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01
Introduction

The consumption of goods and services to satisfy 
needs is inherent in human beings. In our society, 
consumption plays a central role in our lives and 
in our economic system. How a person consumes 
tends to be their most important interaction with the 
world. As a result, the act of consuming does not 
have a simply economic dimension, it also has an 
ethical and political aspect. Each product contains 
a portion of nature and a series of hours of work, 
and can be used effectively or not. 

In current capitalist society, consumption tends to 
take the form of consumerism. We can define this 
as the exaggeration of consumption based on the 
idea that on an individual level, happiness depends 
on the constant purchase of goods and services, and 
that on a collective level, by consuming we contrib-
ute to economic growth and therefore to collective 
happiness.

However, compulsive consumption, consumption of 
what is referred to in Catalan as the three Bs: “bo, 
bonic i barat” (good, pretty and cheap), and con-
sumption that only looks at individual, direct and 
short-term repercussions in reality generates great 
social inequalities, mercantilizes all aspects of life, 
is environmentally unsustainable, and even ends up 
provoking personal dissatisfaction.

Traditionally, the policies of public administrations 
have been centred on incentivizing consumption 
to generate wealth and occupation. They have also 
sought to defend the rights of consumers, their 
health and safety, and to reduce the difficulties of 
the most vulnerable sectors of society in consum-
ing products and services in order to fulfil their ba-
sic needs.

Until a short time ago, the consumption policy of the 
Barcelona City Council was also centred on these 
objectives. Now, we are creating a new local con-
sumption policy with a coherent and inclusive plan 
that meshes with other areas such as housing, en-
ergy (energy poverty), tourism or finances (ethical 
banking) while also incorporating a new line of ac-
tion, the promotion of a new model for consump-
tion: responsible consumption. 

The spread of responsible consumer practices by 
people and organizations, as well as their conver-
sion first into specific habits and then into general 
ways of living, are becoming key to achieve social 
justice and sustainability.
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02
Responsible 
consumption 
in Barcelona

2.1 
REsponsIblE 
ConsuMpTIon
For several decades now, a new way of understand-
ing consumption has begun to spread. It is referred 
to as responsible, conscious, critical, ethical, ecolog-
ical, transformative, sustainable, solidarity or fair 
consumption; each term puts the emphasis on a 
specific dimension of this new way of understanding 
the act of consuming.

Responsible consumption is a proposal that calls us, 
as individuals and as a society, to adopt consumer 
habits and lifestyles that contribute to improve both 
our quality of life and the environment, social justice 
and democracy, and to move towards a more just 
and sustainable economy and society.

As opposed to the traditional consumer model, re-
sponsible consumption takes into account the col-
lective, general, indirect, medium- and long-term 
repercussions of how we consume.

In a highly simplified manner, we can define re-
sponsible consumption as the satisfaction of the 
legitimate needs and aspirations of consumers 
through the conscious selection of products, ser-
vices and communication channels when needed, 
in a way that respects the working conditions of 
the producers, the rights of consumers and the 
environment.

Responsible consumption has two principal con-
ceptual contributions: good living, with an inter-
pretation of quality of life based on frugality, and 
transformative consumption, which involves the 
influence of consumer options in the maintenance 
or transformation of current society. These key con-
cepts enrich more traditional ideas of responsible 
consumption that place emphasis on values like 
health and safety, often understood from a more 
individualist point of view.

To offer a specific example, in the promotion of the 
consumption of fruits and vegetables, the tradition-
al focus on health should be complemented with 
the idea that these products should be local and in 
season, ecologically produced, with little packaging, 
commercialized in short circuits and made by pro-
ducers from the social and solidarity economy.

In order to consume responsibly, individuals and 
organizations can orient themselves using a series 
of key criteria such as abstaining from superflu-
ous consumption, reusing, sharing and opting for 
goods, services and commercialization channels 
that are socially and environmentally conscious.

For this last criteria, the principal elements involv-
ing social and environmental commitment that can 
help us to responsibly choose products, services or 
purchasing channels are:
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SOCIAL COMMITMENT

•	 Invest in the local economy, giving priority to com-
panies and initiatives that are most conscious 
and/or SMEs (these generally favour a more equi-
table distribution of wealth and economic power), 
as well as just commercialization channels.

•	 Positive working conditions in providing compa-
nies

•	 Democratic management of providing companies

•	 Commitment to social and cultural surroundings 
by the providing company

•	 Use of cooperative and non-sexist values by the 
providing company

ENVIRONMENTAL COMMITMENT

•	 Raw materials and products that are locally pro-
duced, or, if not, from as nearby as possible

•	 Reused, recycled, renewable and easily separated 
raw materials

•	 Long-lasting, repairable and efficient products

•	 Sustainable production process: reduction of con-
sumption of water, energy and raw materials and 
minimization of waste, especially when hazard-
ous to health or polluting

2.2 
ThE CuRREnT 
sITuaTIon
There are certain specific practices that large por-
tions of the population easily identify with responsi-
ble consumption: the consumption of local, ecolog-
ical and/or free-trade food products; energy-saving 
and energy-efficiency measures; prevention and 
separation of waste; and, to a lesser degree, ethical 
banking, etc. It is reasonable to state that responsi-
ble consumption is increasingly socially recognized, 
and there are already a significant range of options 
for those that wish to practice it.

Nevertheless, the truth is that even in these sectors, 
responsible consumer practices are still only fol-
lowed by a minority. This may be because despite 
the positive predisposition of much of the popula-
tion, in their daily lives people encounter practical 
issues that often serve as obstacles to responsible 
consumption: higher costs for some products, a 
more limited or less accessible offering, or a lack of 
information, to name a few.

As a result, our current challenge is to go from a vol-
untary strategy to increase responsible consump-
tion that over-values the power and responsibilities 
of individuals to more regulatory, incentivizing and 
exemplifying strategies carried out by public ad-
ministrations and large companies.

2.3 
aCTIons by ThE CITy 
CounCIl so FaR
As we stated above, until now municipal policy and 
consumer services have been focused through the 
OMIC (Municipal Consumer Information Office) and 
the JAC (Consumer Arbitration Board). These have 
offered information on consumer rights, attended 
to complaints, offered mediation and arbitration be-
tween parties and inspected companies and estab-
lishments to guarantee fulfilment of the terms of the 
Law on the Consumer Code of Catalonia 26/2010.

The OMIC has also provided information and advice 
and has played a significant role at times in issues 
like the change to the Euro, the liberalization of ener-
gy or telephone companies, preference shares, home 
gas inspection or, more recently, floor clauses.

Several initiatives have also been promoted to edu-
cate on “responsible consumption”, understood espe-
cially as healthy and safe consumption, with a focus 
more centred on the individual than on the common 
good. With its global vision of responsible consump-
tion, the excellent work of the Barcelona + Sostenible 
(+ Sustainable Barcelona) Program is worth noting.

In addition, for years now different areas of the City 
Council have carried out numerous valuable environ-
mental initiatives that seek to promote responsible 
consumption.
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Policies on waste, energy, mobility, commerce, mu-
nicipal markets and Mercabarna, health, education, 
social matters and lately tourism, among others, pro-
mote responsible consumption, although they often 
apply different definitions or points of view.

As a matter of fact, all the municipal departments, 
districts and companies analysed are of the opinion 
that they already apply responsible consumption in-
itiatives, although it is uncommon for them to take 
on the more collective, all-around and transformative 
vision that is promoted in this Strategy.

Currently, the promotion of responsible consumption 
by the Barcelona City Council reinforces the objec-
tives of several programs and municipal commit-
ments. This includes the five strategic axes of the 
2016-2019 Municipal Action Program (PAM), espe-
cially those related to promoting the plural economy 
and the ecological transition; the 2012-2022 Citizen 
Commitment to Sustainability; the initiatives from 
Urban Ecology involving the Barcelona + Sostenible 
plan; and the objectives regarding sustainable com-
merce that structures the city and is committed to 
social cohesion according to the 2016-2019 Working 
Plan for Commerce in Barcelona. 

The actions that are most centred on a collective 
focus in consumer practices attempt to reduce the 
environmental impact of offices and other facilities: 
managing, controlling and reducing consumption (of 
energy, water, office materials), encouraging the re-
sponsible use of materials and the prevention and 
separation of waste. 

In terms of measures that involve regulatory chang-
es or financial incentives related to responsible con-

sumption, although there have been experiences 
involving incentives for selective commercial waste 
collection or subsidies for renovating and improving 
the energy efficiency of housing and commerce, we 
still feel that there is room for improvement in this 
area.

In terms of support for consumer associations and 
organizations in general, in 2016 a new series of sub-
sidies specifically for responsible consumption were 
created by the City Council.

With regard to municipal practice, we would like to 
emphasize elements like the municipal Public Pro-
curement Guide, which incorporates environmental 
and social criteria for the acquisition of goods and 
services by the City Council.

In the area of commerce and business, the municipal 
initiative regarding green markets and the plans to 
expand it are especially notable. Another important 
initiative is the work done by Barcelona + Sostenible’s 
“Entitats i Empreses + Sostenibles” (+Sustainable Or-
ganizations and Companies) program.

In promoting the social and solidarity economy, which 
includes responsible consumption, the 2016-2019 
Impetus Plan for the Social and Solidarity Economy 
provides a framework for including consumption, 
and more specifically, responsible consumption, in 
municipal policy.

As for the association between responsible con-
sumption and social rights, we would like to place 
emphasis on the hiring of insertion companies and 
the promotion of labour rights in tourism and hospi-
tality establishments.

2.4 
ThE CITy CounCIl 
and pRoMoTInG 
REsponsIblE 
ConsuMpTIon
Local administrations can contribute a great deal to 
the promotion of responsible consumption as a re-
sult of the following:

a) Their power to lead by example, which can either 
inspire better practice or demoralize by offering 
a poor example.

b) Their importance as an economic agent, both be-
cause they offer goods and services to the public 
through municipal services and public compa-
nies, and because they are significant consumers 
of goods and services.

c) Their capacity to promote initiatives involving 
education, awareness and involvement, aimed 
both at the City Council itself and at society in 
general, either through traditional initiatives for 
providing information or through (cooperative 
or community) citizen management models that 
are more coherent with the values of responsible 
consumption.

d) Their ability to drive change on a large scale 
through regulatory changes.
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03
Elaboration of 
the strategy

This Strategy is the result of the political will of the 
municipal government to move towards a local 
public policy promoting a plural economy with re-
sponsible consumption as one of its pillars.

The process of elaborating the Strategy was shaped 
by a series of principles that defined the focus, the 
methods used and the initiatives carried out. These 
principals were:

•	 A cross-cutting framework for municipal policies 
and actions in different areas, seeking to contrib-
ute to responsible consumer practices through 
different city agents.

•	 Coordination and transversality were ensured 
by the representative promoting groups within 
each municipal area, as well as the participation 
of different political groups present in the City 
Council.

•	 A participative focus to ensure the collaborative 
production of political policies and increase the 
co-responsibility of the administration, the public, 
and organized civil society.

•	 Learning to generate and expand collective 
knowledge through different activities involving 
dialogue, debate and training during the elabora-
tion process.

•	 Transparency and visibility with the goal of pro-
moting initiatives within municipal programs that 
encourage responsible consumption.

•	 Follow-up, indicators and continuity to add, cor-
rect or improve responsible consumer practices.
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PhASES IN ThE PREPARATION OF ThE 
SPRC

•	 Phase 1: Prior classifications and process design 
(September – November 2015)

— Methodological principles

— Constitution of a promoting group and crea-
tion of a common framework

— Diagnosis of responsible consumption by the 
City Council and city

— Definition of the participative character of the 
process

— Definition of strategic objectives and themat-
ic areas

 

•	 Phase 2: Pre-diagnosis of responsible consump-
tion in the city (December 2015 – April 2016)

— Interviews with different City Council depart-
ments (14)

— Interviews with organizations and experts 
from civil society (8)

— Debate on the PAM process with a specific 
session on “Conscious and Transformative 
Consumption: the Plan for Promoting Re-
sponsible Consumption” (30 responsible con-
sumption organizations)

— Collection of municipal actions (32 compa-
nies and departments)

— Collection of actions by citizen organizations 
and other administrations (8)

— Analysis and principal conclusions on re-
sponsible consumption in municipal practice 
and in the city of Barcelona

 

•	 Phase 3: Proposals, debate, definition and writing 
(May – November 2016)

— Participative workshop with the most repre-
sentative responsible consumption organiza-
tions (25 organizations)

— Council on Consumption with consumer as-
sociations and political groups (20 members)

— Interviews with political groups with munici-
pal representation (6)

— Contrasting interviews with recognized ex-
perts in this area (5)

— Meetings involving the City Council’s plural 
economy model (3)

— Definition of measures and actions (continui-
ty and new proposals)

— Elaboration of a proposal for implementation, 
monitoring and evaluation

— Writing of the SPRC Operation Plan, based on 
the structure of objectives and thematic areas
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04
Content of  
the Strategy

4.1 
InspIRInG pRInCIplEs
CONCEPTuAL

a) Good living
Responsible consumption as an opportunity for 
better living. Quality of life based on sustainable 
lifestyles that also promote healthy habits.

b) Transformative consumption
Considering consumption a tool available to all 
(individuals and organizations) to improve society.

c) Local consumption
Invest in the local economy, prioritizing the con-
sumption of local goods and services from so-
cially responsible SMEs. These, in turn, can use 
responsible consumption to differentiate them-
selves from other companies and products, and 
as new opportunities for occupation in areas like 
local ecological agriculture, energy saving and ef-
ficiency and renewable production. 

d) Social rights
Support products and commercialization chan-
nels with positive labour practices and gender 
policies.

e) Environmental sustainability
Reduction in the consumption of raw materials, 
water and energy, as well as waste and polluting 
emissions.

f) Food sovereignty
Orientation towards the general development of 
local ecological agriculture, and establishment of 
the City Council as an active socioeconomic agent 
that supports initiatives to promote local ecological 
agriculture that either exist or are in preparation.

g) Democracy
Consumption as a space for social inclusion and 
participation that encourages social and com-
munity leadership, collaborative production and 
co-responsibility in public policy.

h) Social and solidarity economy
Responsible consumption as the expression of 
the social and solidarity economy in the area of 
consumption.

METhODOLOGICAL

Until now, the principal focus of public policies re-
garding responsible consumption has mostly been 
based on awareness, education and information (la-
belling, seals of quality...), has been centred on pro-
tecting the rights of consumers —an important role 
that should be maintained or even reinforced— and 
has made consumer policies associated with the 
environment and sustainability increasingly sec-
tor-based. 

From now on, as we have already stated, municipal 
consumer policy will have to complement actions 
focused on safety and rights, individual health and 
the reduction of environmental impact with policies 
for promoting both sustainable lifestyles and new, 
more effective positions on the need for responsible 
consumption.
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In order to achieve this, the focus proposed by this 
Strategy is based on a series of methodological bases:

a) Understanding the expansion and consolidation 
of responsible consumption as a long and grad-
ual process that involves a collective change in 
habits, and that will be made easier by informa-
tive actions, support actions, regulatory chang-
es and the promotion of good practice by the 
administrations.

b) The key role of motivation and positive expe-
rience in achieving change. The emphasis on 
how the change can contribute to our health and 
pleasure (“consume less to live better”) is more 
attractive and motivating than calls to ethics, re-
sponsibility, justice, sustainability or critical spirit. 
Under no circumstances should we aim to pro-
mote anguish or guilt, or to propose unachievable 
challenges in a sometimes difficult context. On 
the other hand, it is a good idea to raise the pub-
lic’s awareness of their transformative power as 
consumers.

c) Reinforce the strategic, preventive and proac-
tive role of the City Council in promoting respon-
sible consumption. 

d) A cross-cutting intervention, since consumption 
affects most areas of public administration, both 
in issues involving contracting and because con-
sumption affects most areas of our lives.

e) Deployment of a wide range of public policies 
that make alternatives more accessible: promo-
tional policies, exemplary actions like responsible 
purchasing and hiring, and regulatory changes.

f) Networking with consumer associations, organ-
izations, companies and other administrations 
that also promote responsible consumption.

4.2 
sTRaTEGIC objECTIvEs
The actions included in the Strategy for Promot-
ing Responsible Consumption (SPRC) are aimed at 
achieving 5 strategic objectives grouped into 7 dif-
ferent fields of action. The objectives of the Strategy 
are as follows:

1. Spreading responsible consumer culture
Spreading values, criteria and practical ideas among 
citizens, companies and the administration itself in 
order to bring about a change in habits and favour 
new forms of responsible consumption in the city.

2. have the regulations needed to do so
Review and update current regulations to include 
social, environmental and good governance claus-
es and criteria that favour responsible consump-
tion. In addition, other administrations will be en-
couraged to follow the same path of action, and 
mechanisms will be established to ensure com-
pliance with existing regulations.

3. Promote responsible consumption in the ac-
tions of the City Council
Have the City Council itself consume responsibly 
and promote responsible public purchasing and 
contracting.
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4. Promote local commerce and businesses, while 
encouraging their connection to responsible 
consumption
Promote local commerce and the consumption of 
local products, placing emphasis on their benefits 
for social cohesion and the environment.

5. Promote the social and solidarity economy, re-
inforcing its connection with responsible con-
sumption
Reinforce the commitment of companies and or-
ganizations from the social and solidarity econ-
omy to responsible consumption, and promote 
the creation of new initiatives for the social and 
solidarity economy in responsible consumption. 
Until now, the principal focus of public policies 
regarding responsible consumption has mostly 
been based on raising awareness, education and 
information (labelling, seals of quality...), has fo-
cused on protecting the rights of consumers —an 
important role that should be maintained or even 
reinforced— and has made consumer policies as-
sociated with the environment and sustainability 
increasingly sector-based. 

4.3 
ThEMaTIC aREas
The chosen thematic areas for intervention aim to 
make it easier to classify measures into a reason-
able number of groups with as much internal co-
herence and as little overlapping as possible. They 
are grouped and organized according to a series 
of criteria such as frequency of consumption (dai-
ly consumption such as water, energy or packaging 
–waste—), their importance in terms of spending 
(housing or mobility), their impact on health and the 
environment (mobility or food) or their social impor-
tance (banking, communication, culture, education, 
recreation).

After the title of each area, for clarity we include 
some of the elements it involves.

a) Global vision and general criteria (includes both 
the promotion of “good living” and the promotion of 
responsible consumption as a tool for transforming 
society)

b) Food

c) Energy, water and utilities

d) Waste prevention

e) Mobility and public space (refers to measures that 
promote urban design favouring local commerce or 
healthy recreation)

f) Education, culture, recreation, communication 
and ICTs, electronics and appliances (includes 
school and office supplies, tourism and hospitality, 
telephone and internet)

g) Financial services, housing and other types of 
personal consumption (clothing and textile, clean-
ing, furniture, insurance, homeware, pets and plants)
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4.4 
lInEs oF WoRk

3. 
PROMOTE 
RESPONSIBLE 
CONSuMPTION 
IN ThE ACTIONS 
OF ThE CITy 
COuNCIL
Promote socially 
responsible purchasing 
and contracting

Promote responsible 
consumption at municipal 
spaces and events

4. 
PROMOTE LOCAL 
COMMERCE AND 
BuSINESS, WhILE 
ENCOuRAGING 
ThEIR 
CONNECTIONS 
WITh 
RESPONSIBLE 
CONSuMPTION
Promote connections 
between local products, 
companies and commerce 
and responsible 
consumption

1. 
SPREAD 
RESPONSIBLE 
CONSuMER 
CuLTuRE
Carry out training and 
awareness-raising 
activities

Promote a responsible 
consumer model, actors 
and practices 

Promote collaborative 
networking between 
consumer associations, 
organizations and 
companies

2. 
hAVE ThE 
REGuLATIONS 
NEEDED TO DO SO
Propose fiscal regulations 
that promote responsible 
consumption

Support, monitor and 
control fulfilment of 
regulations

5. 
PROMOTE ThE 
SOCIAL AND 
SOLIDARITy 
ECONOMy, 
REINFORCING 
ITS CONNECTION 
WITh 
RESPONSIBLE 
CONSuMPTION
Promote the social and 
solidarity economy model 
and sector

Reinforce existing 
initiatives and give 
support to the creation of 
new initiatives
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4.6 
FRaMEs oF REFEREnCE
•	 The Impetus Plan for the Social and Solidarity Econ-

omy 2016-2019

•	 Waste Prevention Plan 2015-2020

•	 Barcelona + Sostenible (+Sustainable Barcelona) 
Project

•	 Government Measure: Support and Promotion of the 
Restaurant Sector in Barcelona

•	 Strategic Plan for Tourism 2016-2020

•	 Government measure: Deconcentration of Public 
Space

•	 Strategic Plan for Municipal Markets 2015-2020

•	 Three-Year Plan of Action for Mercabarna 2015-2017

•	 Plan to Improve Air Quality in Barcelona 2015-2018

•	 Municipal Public Procurement Guide According to 
Social and Environmental Criteria

•	 Plan of Action for Social Rights and Services

•	 Working Plan for Business Management

•	 BCN Activa Economic Development Plans

•	 Strategy for Energy Transition 2016-2019

4.5 
aCTIons
The actions described are the result of the contri-
butions of the promoting group (municipal depart-
ments and sections), different participative process-
es and interviews with experts and representatives 
of different political groups.

Many are part of measures already in place or in 
the process of being implemented that belong to the 
frames of reference of different municipal action 
plans, while others are proposals for the future to 
be promoted through this Strategy.

In order to give meaning to and to apply one of the 
principles of the strategy, that of cross-cutting mu-
nicipal actions, we now refer to the different sec-
tor-specific action plans by the City Council that pro-
mote responsible consumption.
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SOURCES OF 
PARTICIPATION

 – 4 sessions of the 
promoting Group

 – 6 interviews with 
political groups 
with municipal 
representation

 – 22 interviews 
with municipal 
departments

 – 5 contrasting 
interviews with 
experts

 – 1 participative 
workshop with 
representative 
entities

 – 1 session of 
the Council on 
Consumption

 – 1 participative  
paM session

RESPONSIBLE CONSUMPTION SECTOR
 – Consumer Associations 
(AICEC, ADICAE, CUS, 
FACUA, UCC, FCCUC)

 – Alliance for Food 
Sovereignty of the Poor - 
Catalonia

 – Earth Day Association
 – Barcelona Sustainable 
Fashion Association

 – Association for the 
Promotion of Public 
Transportation

 – Vida Sana (Healthy 
Living) Association

 – Emas Club
 – Cohousing Barcelona

 – Council of Consumers of 
Catalonia

 – Ecoconsum
 – FETS-Ethical and 
Solidarity Funding

 – Foundation for Waste 
Prevention and 
Consumption

 – Guifi.net
 – Llaurant Barcelona 
(Plowing Barcelona)

 – Opcions. Towards a new 
consumer culture

 – SME
 – Aprofitem els Aliments 
(Use food efficiently) 

Platform
 – La Repera
 – Roba Amiga (Friendly 
Clothing)

 – SETEM Catalunya
 – Catalan Society of 
Environmental Education

 – Sostre Cívic (Civic Roof)
 – Unió de Pagesos 
(Farmers’ Union)

 – Solidarity Economy 
Network

 – Solidarity Consumption 
Network

 – Network for Energy 
Sovereignty

MUNICIPAL LEVEL
 – Cooperative, social and 
solidarity economy and 
consumption

 – Consumption
 – Barcelona Municipal 
Consumer Information 
Office (OMIC)

 – Sustainability, Strategy 
and Culture

 – Health
 – Social rights
 – Tourism management
 – Municipal Markets

 – Mercabarna
 – Commerce
 – Sports
 – Participative Space for 
Community Economies

 – Mobility

OTHER ADMINISTRATIONS
 – Catalan Consumer Agency
 – Local Consumer Network of the Barcelona Provincial Council

STRATEGY FOR 
PROMOTING 

RESPONSIBLE 
CONSUMPTION
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PARTICIPATIVE ELABORATION PROCESS
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a) Spread responsible 
consumer culture

b) Food

c) Energy, water and 
utilities

d) Waste prevention

e) Mobility and public 
space 

f) Education, culture, 
recreation, 
communication and 
ICTs, electronics and 
appliances 

g) Financial services, 
housing and other 
types of personal 
consumption

5.   
Promote the 
social and 
solidarity 
economy, 
reinforcing its 
connection with 
responsible 
consumption

4.   
Promote local 
commerce and 
business, while 
encouraging 
their 
connections 
with 
responsible 
consumption

3.  
Promote 
responsible 
consumption in 
the actions of 
the City Council

2.  
Have the 
regulations 
needed to do so

1. 
Spread 
responsible 
consumer 
culture

STRATEGY FOR 
PROMOTING 

RESPONSIBLE 
CONSUMPTION

ThEmATIC AREAS STRATEgIC OBjECTIVES
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4. Contents of the strategy

CSSE&CA: Commission for the Cooperative, Social and Solidarity Economy and Consumer Affairs

STRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

A.1 —  Spread responsible consumer culture
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Consumer observatory. Statistical analysis and investigation into consumption. Add consumption to OMNIBuS citizen surveys. CSSE&CA

New space for training and advice on responsible consumption in the offices of the OMIC (Municipal Consumer Information Office). CSSE&CA

New space at the OMIC for specialized information for other municipal services and consumer associations. CSSE&CA

Include an offering of information on responsible consumption at the services for addressing consumer complaints at the OMIC. CSSE&CA

Promote awareness-raising actions according to the objectives of the Strategy for Promoting Responsible Consumption, and especially 
on a new consumer culture and transformative consumption.

CSSE&CA

Awareness program within the Barcelona + Sostenible program aimed at Schools, Organizations and Companies, the City Council 
and Citizens.

Urban Ecology

Program for coordinating content and promoting responsible consumption through different information channels, municipal 
websites and environmental education facilities: La Fàbrica del Sol, the environmental play space at Parc de la Ciutadella, school 
Punts Verds (recycling centres), Beach Centre, markets and the Office for Consumer Attention.

Urban Ecology/ 
Department of 
Consumption/ 
OMIC

Tourism Action Plan for 2016-2020 (specific section on responsible tourism) in keeping with the Local Agreement for the 
Management and Promotion of Responsible and Sustainable Tourism.

Tourism

Include responsible consumption initiatives on the Barcelona + Sostenible map. Currently, it allows users to locate, identify and 
describe sustainable commerce, service and tourism initiatives.

Urban Ecology/ 
Department of 
Consumption

use the SPRC to help fulfil the objectives of the Citizen Commitment to Sustainability: “Wise use of resources: from a consumer 
society to responsible consumption”.

Urban Ecology/ 
Department of 
Consumption

Include a subsidy promoting responsible consumption in the general call for City subsidies. CSSE&CA

A. GLOBAL VISION
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4. Contents of the strategy

CSSE&CA: Commission for the Cooperative, Social and Solidarity Economy and Consumer Affairs

STRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

A. 2 —  Have the regulations needed to do so
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Elaborate a study and proposals on modifying regulations related to the promotion of responsible consumption. Urban Ecology/ 
Department of 
Consumption

Promote the inclusion of environmental and social criteria in the process of evaluating and accepting municipal grants. Urban Ecology/ 
Department of 
Consumption

A. 3 —  Promote responsible consumption in the actions of the City Council
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Create an inter-departmental commission to monitor and evaluate the Strategy. CSSE&CA

Design internal training on responsible consumption for the City Council’s technical staff. CSSE&CA

Conduct a campaign for raising awareness and training municipal professions through the A+S Program. Create environmental 
educational guides (Green Office Guide. More Sustainable hotels. More Sustainable Celebrations, etc.). 

Urban Ecology

Place value on good practice by the City Council. Urban Ecology/ 
Department of 
Consumption

A. GLOBAL VISION



18

4. Contents of the strategy

CSSE&CA: Commission for the Cooperative, Social and Solidarity Economy and Consumer Affairs

STRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

A. 4 —   Promote local commerce and business, while encouraging their 
connections with responsible consumption

ACTION AgENTS INVOLVED 2016 2017 2018 2019

Grants for projects improving sustainability in commerce Commerce

Incorporate studies on consumer habits and the value of responsible consumption in neighbourhood development plans. Barcelona Activa/ 
Department of 
Consumption/ 
Commerce

Include (environmentally and socially) sustainable commerce and collaborative commerce in the Barcelona Commerce Award. Commerce

Support the creation of companies (special emphasis on cooperatives) with products and services associated with responsible 
consumption.

CSSE&CA

Educational program for responsible and critical commerce, favouring knowledge of neighbourhood commerce. Commerce

Training at local SMEs on responsible consumption, and Circular Economy Seminars. Commerce

Comerç

A. GLOBAL VISION
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4. Contents of the strategy

CSSE&CA: Commission for the Cooperative, Social and Solidarity Economy and Consumer Affairs

STRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

A. 5 —   Promote the social and solidarity economy, reinforcing its connection 
with responsible consumption

ACTION AgENTS INVOLVED 2016 2017 2018 2019

Promote a collaborative economy of public utility in the area of the Citizen Agreement. Social Rights

Responsible Consumption, Social and Solidarity Economy Christmas Fair ICUB/ CSSE&CA 

“Pacte del Temps” (Time Pact) Project. Includes agreements between the administration, organizations and citizens to promote 
quality of life and the effective combination of family and work life through better time management.

CSSE&CA

Encourage inter-cooperation between community initiatives and consumer cooperatives. CSSE&CA

Occupational plans and services for promoting the creation/strengthening of cooperatives in different sectors related to responsible 
consumption (food, energy, second-hand and repairs, building renovation, etc.).

Barcelona Activa

Support plan for Community Economies and especially for agro-ecological consumer cooperatives. CSSE&CA

A. GLOBAL VISION
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4. Contents of the strategy

CSSE&CA: Commission for the Cooperative, Social and Solidarity Economy and Consumer Affairs

STRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

B. 1 —  Spread responsible consumer culture
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Establish the criteria for a new food policy in Barcelona. CSSE&CA

Promote a social review group in order to provide information on food. Mercabarna 

Give support to cooking courses on effective use of food. Markets Institute

Support and promote the fish labelling campaign (Government of Catalonia) in municipal markets together with the Fishmongers’ 
Guild of Catalonia and the Catalan National Federation of Fishermen’s Guilds.

Markets Institute

Reduce food waste. Prepare a diagnosis of food waste resulting from the activities of all the operators at Mercabarna in order to 
identify causes and correct them.

Mercabarna

Give support to awareness campaigns to improve nutrition. CSSE&CA/ Health

B. 2 —  Have the regulations needed to do so
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Propose improvements to distribution logistics for local and ecological products associated with responsible consumption. Mercabarna

B. FOOD
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4. Contents of the strategy

CSSE&CA: Commission for the Cooperative, Social and Solidarity Economy and Consumer Affairs

STRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

B. 3 —  Promote responsible consumption in the actions of the City Council
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Provide technical training for the City Council’s public purchasing/contracting processes, in order to apply sustainable criteria in 
food services.

Urban Ecology

B. 4 —   Promote local commerce and business, while encouraging their 
connections with responsible consumption

ACTION AgENTS INVOLVED 2016 2017 2018 2019

Promote the consumption of ecological, local products. Expand the “Mercat Verd” (Green Market) pilot campaign at remaining 
markets.

Markets Institute

Give support to and promote the restaurant sector in Barcelona. Promote quality, energy sustainability and a reduction in waste in 
restaurants. 

Commerce/ 
Markets

Strengthen the activity of municipal markets, local commerce and other forms of direct sale or short commercialization channels, 
with criteria involving local, ecological products and responsible consumption.

Markets/ 
Commerce/ 
CSSE&CA

Promote visibility campaigns to connect local restaurants with local, quality products. Commerce

B. FOOD

B. 5 —   Promote the social and solidarity economy, reinforcing its connection 
with responsible consumption

ACTION AgENTS INVOLVED 2016 2017 2018 2019

Promote urban vegetable gardens with the goal of raising awareness and favouring self-production according to parameters 
involving quality and food safety.

Urban Ecology/ 
CSSE&CA
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4. Contents of the strategy

CSSE&CA: Commission for the Cooperative, Social and Solidarity Economy and Consumer Affairs

STRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

C. 1 —  Spread responsible consumer culture
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Provide energy service points for the public in order to offer advice on energy saving, efficiency and investment in renewable 
energies.

Urban Ecology

Actions against energy poverty: creation of public offices on energy poverty (PAPEs) in order to provide assistance, information and 
personalized advice for citizens contracting utilities.

Social Rights

Promote the “Barcelona Cicle de l’Aigua” (Barcelona Water Cycle) policy. Urban Ecology

Conduct campaign on social fees and energy saving aimed at social service centres in the IMSS network. Social Rights 

Program to promote the creation of groups of volunteers trained in fighting energy poverty. Social Rights

C. 2 —  Have the regulations needed to do so
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Drive the creation of a municipal energy operator. Urban Ecology

C. ENERGY, WATER AND UTILITIES
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4. Contents of the strategy

CSSE&CA: Commission for the Cooperative, Social and Solidarity Economy and Consumer Affairs

STRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

C. 3 —  Promote responsible consumption in the actions of the City Council
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Actions against energy poverty: train municipal professionals so they can advise on home energy matters. Social Rights

Implement energy-saving measures at municipal markets (LED lamps, solar panels, groundwater installations, geothermal energy use, 
etc.).

Markets Institute

Implement energy-saving measures in municipal sports facilities (installation of solar panels, renovation of facilities) and 
maintenance contracts according to responsible consumption and sustainability criteria.

Sports

C. ENERGY, WATER AND UTILITIES

C. 4 —   Promote local commerce and business, while encouraging their 
connections with responsible consumption

ACTION AgENTS INVOLVED 2016 2017 2018 2019

Energy efficiency project, improve external image and accessibility in commercial establishments. Commerce/ 
Barcelona Activa/ 
IMPU/ Urban 
Ecology

C. 5 —   Promote the social and solidarity economy, reinforcing its connection 
with responsible consumption

ACTION AgENTS ImPLICATS 2016 2017 2018 2019

Renew Biosphere World Class Destination certification (2014), which reflects the criteria of the Global Sustainable Tourism Council. 
Certification includes 4 axes: environmental, cultural, social and economic.

Tourism
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4. Contents of the strategy

CSSE&CA: Commission for the Cooperative, Social and Solidarity Economy and Consumer Affairs

STRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

D. 2 —  Have the regulations needed to do so
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Reduce the fee for waste collection for establishments that participate in the Plan for Preventing Municipal Waste Urban Ecology

D. 1 —  Spread responsible consumer culture
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Create a Strategy and Centre for Zero Waste Research. Urban Ecology

D. WASTE PREVENTION

ACTION AgENTS ImPLICATS 2016 2017 2018 2019
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4. Contents of the strategy

CSSE&CA: Commission for the Cooperative, Social and Solidarity Economy and Consumer Affairs

STRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

D. 3 —  Promote responsible consumption in the actions of the City Council
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Elaborate a study on the program for promoting the consumption of water from the network and limiting use of bottled water at 
municipal facilities and events.

Urban Ecology

Add clauses on sustainable paper purchasing to the Public Procurement Guide. Urban Ecology

Promote the implantation of a system for managing waste by the City Council (reduce, reuse, selective collection and authorized 
managers).

Urban Ecology

D. 4 —   Promote local commerce and business, while encouraging their 
connections with responsible consumption

ACTION AgENTS INVOLVED 2016 2017 2018 2019

Campaign to change habits and reduce use of plastic bags. Markets Institute

D. WASTE PREVENTION

ACTION AgENTS ImPLICATS 2016 2017 2018 2019
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4. Contents of the strategy

CSSE&CA: Commission for the Cooperative, Social and Solidarity Economy and Consumer Affairs

STRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

E. 5 —   Promote the social and solidarity economy, reinforcing its connection 
with responsible consumption

ACTION AgENTS INVOLVED 2016 2017 2018 2019

Provide and adapt municipal spaces and structures for the alternative economy by promoting emblematic projects: Bicihub at Can 
Picó, Coopolis, Can Calopa, rehabilitation of historic cooperative spaces (Flor de Maig, Camp de l’Arpa, etc.).

CSSE&CA

Promote the Bicycle hub at the municipal Can Picó building and the “Fabrica-Escola Rebiciclem” (bicycle repair workshop and 
training classes in sustainable mobility and the social and solidarity economy).

CSSE&CA

E. 1 —  Spread responsible consumer culture
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Promote the proposals and actions of the Mobility Pact. Mobility

E. 3 —  Promote responsible consumption in the actions of the City Council
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Evaluate the environmental impact of sporting events held in the city. Sports

E. MOBILITY AND PUBLIC SPACE
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4. Contents of the strategy

CSSE&CA: Commission for the Cooperative, Social and Solidarity Economy and Consumer Affairs

STRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

F. 1 —  Spread responsible consumer culture
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Create an online counselling and conflict prevention service on matters involving consumption in family units. CSSE&CA/ Social 
Rights

Information and prevention service for online purchases. CSSE&CA

Include responsible consumption circuits, the social and solidarity economy and social projects in the tourism circuit. Tourism

Review the website meet.Barcelon to encourage communication between the city and visitors, and promote responsible purchasing. Tourism

Calculate the carbon footprint of tourism establishments. Tourism

World Summit on Sustainable Tourism (May 2017). Tourism

“Conviure a Barcelona” (Coexisting in Barcelona, 2015) and “Compartim a Barcelona” (Sharing in Barcelona, 2016) campaigns. Tourism

F. 2 —  Have the regulations needed to do so
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Program for informing and protecting visiting consumers and tourists. CSSE&CA/ Tourism

F.  EDUCATION, CULTURE, RECREATION, COMMUNICATION AND 
ICTS, ELECTRONICS AND APPLIANCES 
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4. Contents of the strategy

CSSE&CA: Commission for the Cooperative, Social and Solidarity Economy and Consumer Affairs

STRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

F. 3 —  Promote responsible consumption in the actions of the City Council
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Join the Electronic Watch program, an international observatory that supervises and analyses the production processes of 
electronic devices and materials used by public administrations.

Urban Ecology

Apply an Environmental Quality Guarantee certificate to different ICuB facilities (energy, water, waste, materials, mobility, communication, 
etc.).

Culture

F. 4 —   Promote local commerce and business, while encouraging their 
connections with responsible consumption

ACTION AgENTS INVOLVED 2016 2017 2018 2019

Promote best practice: “Case studies in excellence in CSR for hospitality in Barcelona”. Tourism

Through the hotelier’s Guild, promote the hiring of neighbourhood locals by hotels, responsible consumer initiatives and waste 
reduction.

Tourism

Energy analysis of tourist accommodations. Tourism

Campaign to promote adoptions or responsible pet purchases. Urban Ecology

F. EDUCATION, CULTURE, RECREATION, COMMUNICATION AND ICTS, ELECTRONICS AND APPLIANCES 
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4. Contents of the strategy

CSSE&CA: Commission for the Cooperative, Social and Solidarity Economy and Consumer Affairs

STRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

G. 1 —  Spread responsible consumer culture
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Grants for renovation with special emphasis on housing interiors, giving priority to habitability and accessibility, and promoting 
health and energy savings.

Housing

“Millor nou, Repara’t” (Better than new, repaired), “Recuina” (Recook) and “Renova la teva roba” (Renew your clothes) programs. Urban Ecology

Promote living and green roofs. Grants for renovation and/or re-naturalization of building roofs that include energy saving and/or 
roof gardening measures.

Urban Ecology

Actions against energy poverty: intervention-renovation of houses to promote a reduction in energy use for the city’s most 
vulnerable group.

Social Rights

G. 3 —  Promote responsible consumption in the actions of the City Council
ACTION AgENTS INVOLVED 2016 2017 2018 2019

Add social and sustainability clauses to the Public Procurement Guide. DIECS/ Instruction

Framework agreements among funding providers in order to promote the use of an ethical bank by the City Council. CSSE&CA/ Social 
Rights

Obligatory preferred contracting of ethical financial services (and insurance) by the City Council, and promotion of the same among 
municipal workers through agreements with organizations and collective purchases.

CSSE&CA/ Social 
Rights

G.  FINANCIAL SERVICES; HOUSING AND OTHER TYPES OF 
PERSONAL CONSUMPTION
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4. Contents of the strategy

CSSE&CA: Commission for the Cooperative, Social and Solidarity Economy and Consumer Affairs

STRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

G. 5 —   Promote the social and solidarity economy, reinforcing its connection 
with responsible consumption

ACTION AgENTS INVOLVED 2016 2017 2018 2019

Define and promote a social currency pilot project. CSSE&CA/ Social 
Rights

Edit manuals on resources from the Social and Solidarity Economy (ethical finance, responsible consumer groups, community 
gardens, cooperative housing, cooperative stores).

Barcelona Activa/ 
CSSE&CA

Give support to the creation of agreements to ensure that cooperatives have access to ethical and cooperative credit. CSSE&CA

G. FINANCIAL SERVICES, HOUSING AND OTHER TYPES OF PERSONAL CONSUMPTION
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5. BUDGETSTRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

05
Budget

 2016  2017  2018  2019  TOTAL gOAL 

1.  
Spread 
responsible 
consumer culture

€640,500 €540,000 €400,000 €375,000 1.955.500 €

2.  
have the 
regulations 
needed to do so

€15,000 €20,000 €26,500 €6,500 €68,000

3.  
Promote 
responsible 
consumption in the 
actions of the City 
Council

€15,000 €15,000 €10,000 €5,000 €45,000

4. 
Promote local 
commerce and 
business, while 
encouraging 
their connections 
with responsible 
consumption

€355,000 €331,000 €351,000 €351,000 €1,388,000

5.  
Promote the social 
and solidarity 
economy, 
reinforcing its 
connection with 
responsible 
consumption

€173,000 €162,000 €252,000 €307,000 €894,000

  ANNuAL TOTAL €1,198,500 €1,068,000 €1,039,500 €1,044,500 €4,350,500
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6. ImplementatIon, monItorIng and evaluatIonSTRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

06
Implementa-
tion,  
monitoring 
and  
evaluation

6.1 
MEChanIsM and 
sTRuCTuRE oF 
IMplEMEnTaTIon
In keeping with the working philosophy that shaped 
the creation of the SPRC, its implementation, moni-
toring and evaluation will need to involve the same 
principles that guided its elaboration. As a result, 
the process must include:

•	 Coordination, transversality and coherence be-
tween municipal actions

•	 The participation of civil society

•	 An occasional accountability process that is trans-
parent and participative.

•	 In addition, monitoring and evaluation will be 
based on the principle of utility. As a result, the 
goal of these processes will be collective learn-
ing through reflection on the SPRC’s implemen-
tation process, which should result in the correc-
tion, re-orientation and improvement of whatever 
aspects are deemed necessary according to the 
elements indicated by the evaluation.

6.2 
IMplEMEnTaTIon
•	 The Department of Consumption within the Man-

agement of Services for the Cooperative, Social 
and Solidarity Economy and Consumption (with 
the support and guidance of a working team) will 
have technical and operational responsibility over 
the implementation, monitoring and evaluation 
of the SPRC. In addition, they will have responsi-
bility over the necessary coordination with other 
participating municipal agents and opportunities 
for citizen participation.

En algunes de les accions, parlem d’implement-
ació descentralitzada, ja que, en el seu sentit de 
transversalitat, l’EICR inclou actuacions de difer-
ents àrees municipals i dels seus plans d’actuació 
respectius i, per tant, de la seva implementació.

•	 An interdepartmental commission will be creat-
ed that will serve as the municipal space for co-
ordinating and promoting the actions of the Strat-
egy. All five municipal areas will be represented.

In addition, in order to ensure that responsible 
consumption becomes a long-term municipal 
policy, the SPRC will help complement and fulfil 
point 5 of the 2012-2022 Citizen Commitment to 
Sustainability, “Wise use of resources: from a 
consumer society to responsible consumption”.
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6. ImplementatIon, monItorIng and evaluatIonSTRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

6.3 
MonIToRInG and 
EvaluaTIon
The process of monitoring and evaluating the ac-
tion plan to promote responsible consumption must 
take into account the following criteria:

•	 Coherency between policy on responsible con-
sumption and other public policies

•	 Collaboration with organizations

•	 Construction of an image of a more sustainable 
economic model 

•	 The level of application of different actions

•	 Measurement of success in achieving the desired 
results, as well as the impact on citizens and other 
agents.

MONITORING

The spaces for monitoring and evaluating the SPRC 
will be the Municipal Council on Consumption (the 
consultative and advisory body on citizen partici-
pation in matters of consumption) and the Inter-
departmental Municipal Commission on the same 
strategy.

Annual reports will be presented to the Municipal 
Council on Consumption.

EVALuATION

As a result of its horizontal nature, the SPRC in-
cludes actions by different municipal departments 
and their respective action plans, as is defined in its 
indicators. 

Nevertheless, the evaluation of the actions of the 
SPRC will be determined according to their impact 
and contribution to the general objectives.

The citizen opinion and satisfaction surveys carried 
out by the City Council together with studies and sur-
veys on purchasing and consumer habits will be oth-
er indicators that will help to evaluate the Strategy. 
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7. annexSTRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

07
Annex

Catalan Consumer Agency, www.consum.cat

AICEC-ADICAE (Catalan association of bank and 
insurance users), 
www.aicec.adicae.net

ASAC! (Alliance for people’s food sovereignty - 
Catalonia), www.asapcatalunya.wordpress.com

Associació Dia de la Terra (Earth Day association /  
Fira de la Terra), www.diadelaterra.org

Associació Moda Sostenible Barcelona (Sustainable 
fashion association) www.modasosteniblebcn.org

Association for the Promotion of Public Transportation 
(PTP), www.transportpublic.org

healthy Living Association (Visasana Biocultura),  
www.vidasana.org,

Emas Club, www.clubemas.cat

Cohousing Barcelona, www.cohousingbarcelona.cat

Citizen Council for Sustainability, 
www.ajuntament.barcelona.cat/ecologiaurbana/ca/amb-
qui-ho-fem/consell-ciutada-per-la-sostenibilitat

Consumer Council of Catalonia,  
www.consum.gencat.cat/organismes_de_consum/consell

Ecoconsum, www.ecoconsum.org

FETS - (Solidarity and ethical financing), www.fets.org

7.1 
pRInCIpal aCToRs 
FoR REsponsIblE 
ConsuMpTIon In 
baRCElona

Rezero (Catalan foundation for waste prevention and 
responsible consumption), www.residusiconsum.org

guifi·net, www.guifi.net

La Repera, www.repera.wordpress.com

Llaurant Barcelona, www.llaurantbarcelona.info

mésOPCIONS, www.mesopcions.coop

Millor que nou!, www.millorquenou.cat

Barcelona Municipal Consumer Information Office,  
www.ajuntament.barcelona.cat/omic

Mobility Pact,  
www.mobilitat.ajuntament.barcelona.cat/ca/pacte-per-
la-mobilitat/que-es-el-pacte 

PIMEC (Small and medium-sized enterprises of 
Catalonia), www.pimec.org/ca/pimec-tots/nosaltres/
sectors/pimecomerc

Plataforma Aprofitem els Aliments (Efficient food use 
platform), www.aprofitemelsaliments.org

Roba Amiga, www.robaamiga.cat

SETEM Catalunya, www.setem.org/site/cat/catalunya

Catalan Society of Environmental Education (SCEA), 
www.scea.cat

Sostre Cívic, www.sostrecivic.coop

Xarxa de Consum Solidari (Solidarity consumption 
network), www.xarxaconsum.net

Xarxa Local de Consum de la Diputació de Barcelona 
(local consumer network of the Barcelona Provincial 
Council), www.diba.cat/es/web/consum/xlc/xarxa

Xarxa per la Sobirania Energètica (Network for energy 
sovereignty), www.xse.cat

Xarxa d’Economia Solidària (Solidarity economy 
network), www.xes.cat
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7. annexSTRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

AREA/OFFICE                                                   DEPUTY mAYORS’ OFFICES

Commission for Consumption, Commerce and Markets 1st Deputy Mayor’s Office

Commission for Cooperative, Social and Solidarity Economy and Consumption 1st Deputy Mayor’s Office

Management of Coordination for Administrative Contracting 1st Deputy Mayor’s Office

Presidential Management and Economics (Barcelona Activa) 1st Deputy Mayor’s Office

Management of Companies, Municipal Entities and Resources 1st Deputy Mayor’s Office

Tourism and Events Management 1st Deputy Mayor’s Office

housing Management 2nd Deputy Mayor’s Office

Commission for Sports 3rd Deputy Mayor’s Office

Office of the Councillor for Participation and Districts 3rd Deputy Mayor’s Office

Sustainability Office. Directorate of Strategy and Culture of Sustainability 4th Deputy Mayor’s Office

Environmental Commission - Cleaning and waste management 4th Deputy Mayor’s Office

horta-Guinardó District  

Sant Martí District  

Ciutat Vella District  

Department of Consumption — Coordination

CRIC (Centre for Research and Investigation on Consumption) — External support

7.2 
pRoMoTInG GRoup lIsT
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7. annexSTRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

PROgRAm/CITY COUNCIL DEPARTmENT

Sustainability Office. Directorate of Strategy and Culture of Sustainability

Cleaning and Waste Management

Dep- Time and Care Economy Program

health Commission (Public health Agency)

Department of Consumption (OMIC and Food Sovereignty)

housing Management

Municipal Institute of housing

Public contracting

Tourism

Barcelona Municipal Markets Institute

IMEB (Barcelona Municipal Institute of Education)

Budget and Financial Policy Management

Tax Council

Planning and innovation

IBE Barcelona Sports Institute

ICuB

IMSS (Municipal Institute of Social Service)

JAC (Consumer Arbitration Board)

International Economic Promotion

DISTRICTS

horta-Guinardó District

Sant Martí District

Ciutat Vella District

mUNICIPAL COmPANIES

Foment de Ciutat Vella

Mercabarna

Barcelona Activa

BCASA (BCN Cicle de l'Aigua)

BIMSA BCN for municipal infrastructure

FCSA

FMVDR (Mies Van Der Rohe Foundation)

ICB (Barcelona Information and Communication)

IMPS (Parks and Gardens)

7.3 
lIsT oF dEpaRTMEnTs ThaT 
havE FulFIllEd ThE RC GRId 
oF aCTIons



37

7. annexSTRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

7.4 
lIsT oF InTERvIEWs

INTERVIEwS wITh mUNICIPAL ExPERTS

Management of Services for Cooperative Economics, 
Social Solidarity and Consumption

Strategic Management for Culture and Sustainability

Director of Planning and Innovation in Social Rights

Management of health Services

Management of Cleaning and Waste Management 
Services

Management of Energy Services and Environmental 
Quality

Director of Educational Sports Promotion

Operational Management of Tourism

Director of Contracting Coordination

Director of Commerce Services

head of the Department of Consumption

head of Communication for the Barcelona Municipal 
Markets Institute

head of the Department of Lifecycle, Feminism and 
LGTBI Affairs

INTERVIEwS wITh ORgANIzATIONS AND OThER ADmINISTRATIONS

ADICAE

XES/SETEM

President of Commerce - PIMEC

EMAS Club

Foundation for waste prevention

Communications Director - Catalan Consumer Agency

IGOP

Barcelona Provincial Council

INTERVIEwS wITh POLITICAL gROUPS ON ThE CITY COUNCIL

Ciu

PP

CuP

C's

PSC

ERC

BC
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7. annexSTRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

6.2 
ToWaRds a nEW 
soCIo-EConoMIC polICy

SySTEMIC CRISIS

The economy is the system of institutions, values 
and practices that a society has to define, mobilising, 
distributing and organising capacities and resources 
in order to resolve in the best way possible the legiti-
mate needs and desires of all its members (José Luis 
Coraggio). Thus, working towards sound economic 
health and ensuring the efficient management of 
resources so that they reach the 1.6 million people 
coexisting in the city must be a priority for Barcelo-
na City Council.

When the prevailing economy talks of econom-
ic growth, neither the needs of society nor the re-
sources that exist are mentioned. Rather, what is 
taken into account is the percentage increase in 
the gross domestic product. From such a limited 
perspective as this, any activity that goes beyond 
monetary exchange is left outside the margins of 
what is considered the economy, while activities 
that may harm society or the environment are con-
sidered as wealth, simply because they move mon-
ey. Nor does this indicator reveal whether there is 
equitable access to assets by the entire population. 
In fact, the very system reinforces the polarisation 
of wealth: the market benefits from the existence 
of a great mass of labour prepared to work for a 

reduced wage, the sexual division of work and the 
relocation of certain production sectors to countries 
where work takes place in conditions that are un-
sustainable for life. Within this context, the current 
crisis is not interpreted as an eventuality, but as 
a logical consequence of the prevailing economic 
model itself: a systemic crisis.

In the face of this crisis, it is vital to experiment 
with new forms of interpreting the economy and 
enterprise and consolidate them. The social and 
solidarity economy can renew them and successful-
ly make them more just, democratic, supportive and 
sustainable.

OBJECTIVE: INTEGRATED SuSTAINABILITy

It is no longer possible to respond to the emer-
gencies stemming from the structural crisis un-
less such responses form part of a strategy for 
medium- and long-term social transformation. 
This transformation that Barcelona needs to move 
towards involves adopting a broader perspective 
and tackling such emergencies in an exhaustive 
way, not one that is limited to employment policies, 
but that also includes all the activities that make 
life possible. For this reason, the plural economy 
encompasses all the fields of the conventional 
economic cycle – production, commercialisation, 
consumption and financing – but also domestic 
work and care tasks, community economies, the 
commons, self-production and non-monetarised 
exchange, among others. Furthermore, all societies 
should tend towards achieving integrated sustaina-
bility, which takes into consideration, in addition to 

economic sustainability, putting life at the centre, 
so that in this way people can advance towards a 
more just and environmentally-friendly society, tak-
ing into account the biophysical limitations to which 
we are subject.

PLuRAL ECONOMy

The plural economy is an economic system that is 
characterised by a combination of spheres (the do-
mestic, the reproductive economy; the public, the 
productive economy) and different forms of own-
ership of production media (private, cooperative, 
associative, state, communal), of types of resourc-
es (monetary and non-monetary), of stakeholders 
(workers, investors, consumers and users, author-
ities, etc.), of forms of distribution (market, reciproc-
ity, redistribution, self-consumption, etc.) and of hu-
man motivations (service, personal self-fulfilment, 
resolving of needs, profit, etc.) which in one way or 
another are placed at the service of the common 
good. 

Considering the plural economy, as it is in reality, 
allows a set of economic practices to emerge that 
are highly valuable for achieving the sustainability 
and social justice that until now were dismissed or 
simply made invisible. 

The change in socio-economic model being promot-
ed by Barcelona City Council aims to advance to-
wards a conception of plural economy that implies:

•	 Democratising the infrastructure of common re-
sources (water, land, energy, knowledge etc.) that 
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must be managed by society, or in cases where 
this is not possible, by the authorities.

•	 Subordinate the market to the demands of the 
common good and, consequently, regulate it dem-
ocratically, from the local, regional and national 
governments and citizens themselves alike.

•	 Promote a de-monetarised economy, based on 
the principles of reciprocity and self-consumption.

In turn, public policy must balance the weight of the 
different economic agents that make up the produc-
tive economy:

The private sector, whose main driving force is the 
generation of monetary profitability, and is made up 
of traditional commercial companies.

The public sector, which prioritises the satisfaction 
of needs and in turn is developed through:

•	 The institutional sub-sector, made up of the pub-
lic authorities, as well as state-owned, regional 
and municipal companies, that in all cases are 
governed by public institutions under the control 
of democratically elected representatives.

•	 The social sub-sector, formed by the companies 
and organisations of the SSE.  

The activities of all sectors must progressively adapt 
to a series of ecological and social standards within 
the framework established by a system of taxation 
aimed at redistribution and generating greater so-
cial and environmental return through tax allowanc-
es, exemptions and specific taxes.

CORPORATE CITIZENS

In the same way that it is expected that people re-
siding in the municipalities look after what is shared 
and become involved in the territory to construct 
cities worth living in, we must be capable of de-
manding that enterprises show citizenship. “A cor-
porate citizen is a company that acts with a spirit of 
co-development with its environment and recog-
nises that it is responsible for its future. A corporate 
citizen is a company that declares solidarity with the 
fate of the community in which it lives. The corpo-
rate citizen cannot replace other sectors of society, 
but works with them, adopting a spirit of collabo-
ration” (Carta de la empresa ciudadana, 1992). The 
corporate citizen, in addition to generating products 
and services that are useful for people, and selling 
or loaning them at a fair price, also generates eco-
nomic and socio-cultural surpluses that are distrib-
uted in a participatory and equitable way between 
all its members, the company itself and society. 

Therefore, appealing to companies in Barcelona to 
become corporate citizens will be the orientation of 
public policies. 

SOCIO-ECONOMIC TRANSFORMATION

Given that economic activity exercises a function 
in society and benefits from its structures (and in-
frastructures), a company must establish a bond 
of co-responsibility and play a proactive role in the 
palliation of inequalities. It is no longer possible to 
give a response to emergencies arising from the 
structural crisis that that is not included in a strat-

egy for social transformation in the medium and 
long term. This strategy must be accompanied, nec-
essarily, by an integration of social policies – which 
consider production and consumption as a question 
of economics and shortages as a social question – 
and of economic policies. 

We cannot limit ourselves to employment policies; 
the SSE holistically integrates everything that en-
ables life and that is, in today’s commoditised socie-
ty, pervaded by an individualist, patriarchal, produc-
tivist and capitalist view. Consumer cooperatives, 
housing cooperatives, self-managed child-rearing 
spaces, time banks, exchange markets and com-
munity market gardens are also part of the SSE. All 
of these proposals play a fundamental role in the 
empowerment of the people forming part of them, 
weaving bonds between them and with the territo-
ry. The SSE has the capacity to deconstruct the way 
in which we face the world on a daily basis, while 
constructing alternatives. The SSE can be a very ap-
propriate tool for an economic intervention that con-
stitutes an economic space of proximity: the terri-
torial connection of its members, the employment of 
local resources, the tendency towards establishing 
networks through inter-cooperation and resistance 
to relocation. 

Promoting the SSE in the city demands the strength-
ening of those organisations already working in 
connection with their territory, enhancing the re-
duction of inequalities and social change and, also, 
encouraging many other cities to do the same. The 
sector must be promoted, not only as a proposal for 
labour improvements, but also as a tool for social 
transformation that is key in reducing inequal-
ities and satisfying needs. Thus, the policies that 
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will be implemented will not be simply economic, 
but socio-economic. Furthermore, the relationship 
between the authorities and the SSE must be two-
way: not only must it give a response to the sector’s 
needs, but the authorities themselves must be per-
vaded, cross-departmentally, by the values of the 
SSE. 

The SSE and local development can interact in a 
useful way if they are rolled out conceptually and 
operatively with an explicit desire for transforma-
tion: the first, by specifying in its practice cooper-
ative values; the second, by identifying local de-
velopment with endogenous development. Both, 
in consequence, construct new realities under the 
model of integrated sustainability: ecological, so-
cial-personal and economic, in this order, each of 
which depends on the one before it. 

To be able to give a response to these social needs, 
a new socio-economic model must be promoted 
that is guided by the following values: cooperation, 
quality of life, sustainability and equity. Coopera-
tion must become the guiding principle of our soci-
ety, assuming that no form of life is possible without 
any bonds with others, and understanding it also as 
an everyday practice. Quality of life implies guar-
anteeing sufficiency for citizens, both in a material 
and an immaterial sense, of everything that enables 
their growth as people. Sustainability implies the 
adaptation of the economic sphere to the biophysi-
cal limits of the planet. Finally, equity is the balanced 
distribution of wealth and of the work necessary to 
produce it.

The application of these values should lead to a re-
orientation of the economy in four directions:

•	 Regeneration of the financial and monetary sys-
tem, so that it serves the productive economy and 
not rentier capital.

•	 Reorientation of the productive economy, so that 
it prioritises satisfying needs and is less deter-
mined by criteria such as investment profitability 
or economic growth.

•	 The visibility, accountability and equitable distri-
bution of the reproductive economy; i.e., domestic 
and care work.

•	 The conversion of our forms of production and 
consumption towards a society with low energy 
and resources consumption and low waste gen-
eration.



42

7. annexSTRATEGY FOR PROMOTING RESPONSIBLE CONSUMPTION

TOwARDS ThE 
PLURAL PRODUCTIVE 
ECONOmY IN 
BARCELONA

ThE CITy CounCIl, 
economic agent

sECToRal 
polICIEs:
— Industrial policy

— Commercial policy

— Tourism

— Employment

— Social innovation

— Food

— Infrastructures

— Enterprise

— Consumer Affairs

— Technology and 
digital innovation

CoMMERCIal CoMpany 
(especially SME)

soCIal and 
solIdaRITy EConoMy 

EnTERpRIsE and 
oRGanIsaTIon

Promotion,
Reinforcement

Enterprise Social 
Responsibility, 
Economy of the 
Common Good

Socially Responsible Public 
Procurement and Purchasing, 
Municipalisations, Municipal 

Enterprises

Distribution

Production

Consumption

Financing

CORPORATE CITIZEN

SOCIAL-PERSONAL

EC
ON

OMIC
ENVIRON

M
EN

TA
L

InTEGRaTEd 
susTaInabIlITy





STRATEGY FOR 
PROMOTING 
RESPONSIBLE 
CONSUMPTION
2016 2019


	01
	Introducció
	02
	El consum responsable 
a Barcelona
	2.1
El consum responsable
	2.2
La situació actual
	2.3
L’actuació de l’ajuntament fins ara
	2.4
L’ajuntament i l’impuls del consum responsable

	03
	Elaboració 
de l’Estratègia
	04
	Contingut de l’Estratègia
	4.1
Principis inspiradors
	4.2
Objectius estratègics
	4.3
Àmbits temàtics
	4.4
Línies de treball
	4.5
Accions
	4.6
marcs de referència

	05
	Pressupost
	06
	Implementació, seguiment i avaluació
	6.1
Mecanisme i estructura d’implementació
	6.2
La implementació
	6.3
El seguiment i l’avaluació

	07
	Annexos

