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AGENDA 2030

Agreed in 2015, the agenda mobilize efforts of all countries to end all
forms of poverty, fight inequalities and tackle climate change, while
ensuring that no one is left behind.

People, Planet, Prosperity, Peace, Partnership



CONSUMER PROTECTION AS A TOOL FOR ACHIEVING THE 
SUSTAINABLE DEVELOPMENT GOALS

• Goal 8: Decent Work and Economic Growth - Building productive capacity
creates decent jobs and fosters sustainable growth.

• Goal 10: Reduced inequalities - Shared prosperity for all will require
reduced inequalities and improved international economic governance.

• Goal 12: Responsible Consumption and Production - Ensure sustainable
consumption and production patterns

• Goal 17: Partnerships for the Goals - A strengthened and revitalised global
partnership.



"Sustainable Consumption includes meeting the needs of present 
and future generations for goods and services in ways that are 
economically, socially and environmentally sustainable", United 

Nations Guidelines for Consumer Protection

Focus on Sustainable Consumption and Production 

Doing more and better with less; 

Manage resources efficiently (lifecycle 
thinking); 

Reduce resource use, environmental 
degradation, waste and pollution along the 
whole life cycle, while increasing quality of life; 

Size opportunities for developing countries -
“leapfrogging” United Nations Environment Programme, Sustainable 

Consumption and Production, a Handbook for 
Policymakers, 2015



Adopted in 1985, amended in 1999, latest 
revision in 2015, approved by  the UN General 

Assembly resolution 70/186, 22 December 
2015

Some new recommendations:
 National policies for Consumer Protection: checklist

of adequate legal and institutional landscape;
 Dispute resolution and redress: alternative dispute

resolution, collective redress, compensation for
consumers;

 E-commerce: new guidelines;
 Financial Services: ref. to OECD/G20 High-Level

Principles;
 Good business practices: for the first time aiming at

the private sector, recognizing shared responsibility;
 International cooperation: especially important for

cross border cases.

UN Guidelines for Consumer Protection



Section H - Sustainable 
Consumption, guidelines 49-62 

Main points:

 Shared responsibility: member States; businesses;
consumer associations; environmental
organizations. Consumers need to be informed;

 Policy-making in partnership with all relevant
stakeholders;

 Mixed instruments and tools are welcomed:
regulatory mechanisms, standards, business
initiatives;

 Research, methodologies and data are necessary to
support planning and monitoring;

 Business encouragement towards new sound
products and services as new technologies;

 Governments and international organizations should
lead examples of sustainable practices in
procurement.

UN Guidelines for Consumer Protection (2)



Scope of action and key actors
Sustainability is a cross-cutting issue: a shift towards more sustainable lifestyle requires 
public policy measures (combining tools and instrument) aiming at consumers and at 
business to adjust production and distribution methods. 

Consumer goods - food, clothing, electronics - and essential public services - energy, 
water, waste and transport - represent sectors of high impact 

o Information and education campaigns: to raise 
awareness and to provide skills - examples: 
fight against food waste; energy efficiency 
(renewable sources such as solar; replacement 
of light bulbs; eco-labels for electronic goods); 
recycling;

o Advertising framework adjustment to 
environmental claims;

o Engagement with relevant stakeholders -
business and consumer associations;

o Encouragement of business self-regulatory 
initiatives; 

o Behavioural insights to better understand 
consumer behavior and attitudes and support 
policy measures.

 Promoting resource efficiency (subsidies/tax
incentives)

 Regulation of lifespan expectancy of consumer
products and product obsolescence

 Eco labelling (product information)
 Use of international standards
 Framework of collaborative economy models

Consumer policy measures Economic policy measures









Consumer Protection Agencies in regards the 
Sustainable Development Goals

 Consumer protection impacts the three dimensions of sustainable development: (i)
economic, as consumption accounts for 60% of global GDP; (ii) social, for it
protects individuals in a disadvantageous position in the marketplace vis-à-vis
traders; and (iii) environmental, for consumer choices bear a direct impact on the
environment.

 Consumer policy's focus on consumers and its broad scope (all consumer goods -
food and non-food - and services) has a direct link to most Sustainable
Development Goals (SDGs), especially those related to People and Planet;

 Indispensable coordination and cooperation with other public bodies (at local and
regional levels) and sector-specific regulators provide an extensive and detailed
view of market functioning;

 Multi-stakeholder approach and close interaction with consumer groups, other
NGOs and business organizations are at the core of Consumer Protection
Agencies' work, illustrating concrete partnerships, crucial to achieve the SDGs.



Sustainable Development Goal 10

Consumer protection seeks to ensure fair treatment for all people in the marketplace,
thereby contributing to greater equality and eliminating discriminatory practices
through the adoption of appropriate legislation and policies within and among
countries.

In its resolution 39/248 on Consumer Protection of 16 April 1985,[1] the General
Assembly recognized “that consumers often face imbalances in economic terms,
educational levels, and bargaining power,” and further recognized “consumers’ right
to access just, equitable and sustainable economic and social development.”

Resolution 70/186 on Consumer Protection of 22 December 2015,[2] states “that a
robust legal and regulatory framework for consumer protection, including effective
dispute resolution and redress mechanisms and the ability of consumer protection
enforcement authorities to cooperate in obtaining redress,… serves an important
public interest, contributing to economic dynamism and consumer welfare”.

The achievement of SDG 10 requires consumers to access essential goods and services,
to know their rights in the marketplace and to be able to enforce them.

[1] A/RES/29/248
[2] A/RES/70/186

https://www.un.org/documents/ga/res/39/a39r248.htm
https://unctad.org/meetings/en/SessionalDocuments/ares70d186_en.pdf


The role of UNCTAD and other international 
organizations and stakeholders

• Cooperation, exchange of information, joint work: explore synergies for
sounder and more comprehensive outcomes and avoid duplication of
efforts;

• Dissemination of relevant information and best practices;

• Development of knowledge and data (indicators) to monitor progress and
adjust strategies.



•
THANK YOU!

teresa.moreira@unctad.org

http://unctad.org/en/Pages/

DITC/CompetitionLaw/Competition-Law-and-

Policy.aspx

http://unctad.org/en/Pages/
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(1) Ensure consumer 
safety

(2) Establish trusted 
labeling and ensure 

reliability 

(3) Ensure  fair 
transactions

(4) Create a society where 
consumers play a key role in 
making choices and taking 

actions

(5) Consumer 
redress and 
protection

(6) Improve the 
system for consumer 
policy

Main measures in the Basic Plan on Consumer Policy

We work on the 
implementation and 
dissemination of the 
Act against 
Unjustifiable Premiums 
and Misleading
Representation, Food 
labeling and 
enforcement of 
relevant laws and 
ordinances.

We address to ensure 
fair transactions 
between consumers 
and businesses, taking 
into account changing 
environment such as 
aging and advanced 
information 
technology society. 

We promote consumer 
education including 
dissemination of 
sustainable 
consumption, the 
reduction of food loss 
and waste, and 
Consumer-oriented 
Management*.

We make efforts to 
improve the 
consumer redress 
system and to protect 
and enhance 
consumer interests in 
order to respond to 
the progress of 
globalization and the 
advanced information
technology society. 

The CAA addresses to 
ensure consumers can 
consult their issues no 
matter where they 
live, in cooperation 
with relevant 
ministries.

The SDGs have been incorporated into the Basic Plan on Consumer Policy, a 5-year plan 
decided by the Cabinet. The Consumer Affairs Agency has been promoting a variety of 
measures base on the Plan. 

We work on the 
collection and publicity 
of information about 
consumer incidents, 
and alerts to prevent 
their spread and to 
secure the safety and 
protection of 
consumers.

(Relevant SDGs)

Promotion of Sustainable Development Goals (SDGs) and Consumer Policy

(Relevant SDGs)
(Relevant SDGs) (Relevant SDGs)

(Relevant SDGs)
(Relevant SDGs)
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*thereafter, “Sustainable Management”
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Promoting Sustainable Consumption  
• Holding Symposiums on Sustainable Consumption 

(in collaboration with local governments)
• Incorporating sustainable consumption into Consumer Education

Consumer Attitude on 
Sustainable Consumption
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consumption
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SDGs

Targeted 500 consumers in 
Tokushima. Online survey 
conducted in October 2018.

(%)

Consumer Awareness of Sustainable 
Consumption

-Choose environment-friendly 
goods and services-

Quite trying To some extent trying Not trying much
Depends

Rarely/Not trying N/A

Source： CAA [Consumer Awareness Survey on "Ethical Consumption" 
in Tokushima Prefecture] (2018)

Source： CAA [Basic Survey on Consumer Life ] 3
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Promoting Sustainable Consumption II
Holding workshops: “A way to become a superhero to transform 
the world” targeted elementary and junior high school students
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Initiative for Promoting Sustainable Management

Business
Organizations

Consumer
Groups

Government
(CAA)

• Organized a Platform for promoting Sustainable Management
• Encouraging Businesses to make a commitment on the policy, to take actions and to review them. 

Sustainable 
Management 
Platform Businesses

Consumers

make a commitment on 
Sustainable Management policy

Report

Sharing 
information

Follow-up
(Review)

Action

Commitment

Improving 
its actions

Mutual
Communication

Sharing 
good practices

115 
companies
(as of July 

2019) 

 Operating the website which shares information on a 
company’s adherence and actions 

 Holding symposiums and seminars
 Awarding prizes of good practices

Platform’s Activities

5
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Group A: 
measuring food loss/waste 

+ intervention

Group B: 
measuring food loss/waste 

only
first 2 weeks second 2 weeks

 Food loss and waste for FY 2016 was estimated at 6.43 M tons
 Annual food loss and waste per capita was 51 kg

Food Loss and Waste in Japan
Current situation of food loss and waste in Japan

 Act on Promotion of Food Loss and Waste Reduction was promulgated 
in May 2019.

 The CAA is responsible for the implementation. 

Behavioral Experiment
-measuring food waste in household-

Reduced by 40% Reduced by 20%

Source： CAA [Demonstration project on food loss and  waste reduction in Tokushima Prefecture] (2017) 6

A variety of reducing food loss
and waste efforts in concert
with relevant ministries

Consumer Affairs 
Agency

MAFF

METI

MEXTMOE

MHLW

Food loss and waste reduction related 
ministries Liaison conference

(g)



G20 International Conference on 
Consum er Policy

FERNANDO BLANCO MUIÑO
National Director on Consumer Protection (ARG)
Tokushima, September 2019



Presentation 
structure 

1.

2.

3.

DNDC: developing concrete actions 

Future challenge: circular economy

SDG: understanding the challenge



SDG 
Understanding the 
challenge

Transversal approach: achieving each 
one of the goals must be a top priority to 
consumer protection agencies  

Interministerial and intersectoral work:
it’s important for the different 
governmental agencies to work together, 
but also to get involved civil society 
through NGOs and business

Diffusion: it’s important to spread the 
word on how everyone can help to make 
the SDG a reality 



Fighting against Food Loss and 
W a st e

Ed u ca t in g  re g io n a lly o n  g e n d e r a n d  
co n su m p t io n

Im p ro vin g  e d u ca t io n  fo r co n su m e rs

DNDC
Developing concrete 
actions



Future challenge
Circular economy

Maintaining the value of products, 
materials and resources

Minimizing waste generation

Creating employment 

Reducing costs for companies and 
improving their productive 
performance



Th a n ks

@FBlancoM

@DefensaConsum idorArgentina

@DNDConsum idor



Swedish Consumer Agency
Ms. Mia Ohlsson
Head of department for Consumer Support

The role of consumer protection agencies in 
attaining the Sustainable Development Goals



The overall objectives of 
Swedish consumer policy
Well-functioning consumer 
markets and environmentally, 
socially and economically 
sustainable consumption.



Shared responsibility



Consumer
guidance

Forum for Eco-
smart Consumption

Legislation

Education







Most difficult markets to 
make sustainable choices

• Flights
• Package travels
• Holiday homes (including hotels)
• Craftmanship
• Clothes and shoes



To make sustainable choices

• Men age 35-64  find it most difficult
• Women age 65-75 find it easiest

• 25 percent more women than men 
think it is important how their 
consumption affects the environment





Thank you for 
your attention!
mia.ohlsson@konsumentverket.se
konsumentverket.se
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