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Why Sustainable Increased demand
50% by 2030 (IEA)

Lifestyles?

Food

Increased demand
50% by 2030 (FAO)

Water

Increased demand
30% by 2030 (IFPRI)



Sustainable
Lifestyles

Mission:

To foster the uptake of
sustainable lifestyles as the
common norm---. ensuring
their positive contribution to
addressing global challenges.




Embedding Change
in Homes and
Communities




UK Food Waste 2015 — post farm gate wrap
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Influencing citizens: strategy wrap

* Raising awareness of the issue
e Influencing customers habits

 Changing the retail environment



Detailed Household Evidence WraP

Avoidable food & drink
5.3 million tonnes (£12 bn)

o

Cooked, prepared or served
too much
2.2 million tonnes (£4.8 bn)

Left & unused
2.9 million tonnes (£6.7 bn)
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Key behaviours:



Influencing citizens: strategy

e Raising
awareness of
the i1ssue

054 9 ¢

olck: lethal threat «

'I(L\ '@

r
3
N

Britain's £13bn failure on
household food waste
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Influencing citizens: strategy

* Influencing habits
« Segmented

audiences
* Focussed
MEeSSages ’ |
 Targeted 4 L
Aapmmood dizcoverers SpoMcMoos creatives Pressured providers
CHSHNEEIN : et TR
* Sl forming their hobis * Willng to chonge *  Willing to change
* Credfors ond sharers of online *  Consumer: of online content *  Consumers of online content
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Influencing citizens: strategy WropP

 Targeting specific

behaviours:
* Planning
e Storage

 Perfect portions TET'S GHANGE THE WORLD
« Using leftovers OhE N R
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Influencing citizens: strategy

 Changing the retall

environment
 Extending shelf life

* Innovative packaging
* Promotions

e Labelling




More changes in store
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Influencing customers

UK Household food
waste:

1 million t/y savings
4 Mt GHG savings
$4.2 billion
80:1 Rol




Love Food Hate Waste around the world

S . Sustainability
\E p A i Y ~ Victoria

FOOD SMART RESEARCH AT WORK
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Do vou know the average Victorian household



THE LIVEWELL 2020 DIET THE CURRENT UK DIET
Fruit and vegetables Bread, rice, Our present eating habits and W r
{ potato,pasta  how they will need to change if

and other we are to adopt the Livewell diet

starchy foods Women Change

required
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Non-dairy
protein
(detailed below)
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Food and Milk and
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THE CLIMATE IMPACT

The relative contribution of different food
groups to greenhouse gas emmissions
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Other foods including alcohol SOURCE: WWF
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Conclusions eri

Encouraging Sustainable Lifestyles is key to delivering a sustainable future
Approach:

e Evidence & segmentation

e Motivate to act

« Make it as easy as possible

Messages need to be re—inforced by partners

Changing ingrained behaviour is difficult.

It can deliver an excellent return on investment






