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Food as an enabler of our welfare
• Food is an integral element of our lives. 
• Throughout the years, we have seen an improvement in the quality and diversity 

of food products
• Nonetheless, still there is a lot to improve especially in the context of 

sustainability 
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Environment Social / People Economy

Sustainability considerations



What does it mean to eat sustainably?

• EAT Lancet Commission report as basis
ü the global consumption of fruits, vegetables, nuts and

legumes should double; and
ü the consumption of food such as read meat and sugar

should fall by more than 50%
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The transition is urgent, but what does it take?
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• Crucial to understand the context, motivations, capabilities behind 
consumer behaviour
• Citizens reality as an important variable of the sustainability 

agenda and related action plans 
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Food consumption behaviours in Europe
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Why European consumers buy food the way they do?

Focus groups

UK Italy France Germany

Beef

Dairy

Salmon

Tomato

Bread

• In-depth desktop / literature review 
• Focus groups in 5 European countries: UK, Italy, France, Germany
• Product based approach: beef, dairy, salmon, tomato, bread 



Food consumption behaviours in Europe
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• Price is a key driver of food purchasing behaviours 

• Social context (norms, peer values / patterns) and individual or family habits have a 
considerable influence in food consumption behaviour also

• Health was identified as playing an increasingly important role in shaping food 
consumption behaviours. 

• Environmental awareness exists but is not at the top of consumers’ list, as other 
factors seem to take precedence 

• Sustainability trends are developing over time, including vegetarianism and 
veganism, local consumption and slow food movements, but have a limited impact in 
the mainstream food industry. It is important to foster ways to boost their scalability



Behavioural insights for more effective solutions
• Food consumption is a relatively complex group 

of behaviours
• Rational theory central to majority of action 

plans
üperfectly rational, calculative and optimising 
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Behavioural insights for more effective solutions
• Food consumption is a relatively complex group 

of behaviours
• Rational theory central to majority of action 

plans
üperfectly rational, calculative and optimising  

• However, is this consumers’ reality?
üsubject of limited rationality and incapable of 

accounting for all information 
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Behavioural insights for more effective solutions
• Reflected by the name, simplifying information tells us that for 

a more effective outcome consumers should be presented with 
a selected set of information instead of overloading them. 

• Similarly, framing information, speaks of the need to 
contextualise information towards consumers’ realities and 
value. Example given how does a particular event affects them 
as opposed to something distal from them. 

• Changing the physical environment is about shaping the 
environments where consumers make their purchases so 
consumers are guided towards more sustainable and healthy 
products. 

• Inspired by people’s tendency to follow the status quo, 
changing the default option speaks of making sustainable 
products the default one. 

• Making it normal relates to people’s tendency to be influenced 
by the peers that surround them and the social norms of the 
society they live in.  11



Behaviour change case studies 
• Empirical learnings from 3 behaviour change case studies 
• Conducted by our partner REWE International 
• Stay tuned for the next presentation! 
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From intention to action 

• Intention/attitudes ≠ action
• Multi-stakeholder 

recommendations / actions to 
support the shift towards more 
sustainable and healthy food 
consumption patterns 
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Choice environment

• Creating a favourable 
environment for sustainable 
food purchase to take place, 
often nudging consumers in a 
desired direction
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Choice expansion

• Increasing the number of 
sustainable options available, 
while keeping other options 
open 
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Choice editing

• Reviewing and editing out 
choice options considered 
unsustainable and unhealthy
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Beyond choice

• Systemic influencers on 
choice that go beyond the 
specific point and time of 
food purchase, but still impact 
citizens’ choices
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We are in this together!
The transdisciplinary character of food consumption behaviours
requires a similarly transdisciplinary approach when looking at
influencing behaviours towards more sustainable ones.
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The recommendations put forward from our work acknowledge this
attribute of food consumption and, accordingly, are built to ensure a
systems-based approach to changing it.
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We are in this together!
The transdisciplinary character of food consumption behaviours
requires a similarly transdisciplinary approach when looking at
influencing behaviours towards more sustainable ones.

The recommendations put forward from our work acknowledge this
attribute of food consumption and, accordingly, are built to ensure a
systems-based approach to changing it.

It is important to reinforce the need to account for the reality of
consumers’ thinking and behavioural patterns.
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Want to learn more?! - please have a look at the 
VALUMICS publications set on the project’s website
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https://vimeo.com/605486329



Staying in touch…Contact details:
Arlind Xhelili 
arlind.xhelili@scp-centre.org

This project has received funding from the 
European Union’s Horizon 2020 research and 
innovation programme under grant agreement 
No 727243

www.valumics.eu

http://valumics.eu/sign-up/

@ValumicsH2020
#VALUMICS

THANK YOU and Let’s Collaborate!

@VALUMICSH2020

valumics-h2020
#valumics
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