
 Who was the target audience? 
25- to 40-year-olds, with a special focus on young urban adults 
and families with small children.

 What is resource efficiency? 
Resource efficiency is about doing more with less, using limited 
resources sustainably and minimising our impact on the 
environment. Our future depends on how we use resources like 
water, air, metals, minerals, forests, land, food, and biodiversity 
systems. These resources are essential for our prosperity and well-
being, but we are using them faster than they can be replaced.

As individuals and as a society, we need to change the way we use 
resources. That way we – and our children – can look forward to 
good quality of life, a vibrant economy and a healthy environment.

 Evolution of the  
 Generation Awake campaign 
The campaign was launched in October 2011 with a multilingual 
website, Facebook fan page, viral video and PR activities. These 
elements featured Routine Robbie, Chubby Charlie and Impulse 
Inga – personalised shopping bags that represented typical 
consumption choices.

In 2012, the campaign focused on water consumption. An 
additional character, Water Maniac Walter, was introduced with 
content and a video promoting the sustainable use of water. A 
new website was developed, addressing the hidden water use of 
everyday consumption goods.

A new phase began in early 2014 with the focus on better waste 
management, one of the key elements in achieving the goals of 
the green economy. New character Richard Rubbish came with 
the message that ‘waste that cannot be avoided is a valuable 
resource’.

The campaign brought tangible results. Its websites were visited 
by over 1 million people, the videos were watched almost 10 
million times, the Facebook community consisted of nearly 
140 000 followers and PR activities resulted in over 2 000 
articles about the campaign.

 Campaign supporters 
The campaign was supported by over 130 public and private 
organisations that spread the messages about resource efficiency 
and waste through their own channels. 

Generation Awake was an awareness-raising campaign about resource efficiency. It targeted the general public, 
showing what could be done in daily life to reduce waste and use natural resources like water, energy, wood and 
metals more wisely. It was launched in 2011 by the European Commission’s Directorate-General for the 
Environment to promote a resource-efficient Europe with a green (or ‘circular’) economy. The campaign invited 
people to think about consumption habits and their consequences for the environment, natural resources, quality 
of life, health and well-being.

Generation Awake campaign
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