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What is the purpose of this webinar?
Exchange about what works to support more sustainable food
consumption behaviours in the EU
Farm to Fork
How can we move towards a
healthier and more
sustainable food
consumption, in view of the
EU Farm to Fork Strategy?

Challenges &
Targets
Which sustainable food
consumption challenges and
targets lie ahead of us?

© Immo Wegmann | Unsplash

Interventions

Recommendations

How can food consumption
behaviours and solutionoriented interventions
trigger a shift towards a
more sustainable future?

How are behavioural
interventions applied in reallife contexts and what might
we learn from them for the
way forward?
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Agenda
Time

Topic & Speaker

15:00-15:10
15:10-15:20

Welcome & Introduction by Mariana Nicolau, CSCP
EU Farm to Fork Strategy: Promoting sustainable food consumption and facilitating the shift to
healthy, sustainable diets by Henk Westhoek, DG SANTE, European Commission
2050 Consumption targets, transition pathways and diets by Pierre-Marie Aubert, IDDRI

15:20-15:30
15:30-15:35
15:35-15:45
15:45-15:55

16:05-16:10

Interactive polling with participants
Behavioural drivers, challenges and opportunities today by Mariana Nicolau, CSCP
Promising interventions for sustainable food consumption behaviours by Matthew Gorton, Newcastle
University
Exchange about recommendations towards achieving food consumption impact reduction goals by
Antonella Samoggia, University of Bologna
Interactive polling with participants

16:10-16:25
16:25-16:30

Q&A with speakers
Wrap-up

15:55-16:05

Henk Westhoek, DG SANTE, European Commission
EU Farm to Fork Strategy

The Farm to Fork Strategy
For a fair, healthy and
environmentally-friendly
food system
European Green Deal - von der Leyen Commission

European Union

Challenges to the EU food system
SOCIAL SUSTAINABILITY

Healthier diets –
reduce
overweight

Social rights
workers in food
chain

Improve
animal
welfare

Food
affordability

ENVIRONMENTAL SUSTAINABILITY

Tackle climate
change

Preserve
biodiversity

Protect the
environment

ECONOMIC SUSTAINABILITY

Just
Fairer incomes for farmers,
transition
fishers & aquaculture
producers

Reduce food
losses and waste

Circular bio-based
economy

New business & job
opportunities

Integrated approach from farm to fork needed

Advisory
services

Farmers, fishers
& aquaculture
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Regions
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providers
Multiple instruments: regions
•
•
•
•
•
•

Legislation andCities
regulation
Financial incentives
Education
Research and Innovation
Procurement
Voluntary commitments

2030 Targets for sustainable food production

Reduce by 50% the
overall use and risk
of chemical
pesticides and
reduce use by 50%
of more hazardous
pesticides

Reduce nutrient
losses by at least 50%
while ensuring no
deterioration in soil
fertility; this will
reduce use of
fertilisers by at least
20 %

Reduce sales of
antimicrobials for
farmed animals
and in
aquaculture by
50%

Achieve at least 25% of
the EU’s agricultural land
under organic farming
and a significant increase
in organic aquaculture

Concrete actions: overarching
Legislative framework for sustainable food systems (2023):
• Framework with comprehensive set of general principles and
requirements on the sustainability of food systems
• Basis to ensure policy coherence at EU and national level; mainstream
sustainability in food-related policies
• Provisions on governance, collective involvement of stakeholders
Development of a contingency plan (2021)
for ensuring food supply & security in times of crisis

Actions to ensure sustainable food production (1)
Adopt recommendations to MS addressing the nine specific
objectives of the Common Agricultural Policy (CAP), before
submission draft CAP Strategic Plans (2020)
Revision of Sustainable Use of Pesticides Directive and
enhancement of Integrated Pest Management (2022)
Revision of Regulations to facilitate plant protection products
containing biological active substances (2021)
Action plan for the organic sector for 2021-2026 to stimulate
supply and demand for organic products (2020)
Action plan for integrated nutrient management to reduce
the pollution from fertilisers (2021)

Actions for sustainable fisheries and aquaculture
Reinforce efforts to bring
fish stocks to sustainable
levels via the Common
Fisheries Policy; strengthen
fisheries management in
Mediterranean

Intensify fight against
fraud through an
enhanced traceability
system

Next Maritime and
Fisheries Fund will spend
more than EUR 1 billion to
support sustainable
seafood farming

Adopt EU Strategy
on Algae

Adopt EU Guidelines on
Aquaculture: pathways for
Member States’ national
aquaculture development
plans

Actions to stimulate sustainable practices by food
industry and retail, hospitality and food service
Initiative to improve the
corporate governance
framework (integrate
sustainability into corporate
strategies) (2021)
Develop an EU code and
monitoring framework for
responsible business and
marketing conduct in the food
supply chain (2021)
Stimulate reformulation of
processed food, including
setting of maximum levels for
certain nutrients (2021)

Set nutrient profiles to restrict
promotion of food high in salt,
sugar or fat (2022)
Proposal revision EU legislation on
Food Contact Materials (food
safety, environmental footprint)
(2022)
Revision EU marketing standards
for agricultural, fishery and
aquaculture products (ensure
uptake and supply of sustainable
products (2021-22)
Enhance coordination to tackle
Food Fraud (2021-2022)

Actions to promote shift towards healthy, sustainable
diets
Determine the best modalities for setting
minimum mandatory criteria for
sustainable food procurement (2021)
Review of the EU school scheme legal
framework: refocus on healthy and
sustainable food (2023)
Review of the EU promotion programme
for agricultural and food products (aimed
at sustainable production and
consumption) (2020)
Proposal VAT rates (currently being
discussed in Council): could allow to
make more targeted use of rates (e.g.
to support organic fruit and
vegetables).

Proposal for a harmonised mandatory
front-of-pack nutrition labelling to enable
consumers to make health conscious food
choices (2022)
Proposal to require origin indication for
certain products. (2022)
Proposal for a sustainable food labelling
framework to empower consumers to
make sustainable food choices (2024)

Nutrition - health

Environment

Social

Enabling transition - Promoting global transition
• International cooperation to support developing countries in their transition to
sustainable food systems;
• Inclusion of ambitious sustainability chapter, including on food, in all EU bilateral
trade agreements.
• Work through international standard setting bodies (e.g: Codex) and promotion of
sustainable food systems in international fora and events
(e.g. UN Summit on Food Systems in 2021).
• Environmental aspects taken into account when assessing requests for import
tolerances for pesticide substances no longer approved in the EU
• Promotion of appropriate labelling schemes - to ensure that food imported into the
EU is gradually produced in a sustainable way.

Transition requires a collective approach
Farmers, fishers and
aquaculture producers;
Input industry,
Advisory services
Food industry,
processors, retail,
food services and
hospitality sector

Research & innovation
Knowledge providers
Finance

Citizens, NGOs,
social partners,
educators,
local, regional &
national authorities

For healthy people,
healthy societies
and a healthy planet.
The Farm to Fork
Strategy
IT’S DOWN TO US!

Pierre-Marie Aubert, IDDRI
2050 Consumption targets, transition pathways and diets

Food value chains for a sustainable EU food system: what role for
dietary changes?
•

Sustainable food systems and sustainable diets: a growing consensus through scenario
development
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Food value chains for a sustainable EU food system: what role for
dietary changes?
•

Sustainable food systems and sustainable diets: a growing consensus through scenario
development

•
•
•

•

Few discussions about how to get there
And what it would imply for food value chains (structure, governance, socio-eco. impacts)
Aims of this presentation:
o

Understanding the contours of, and the rationale for, (more) sustainable diets in the EU

o

… and how far current diets are from this

Laying the ground for a scenario exercise to design transition pathways towards sustainable
and fairer EU food value chains

Towards more sustainable food consumption patterns
•

A focus on three main dimensions
o

Nutritional: ensuring a nutritive and healthy food for all

o

Environmental: ensuring that producing food for such diets do not harm the environment / is
sustainable

o

Cultural / eco-regional: ensuring that the proposed diet (i) correspond broadly to the existing “food
matrix” (i.e. what people are used to eat) and (ii) is adapted to the geographical context

•
•
•

Distinguishing food items (better or worse) based on those criteria…
No ”good” or “bad” food per se: it depends on the overall diet (holistic vs reductionist)
Broad consensus, but still some controversies

The nutritional dimension
•
•
•

Macro-nutrient: Energy (kcal), proteins, lipids (fat), glucids (sugar), fiber + water
Micro-nutrient: vitamins, minerals
Allow to identify dietary reference values (DRV) for most nutrients:
§

Average requirement (AR): the level of intake estimated to satisfy the physiological requirement

§

A lower threshold (LTI)

§

And an upper threshold (tolerrable upper intake level)

EFSA, (2017). Dietary Reference Values for nutrients – Summary report.
https://www.efsa.europa.eu/sites/default/files/2017_09_DRVs_summary_report.pdf,
European Food Safety Authority, 92 p.

The nutritional dimension
•
•
•

•

Macro-nutrient: Energy (kcal), proteins, lipids (fat), glucids (sugar), fiber + water
Micro-nutrient: vitamins, minerals
Allow to identify dietary reference values (DRV) for most nutrients:
§

Average requirement (AR): the level of intake estimated to satisfy the physiological requirement

§

A lower threshold (LTI)

§

And an upper threshold (tolerrable upper intake level)

An analysis of aliment groups based on these values allow to identify how much should be
eaten at maximum per aliment groups based on health consideration

Mozaffarian D., (2016). Dietary and policy priorities for cardiovascular
disease, diabetes, and obesity: a comprehensive review. Circulation,.
115.018585.

Campbell B.M., Beare D.J., Bennett E.M., et al. (2017). Agriculture
production as a major driver of the Earth system exceeding planetary
boundaries. Ecology and Society, 22 (4), 8.

The environmental dimension
•

The undebatable impact of overconsumption of animal proteins on N cycle,
GHG emissions, land use, freshwater use

•

Going beyond LCA average values: not all
livestock systems have the same impacts

•

In particular: grass fed ruminants have a
role to play when biodiversity and N
management is accounted for

•

Fresh fruits and vegetables

•

Still open questions on the role / status of
organic food

The social / cultural dimension and the way forward
•

Strong heterogeneity between countries…

•

… as well as within countries

•

è need to develop tailored approaches to
bring about changes in food consumption
behaviours

Loring
& Helms
RObertson
(2014).
ObesityProtein
and inequities
–
de BoerB.J.,
M. &A.
Aiking
H. (2006).
consumption
and
Guidance
for
addressing
inequities
in
overweight
and
obesity.
sustainability: Diet diversity in EU-15. Ecological Economics, 59
Copenhaguen,
(3), 267-274. WHO Regional Office for Europe, 35 p.,

Polling #1
What Farm to Fork strategy transitions towards more sustainable food
consumption you consider most relevant for Europe?
• Moving to a more plant-based diet with less red and processed meat
• Increasing consumption of whole-grain cereals, fruit and vegetables,
legumes and nuts
• Reducing the environmental and carbon footprint of food consumed
• Preserving the affordability of food, while generating fairer economic
returns
• Reducing food waste
• All of them
• Others

Mariana Nicolau, CSCP
Behavioural drivers, challenges and opportunities today

Our starting point: how people behave today and why

© David Veksler | Unsplash

Our starting point: how people behave today and why
If it is behaviour we want to change, it is behaviour that we need to understand,
address and measure. That’s why our starting point was about:
Understanding how people behave (landscape)
Thinking about why they behave the way they do (drivers)

Current models tend to break down the factors behind a
behaviour along broadly similar lines

Do people
want to do it?

Can people
do it?

Is there a
reason to
do it now?

Review of existing evidence, consumer focus groups and
expert interviews in Europe
Food purchasing behaviours
• In general
• Five selected product categories: beef, dairy,
salmon, bread, tomato
Landscape aspects
How much is consumed over time, by whom,
where
Five key categories of behavioural drivers
• Personal Factors
• Social context
• Environment & Physical context
• Economic & Marketing factors
• Food attributes
© Joshua Rawson-Harris | Unsplash

Beef consumption as an example
Landscape
Consumption
quantity

• The average European has been eating both less beef and less meat in general
• Average consumption of 11 kg/capita/year in 2018 (MLA, 2018), which is 2-4x higher than
recommended sustainable levels (Willet et al., 2019)

Consumption
trend

• Downward trend: beef consumption is expected to continue declining, from 11 kg/capita/year
in 2018 to 10.4 kg/capita/year in 2030 (EC, 2018)

Consumer
characteristics

• Beef consumption tends to vary across different consumer segments in Europe
• Men tend to consume more than women (Fleischatlas, 2013)
• Higher income is often associated to higher consumption of beef (Mintel, 2018a, Vergnaud et
al., 2010; Caillavet et al., 2009)
• The connection between age and beef consumption varies from country to country
• Personality traits such as openness and friendliness as well as social cultural factors play a
role (Stoll-Kleemann and Schmidt 2017; Pfeiler and Egloff, 2018).

Place of
purchase

• In Europe, meat is generally sold rather cheaply in supermarkets and discounters
(Fleischatlas, 2013; MLA, 2018)

Beef consumption as an example
Drivers
Economic &
Marketing
factors

• Cheaply priced meat can act as a barrier to reducing meat consumption, as price is still a primary
consideration for many food shoppers (Stoll-Kleemann and Schmidt, 2017)

Personal
factors

• Habitual food choice behaviours and cultural and personal significance of meat are potential
barriers to change (Stoll-Kleemann and Schmidt, 2017).
• Willingness to pay more for products with sustainability attributes (e.g. with high animal welfare
standards in the production of animal-based foods) as well as knowledge about health or
environmental concerns related to the consumption of beef seem to have limited influence on
actual purchasing habits (Dibb and Fitzpatrick, 2014, MRI, 2008)

Food
attributes

• Meat consumption is largely considered as healthy (Dibb and Fitzpatrick, 2014)
• Convenience and usability are also important to consumers, as time is usually scarce and cooking
skills and knowledge are decreasing (Uimonen, 2011)

Consumer perception about their food choice: focus groups
in Italy, UK, Germany and France, 40 participants each
Nuances & differences

Similarities & common
themes
•

•

•

Personal health was
mentioned as a key
driver of consumption
behaviour across all
countries
Family influence and
price concerns also
largely perceived as
important drivers

•
•
© Falaq Lazuardi |Unsplash

•

Little knowledge or consideration
about ‘fairness’ and
‘sustainability’ in the UK, France
and Italy, while in Germany
participants seemed quite
knowledgeable on those topics (but
not necessarily translated it into
coherent behaviours)
Lack of trust in organic products
and organic certification labels in
the UK and Italy
Regionality considered important
in Germany and Italy
Plastics packaging was a topic of
high concern in Germany

Key take-aways

•
•

People are irrational most of the time, but “predictably irrational”
Food consumption behaviours result from a combination of drivers, but it is
possible to identify the drivers that seem to influence consumers the most

•

Food purchasing behaviours in Europe are generally driven by price, social
context, habits and health

•
•
•

General lack of knowledge about sustainability and fairness, not top of the list
General lack of trust about organic / labels
Knowledge / intention / attitude ≠ action

What does it mean for us?

•
•
•

Multitude of drivers = action from different actors in the system required
Need to address the very same drivers and barriers that shape choices today
Mapping food behaviours with a model helps to focus on what exactly needs to
change, rather than jumping straight into how to change things

•
•

Providing information only will probably not do the job
Room to explore consumer-related solutions to address fairness issues

Matthew Gorton, Newcastle University
Promising interventions for sustainable food consumption behaviours

EU “Farm to Fork” Strategy envisages several transitions to
sustainable food systems
Level of Final Consumers
•
•

•
•

Reduction in average intakes of energy, red
meat, sugars, salt and fats
Increased consumption of whole-grain
cereals, fruit and vegetables, legumes and
nuts
Reduction in carbon footprint of food
consumed
Reduce food waste

Process by which food produced
•
•
•
•
•
•
•

•

Decrease GHG emissions
Reduce dependency on pesticides and
antimicrobials
Reduce excess fertilisation
Increase organic farming
Improve animal welfare
Reverse biodiversity loss
Responsible business and marketing
practice (fair supply chains, without abuse
of power)
Reduce food waste

Interventions to Change Consumer Behaviour
Could be at Level of Final Consumers
•

Try to change the decisions of consumers
through:

Upstream of Consumer
•

Choice editing – eliminating the option of
buying products with a poor environmental
or social record or other negative outcome.

•

Choice editing appropriate where consumers
want sustainable food systems but lack
knowledge, capacity or time to make
decisions themselves and happy to delegate

•

Limits if problem largely post-purchase (e.g.
most food waste occurs at the consumer
level)

– Information
– Economic incentives (taxes / subsidies
– Nudges (modify choice environment
without economic incentives or prohibition
of options)

Information Based Interventions to Change Consumer Behaviour

Meta-analysis by Murimi et al., (2017) of information based interventions focused on
dietary change
•

53% (n = 21) were successful in implementing change according to their primary
objectives.

•

More likely to be successful if intervention last over 5 months and have single objective
(e.g. eat more whole gains)

•

Human factors matter (rapport with person leading intervention)

•

Information needs to be combined with environmental change interventions

Economic Incentive Based Interventions to Change Consumer
Behaviour
Meta-analysis of such interventions by Afshin et al. (2017). Consider effects of taxes or
subsidies. Pooling across all studies:
•
•

10% decrease in price increased consumption of healthy foods (e.g. fruit & vegetables) by
12%
10% increase in price decreased consumption by 6% (fast food, sugary soft drinks)

•

Decreasing prices through subsidies often combined with other forms of
intervention(health communication)

•

Economic incentives work across different locations and settings (canteen, retail).

•

Most studies not look at cross-price effects and limited number consider effects on BMI /
obesity (although some evidence that subsided fruit and vegetables lead to health
benefits)

Nudge Based Interventions to Change Consumer Behaviour
Form

Specific Type

Description

Example

Cognitive

Descriptive nutritional
Provides factual information to
Calorie count information
labelling
Meta-analysis
of such interventions byconsumers
Cadario and Chandon (2020) on pack

Affective

Behavioural

Evaluative nutritional
labelling

Helps consumers evaluate labelling

Traffic light colour coding
of foods

Visibility enhancements

Increase visibility of healthy options

Placing healthy options at
eye level in store

Hedonic enhancements

Increase hedonic appeal of healthy
foods

Field grown peas,
comforting soup

Healthy eating calls

Direct encouragement

Signs saying “make a fresh
choice” in canteen

Convenience enhancements

Make it physically easier for people to Pre-sliced apples etc.
select healthy options

Size enhancements

Change size of plate, portion, glass
etc.

Smaller plates in all you
can eat buffet

Lessons from Nudged Based Field Interventions to Change
Consumer Behaviour (Cadario and Chandon, 2020)
• Stronger positive effects when switch from cognitively to behaviourally oriented
interventions
• Effect of nudges are equivalent to a 10% permanent price reduction. Often modest
but significant effects
• Making desired behaviour as easy as possible to perform (evidence on recycling)
• Little evidence regarding effects on sub-samples
• Nudges only work when people predisposed to direction of travel (Bargh, 2017)

Next Steps on VALUMICS – looking at effect of retail
interventions with REWE International (Gunn and Mont, 2014)
Domain

Label

Case investigated

Choice Provider

Retailers provide a choice of sustainable
products alongside the normal product
assortment

Introduction of milk in glass
recyclable packaging, alongside
milk in traditional packaging

Choice architects

Nudging consumers in desired direction
based on modifications in store
environment

Greening of stores and effect on
consumer behaviour

Choice editing

Limiting the choice of unsustainable items.

Implementation of social and
environmental standards for
fresh F&V
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Key recommendations towards food consumption impact reduction

Work in progress:
Identify and cluster stakeholder recommendations in categories
Choice
editing
•

Intervening in broader aspects of the
food system that have implications in
the choice of food

Beyond
choice

•

Sustainable
food
consumption
behaviours

Making it easier to make sustainable choices
intervening in in-store environment, and how
products are presented

• Appropriate where consumers struggle in
overcoming the intention-action gap and need to
address habits

Choice
environment

•

Decreasing the number of products with low environmental
nutritional, social sustainability standards.

•

Appropriate where consumers may lack knowledge,
opportunity and social support to make sustainabilityoriented decisions, and where consumers delegate the
responsibility for sustainable choices

Choice
expansion

•

Providing consumers with a choice of
more sustainable products. For
example, provide sustainable food
products alongside other, possibly
more familiar, product options.

•

Appropriate where consumers want
sustainable food systems but lack the
opportunity or capability of doing so

•

Challenge: when new sustainable
options are a niche

Organic food: a multidimensional
sustainability product
Organic food market

Unique value
Overlap with
No GMO,
short-chain,
local

Tastes good

Organic food
consumption
behaviours

Investment
on future
health

Healthier

Environment

Animal
welfare

Organic food
consumption drivers

Organic food consumption barriers
q Lack of confidence in the regulatory system
and certification process
q Distrust to organic production. Concern for:
food safety; the use of organic material that
gives fertility to the soil; contamination.
q The "habit" of not buying organic products.
q Lack of availability of organic products: real or
perceived
q Lack of knowledge, information, involvement
interest in environmental sustainability.

PRICE FACTOR
q Organic products are sold at up to 50% - 70%
more than conventional products (2019,
ISMEA); up to 150% higher than other
products (2019, European Union).
q Private label organic products are about 18%
cheaper than commercial brands (2018, FAO).
q Price factor is considered the greatest barrier
to organic food purchasing
q However, not everyone agrees that cheaper
organic food would increase the sales.

New Organic food market positioning
Environment
and Health
Positioning

Fairness
Positioning

Choice
editing

Insights

•

Eliminate certain types of products that do not meet a minimum
sustainability threshold, such as:
o

fair price paid to farmers

o

sustainable packaging

•

Adopt a cross-sectoral approach to agro-food policy, from agriculture, rural
development, consumer science, nutrition, etc.

•

Establish a dialogue with powerful chain actors, such as large retailers and big
processors, on sustainability initiatives: intra-chain cooperation

•

Strengthen the role of independent third-party accredited labelling schemes

What is in it for…

•

Policy makers and business: opportunity to create public-private roundtables
to discuss commonly agreed minimum standards, as a way to set the level of
ambition for future business innovation and regulation

Choice
expansion

Insights

•

Provide a choice of more sustainable products, e.g. plant—based alternatives,
alongside the usual meat product assortment, creating the opportunity and
the capability to support the desired behaviour

•
•

Promote public green procurement

•

Offering seasonal production and regional/local production

Support certification schemes and ecolabels from providers (e.g. private
standards) and to consumers

What is in it for…

•

Policy makers: opportunity to incentivise business sustainability-oriented
innovation and thus ensuring new and more sustainable products to the
market

•

Business: opportunity to test more sustainable options and strategically
position themselves in the market

Choice
environment

Insights
• Integrate – instead of segregate – more sustainable food in store shelves and
restaurant menus alongside with its usual counterparts.
• Promote vending machines with healthy and sustainable food choices
• Reduce portion and plate sizes
• Improve science-based information and communication about nutrition,
health and sustainability
• Reduce the visibility of unhealthy food
What is in it for…
• Policy makers: controlled environments are fruitful spaces for policymaking
to support greater availability and visibility of more sustainable food.
• Business: Reshaping the physical environment to better profile and feature
their sustainable products, fostering public acceptance and curiosity, and thus
supporting a more sustainable product portfolio.

Beyond
choice

Insights

•

Foster work-life balance thereby allowing individuals to have more time to
plan their meals and better engage with food consumption

•

Multidimensional sustainability agro-food education in schools

What is in it for…

•

Policy makers: investigating opportunities to incentivise flexible work
schedules and routines, in line with the business requirements while adequate
to the worker needs (family commitments, availability, etc).

•

The possibility of new ways of work were one of the main outcomes of the
current pandemic.
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Polling #2
What recommendation categories are most relevant to meet the European
goals towards more sustainable food consumption?
• Choice editing
• Choice expansion
• Choice environment
• Beyond choice
• A combination of some of those / all
• Others

Q&A with our speakers

Wrap-up: what you will receive via email

Recording
link

Webinar
slides

Key Q&A
answered

Follow-up
survey

“Food is the single strongest lever to optimize human
health and environmental sustainability on Earth”
EAT-Lancet Commission

Thank you!
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