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Green Recovery
Nations around the world have shut down large portions of their economy in response 
to the COVID-19 pandemic. Beyond the tragedy, International community can emerge 
stronger and in solidarity from the pandemic and the crisis it has caused by embarking 

on a common “Green” path toward a healthier and more resilient future.

As a result, voices from the International Energy Agency (IEA) through the 
UK’s prime minister and leading economists are among those that have 

called for a “Green Recovery” that “builds back better” by cutting CO2
emissions as well as boosting the economy.



What include in Green Recovery

A Low carbon life styles
A Recovery measures.

Low Carbon Economic Growth

Environmentally friendly 
transportation : bicycle or walking

Green Transport

Developing clean energy (local 
renewable energy)

Prioritising Renewable Energy

Reduce energy demand
(Transport system.

Energy Efficiency

Restoring our ecosystem that have 
been destroyed

Active intervention at a local scale

Nature Restoration



Focus Theme : Responsible Green Consumerism

What is Green Consumerism ?

Green consumerism is related to environmentally responsible 
consumption where consumers consider the environmental 

impact of purchasing, using, and disposing of various products, 
or using various green services



Consumers
(A person or family/ Household)

Daily purchasing 
(Goods and Services)
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Lifecycle  of 
manufacturing goods Less food waste

What to consider

Selection of good 
types

Right Quality

Right Quantity

Right Price

Right Time

Right Place

Right Source

Principles of 
Consumerism



The Poster
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