence against women

Pensions

Environmental problems

Youth-related problems

Problems of a social nature

The independence of Catalonia

The crisis of values

The environmental impact of plastics

The citizen insecurity

Administration of justice

The problems of agriculture, livestock and fishing
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YOUNG POPULATION 18-35 Y.O.

Base  (611)

Datos del CIS:

http://www.cis.es/cis/export/sites/default/-Archivos/Indicadores/documentos_html/TresProblemas.html
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IS SUSTAINABILITY RELEVANT TO THEM?2
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(5) Seguro que sí 16 15 17 16 17 29 F

Base (611) (226) (385) (311) (300) (203)

The activism level increases among the most concerned target.

%

Y pensando en los productos y marcas que compras, dirías que…

Y, ¿Estarías dispuesto/a a pagar más por marcas o productos que te interesan, si supieras que están apoyando y promoviendo iniciativas para un desarrollo sostenible?

Total 18-25 (A) 26-35 (B) Man (A) Women (B) More Concerned
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I actively seek products and 

brands that support social 

initiatives that concern me

I choose the products and 

brands that appeal to me 

regardless of whether or not 

they support social initiatives

Willing to pay more if brands support sustainable iniciatives

14 15 14



To deal with a long list of statements we have used a specific methodology: Tournament map

The Popularity Index 

ꟷBased on the frequency each item has win 

among the set it is shown the first time. 

ꟷ It measures the relative acceptance.

The Power Index

ꟷ Based on the final ranking of each item.

ꟷ It measures the item acceptance intensity 

among all winners.

¿Cuál de estos temas te preocupa más? Estos son los temas que has elegido 

anteriormente, por favor ordénalos del que 

más te preocupa al que menos.

We suggest The Tournament map, 
Built through 2 measures 



1-Reduce childhood overweight and obesity

2-Fight child malnutrition

3-Promote healthy and quality school 
menus

4-Guarantee clear and truthful information

5-Encourage the consumption of more local, natural products …

6-Improve the quality of ingredients (more natural, less additives)

7-Reduce the distribution and 
consumption of ultra-processed products

8-Promote greater awareness of what we consume
9-Guarantee access to information

10-Promote and dignify the work of farmers and ranchers

11-Fight against animal abuse

12-Fight against the abandonment and depopulation of the …

13-Promote job creation and decent work for all

14-Support local production and small businesses.

15-Guarantee sustainable consumption and production patterns for the …

16-Reduce 
CO2 emissions

17-Promote consumption of products 
with packaging made with materials of …

18-Reduce the amount of plastics that end up in …

19-Fight climate change and its effects

20-Sustainable forests managing

21-Promote access to clean, non-polluting energy

22-Promote recycling in all senses

23-Promote inclusive 
economic growth, with 
benefits for the entire 

society

24-Fight food waste
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FUTURE 
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HONEST FOOD

RESPONSIBLE 

FOOD
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SUSTAINABILITY-
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WHICH TERRITORY MOVES THEM THE MOST? 3



Fight animal 

abuse, 

dignified 

treatment

of animals

Fight climate 

change and

its effects

Reduce 

ultra-processed

products

Improve 

ingredients 

(more natural, 

less additives)

Support local 

production and 

small 

businesses.

Promote

recycling

in all

senses

Clear and 

truthful 

information 

on the 

ingredients 

Guarantee 

sustainable 

consumption, 

production 

for the planet

Greater 

awareness, 

tools to 

identifyutritional

quality

Promote job 

creation and 

decent 

work for all

Reduce 

plastics that 

end up in 

the sea

Inclusive 

economic 

growth, for

the entire 

society

I talk about it with other people 47 45 41 39 43 42 29 33 38 47 42 44

I read information / news 44 52 37 49 38 45 39 46 46 46 44 48

I share information on Social Networks 40 28 31 23 23 24 21 26 22 21 26 16

I have participated in some event 24 19 20 12 16 15 16 17 13 12 13 9

I am part of an association 13 6 6 5 5 3 7 8 3 2 6 4

I'm interested, but don't do anything in particular 10 10 13 13 15 17 17 18 18 19 20 20

Base (189) (195) (122) (197) (166) (136) (119) (126) (144) (279) (217) (160)

Y ¿Cómo de presentes están estas temáticas en tu día a día?

%

More action

Consumption

of more local, 

natural 

products

Promote 

packaging 

maderecycled

origin 

materials

Promote

clean, 

non-polluting

energy.

Reduce CO2 

emissions

Fight food

waste

information on 

the origin, on 

their labels

Sustainable

forests

managing

Promote 

healthy and 

quality school 

menus

Dignify work of 

farmers and 

ranchers, 

without 

inequalities

Fight child

malnutrition

Reduce child 

obesity 

promote 

healthy lifestyle

Fight 

abandonment, 

depopulation

of local rural 

world

I talk about it with other people 39 40 38 33 43 21 39 33 25 32 30 30

I read information / news 31 39 46 40 30 37 50 25 36 36 41 29

I share information on Social Networks 20 20 23 23 22 27 25 24 17 21 19 21

I have participated in some event 22 18 10 10 10 16 17 23 16 14 14 20

I am part of an association 4 7 5 9 4 6 4 6 6 5 4 7

I'm interested, but don't do anything in particular 20 21 21 21 21 21 23 26 26 27 27 28

Base (127) (98) (120) (151) (112) (103) (161) (105) (156) (195) (165) (123)

Less action

In Bold= Keepers among total target 18-35

Level of activism is not directly linked with the level of concern
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http://www.lantern.es/papers/the-green-
revolution2019#:~:text=The%20Green%20Revolution%202019%20Entendiendo%20la%20expansi%C3%B3n%20de,es%20una%20realidad%20social%20consolida
da%20y%20al%20alza.



1) ENSURE SYMPOSIUM IN “JORNADAS DE NUTRICION”

# NUTRICIONIST SOCIETIES 
& UNIVERSITIES

“Generar awareness entre el colectivo de nutrición a través de 
las principales escuelas”

1) IDENTIFY THE MAIN PRIVATE NUTRITION CENTERS

“Ayudarles en sus recomendaciones dietéticas a sus 
clientes/pacientes de consulta”

“Generar ruido positivo a nivel digital sobre una 
alimentación saludable & sostenible”

1) DETECT OUR NUTRICIONIST AMBASSADORS

2) DIGITAL COMMUNICATION PLAN:

2) START AGREEMENTS WITH FEDNU:

Speaker collaboration: “Día Nacional de la 

Nutrición”

3) RASING STARS UNIVERSITIES PROJECT:

5 Business Case about 

Danone Flexitarian Diets 

Approach

# PRIVATE SECTOR NUTRITION

Mapping & Segmentation for high potential

2) eDETAILING TO DISSEMINATE CONTENT:

- Quarter contact impact

- Danone Data base

- Call plan definition

- Training & information sessions in 

streaming about FD

3) TOOLKIT FOR THEIR PATIENTS:

- Materials for their patients

# INFLUENCERS SUPPORTERS

N u t r i t i o n i s
t h e  n e w B l a c k

Mi d i e t a c o j e a
C a r l o t a  B r u n a

175K236K258K

- Speakers in main events (AeC Juntos, FESNAD)

- Advisory board experts

- Spread content in their Social Network (Infographics, training 

course UN etc.)
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14 MAY 



IG STORY & IG POST 

by brands

18-19 MAY 



“



La transición hacia la economía circular implica un 
cambio profundo de nuestro modelo de desarrollo: pasar 
de la fórmula basada en «extraer, producir, consumir y 
tirar» a otra que entiende los residuos como recursos 

con valor y que está en sintonía con el planeta



DESIGN 4 RECYCLABILITY – DANONE GUIDELINESNUESTRA PACKAGING POLICY
El 89% del impacto medioambiental de un envase se define en la 

fase de diseño. 



https://www.alcampo.es/compra-online/alimentacion/desayuno-y-merienda/cafessucedaneos-y-derivados-del-cacao/cafes-preparados/light-free-bebida-caffe-latte-230-ml/p/782695/zoomImages
https://www.google.es/url?sa=i&url=https%3A%2F%2Floopstore.co.uk%2Fproduct%2Fnatural-no-added-sugar-yogurt-50130010&psig=AOvVaw1Xd7rBt87SIiLXJEuLf-aC&ust=1604420659798000&source=images&cd=vfe&ved=0CAIQjRxqFwoTCIi15eui5OwCFQAAAAAdAAAAABAD




OBJETIVOS DE REDUCCIÓN DE 
EMISIONES DE CO2

*2025 para la división de Aguas

¿QUÉ HEMOS CONSEGUIDO?

*Compromiso que más 
tarde avanzamos a 2025







Join the food revolution

WWW.ALGOTIENEQUECAMBIAR.ES

Únete al movimiento

WWW.ALIMENTANDOELCAMBIO.ES

http://www.algotienequecambiar.es/
http://www.alimentandoelcambio.es/


Reflexiones finales

El sistema alimentario actual necesita un cambio;

No podemos mantener las dinámicas actuales de producción y consumo de 
alimentos;

Los jóvenes están más concienciados que la población general pero sus acciones aun 
no acompañan sus convicciones

Promover el trabajo justo y a todos, luchar contra la obesidad infantil y el cambio 
climático son los 3 territorios que más preocupa a los jóvenes en España;

Desde Danone, la sostenibilidad alimentaria es una prioridad;

Desde 4 grandes ejes: Promover dietas sostenibles, reducir el desperdicio alimentario, 
mejorar la producción y promover la economía circular; 

Creemos en poder de las nuevas generaciones para promover el cambio.


