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Consumer Organisations 
	Topic
	Sub-theme
	Key themes
	Quotes

	Vision
‘I’ (person not the organisation)
‘I think’(unsure), 
‘food from the very start‘
Distribution process 
Production process
Supports local economies
Food waste
Affordable food
Food with no chemical
Not imported
Conservation of  land


	Ambiguous rationale of Sustainable Food Consumption (SFC) definition
Uncertainty 

	Lack of consensus in Sustainable Food Consumption definition (SFC)
	‘WRAP has a clear vision as an organisation…vision needs to look at how you see the future with you in it. And WRAP’s vision is very clear and it’s for a world in which resources are used sustainably ‘.(P.5, L.12)
We would be kind of focussing on the food waste aspect… but my kind of understanding is…sustainable food means that food from the very start, from the whole distribution process, how it is produced, how it’s distributed, how it’s disposed…that supports local economies and it’s about quality as well, it’s about health and safety…that supports sustainable lifestyles’. (P.8.,L.119)
‘So its food you know, it’s not going to damage the local environment, animals, plants life, etc but also it’s going to support local economies and support that will have social benefits’.  (P8., L.136)
‘I would think of erm…food choices that are available to you within your own lifestyle that erm…that you can afford to get and then I suppose in the broader term on text, sustainability erm…what impact, even environmental factors, what impacts the supply of food or even availability of it even locally’. (P.6., L.75)
‘We try and look at it from a number of perspectives ‘. (P.6.,L.84)
‘sustainable to the people we work with doesn’t mean a lot, I mean mostly, mostly I would say 70% of people we work with are working class just going out making a living, trying to keep a roof over their heads, educate their kids, retire; sustainable might be something to do with well…see I’m even questioning if that’s right…sustainable, I would say certainly  50 to 60% of people would have had some dinner that doesn’t have chemicals or  that maybe air miles or that it’s brought from wherever wouldn’t be that part but erm…doesn’t wreck the land maybe …’(P9., L190)

	Lack of understanding of the phrase
Consumers perceive it in a ‘personal’ way
More knowledge more clarity
Depending on your locality and influence
Financial constraints
‘not in your radar’

	Consumers perception on nutrition seasonal foods 
Consideration of  food from production to consumption
Sustainable diets 
Environmental issues such as food waste
Labelling
	Consumer perception of SFC, consumer organisations’ perspectives
	‘I think a lot of people wouldn’t understand that as a phrase, as a concept and I think just as a general communication I think we probably see things in a very personal light… (P5, L.36)
‘…It’s only when they start looking at it in more detail that they start understanding it. (P.5, L.43)
‘it depends on your background and your social economic situation as well your as your personal experience or what is available in your area or shops available in terms of where you buy your food’ (P.7., L.120)
‘when you work on a very low limited budget and very low income and maybe a lot of other things in your life that often happen in disadvantaged areas sustainability is just not in your radar, it’s more about what food you can get’. (P.6., L.126)
‘also food labels can be very confusing that you know if its advertised like you know fat or low sugar you think you are making good choices around that is available to you so…in terms of health literacy and understanding what you are actually consuming, it can be very confusing’. (P7., L.133)
‘. But they do like to grow, cook and eat local food but I couldn’t tell you more than that’. (P9.,L.202)

	Through training
Clear messaging
“least likely”
Current food waste shows lack of consistency in attitude and behavioural patterns
Current circumstances determine food choice
Cost determines food choice
Personality  determines food choice
	Consumers attitudes towards SFC
Consumers behaviour towards SFC
Correlation of behaviour and attitudes
Consumer motivational habits

	Consumers motivation, attitude and behavioural patterns in SFC
	‘It makes such a difference, there is a real light bulb moment and I’ve seen some of them when we deliver training or community based work that understanding of for example you can do something with leftovers….makes a significant impact and yes you can make sense of that information.’ (P5, L.225)
‘I’d say it’s down their list. I’d say they don’t… You know, you’ve got to find very good, simple messages, keep it really, really, simple like that and combine it with a whole lot of other things’, (P.9., L261,267)
‘I know in the Republic of Ireland they had a campaign on TV at one stage and it was called ‘The Power of One’. The Power of One, One, and it’s you the one person what it’s going to be if you turn off the light. So I think that’s a pretty good campaign and I don’t think they’ve had such a campaign here. Erm… I’ve had various people talk about that, I’ve heard the joke the power of one and it was definitely getting through’. (P9. L.261)
‘So, if we think of food as a resource, within that context of the vision statement, I think it is probably fair to say that we in the UK and globally are not using food sustainably…and to give you a scale of that worldwide, a 1/3rd of the food produced ends up being waste’. (P5.,L.15)
‘I think it could be to do with motivation, you know. People make a choice on what they are interested in, there are people who would understand perfectly well the messages and would be in a position to choose sustainable produce but it’s just not important to them… you may be motivated by other things. Because we were talking the other day that some work, I don’t know much about it but will look into it but something called future discounting that if you have very limited choices, very low income for example, then what makes sense is different, so it might make sense to live a very risky lifestyle you know gratification now because you might think that you are not going to have more money in the future so on that basis it doesn’t matter if you eat fast food every day because my long term health doesn’t matter because I might not be here’. (P.5., L.123)
‘I suppose it’s your perception as well, you know fresh fruit and veg is expensive so I suppose it’s about sourcing seasonal stuff’ (P.5., L.134)
‘No I think it depends on your circumstances, erm… whether your choices would be consistent or whether they would change. If the level of income and also family circumstances if, you know, like older people living alone probably wouldn’t make dinner for themselves or eat the same if they were in a family environment. (P.7.,L.278)
‘I think that’s absolutely true and it goes back into the sort of understanding of messages and motivation, … people might believe that choosing organic is a sustainable choice but not noticing that organic product is shipped from New Zealand or on the other hand …you know I would know instances where people who are vegetarian would say, ‘I’m vegetarian, I can have a 3 litre engine car and I can drive everywhere because I have done my bit’  you know so I think personality play into people’s choices a bit.’ (I’ve done my part for sustainability (P6.,L,284, 287)

	Progressive messages 
Love Food Hate Waste campaign
Progressive partnership with consumers and local authorities
Empowerment, 
‘there is work to do’ 
Continuity of consumer support
Encouraging knowledge
Value strategies
Educate policy makers
Engagement with consumers
Lobbying decision makers

Awareness campaigns
Working with food suppliers
Engaging with retailers
Community based training programme
Activities through play
Value for money messages through tools and apps
Distribution of surplus foods
Practical tips
Engagement within the community
Labelling literacy
Community cohesion
Love Food Hate Waste(LFHW)
Love Food Hate Waste Safe More (LFHWSM)
10 Cities campaign
Feed 5000
Health literacy program
Foraging
	Ways of supporting consumer in their understanding of SFC 
Continued development of SFC messages
Effective programmes implemented











	Communication programmes proposed and implemented to support consumers make sustainable food choices

	Yes and I think it’s really powerful point you make that the amount of food is wasted without a thought and yet there are people in the UK queuing up in food banks. The balance is out of balanced really and I think it’s something we need to look at.’ (P.5,L.209)
‘We have to make people, empower or enable them to understand that they can make a difference and every action counts and in a very positive way that the things like save more exercises they can make such an impact in peoples live’. (P.5, L.182)
‘So hopefully the Love Food Waste Campaign, this is a significant area is a significant area of our focus, we have made a difference and we need to continue with making that difference’. (P.5, L.193)
‘And I had mentioned earlier re-establishing the connection of value that helps as well. So there is work to do but we have made some positive steps really and we need to continue’.(P.5., L 264)
‘you know price would maybe be a factor for people and I think if there were better ways of allowing  and enabling people to think about this, there would be better understanding and it would be incorporated into their buying habits for lack of a better word’.(P9.,L. 221)
‘…so I think it’s about connecting people with local. The project is local, they feel valued, they feel they have a voice, two way conversation; it’s not a one way.  So we are trying to keep the project local in North Belfast and we are also going to educate the government. So we hope to be a model of good practice, the participants will tell the story. So we are hoping to do things in practical level, to do more cooking and engage people more in discussion but we also hope to advice and lobby decision makers to do things better in this area. Even if the number is small we think we can have a louder voice’. (P9.,L.247)
‘There is the campaign element which helps to bring this awareness but to make consumers make more sustainable choices’.(P.5, L46)
‘We work closely with retailer, manufactures, and brand owners…with supermarkets and people that actually manufacture food products and things like that’. (P.5, L49)
‘There is a game called left overs snakes and ladders which we play in a community setting which basically helps to get across the message of how to use up left-overs and forgotten foods’. (P.5, L115)
‘One of the messages we find that works quite powerfully is a value message. The actual monetary value message, where say it cost an average person £200 a year and that rises to £470 per year and for family with children it rises again’. ‘…we create tools and apps to try and help people, you know, targeted to different audiences…’ (P.5, L172)
‘But we only receive surplus that’s within its best before date and its five days within its best before date because that allows us to get the food into the depot and out to the charities. So those surpluses come from a whole range of things for example, erm packaging damages, incorrect, labelling promotional lines, seasonal lines…’ (P8, L158,164)
‘Cooking food, thinking about food has become a part of what we do so we set up a camp kitchen and we cook a lot of these produce that come from the garden there’.(P9.,L.103)
‘we are going to do interesting things around food and on cooking, on community and education and sustainability and we talk about the environment and we talk about sustainable food but its talks we have around tea and it’s the kind of stuff where you listen to each other and you don’t bring people around the classroom and tell them this is how you should do it’. (P9.,L.123)
‘A particular interesting project I worked on was the development of a community based training programme called love food hate waste save more and it was like a training pack.’ (P.5., L.108)
‘We are currently recruiting a 10 cities campaign, where we are focusing on 10cities within the UK and there are lots of activities going on to help the 10 cities reduce their food waste.
‘there’s a steering group meeting for that on the 3rd of September and I can feed back to you about what that’s about…this feed 5000 event to happen next spring… and I’m assuming that food sustainability would be a large part of that’. (P8., L 219 & 225)
‘So we are hoping to develop a baseliner, looking at peoples’ initial understanding of health literacy as they go through the program, does their knowledge increase, does their skills increase, do they have a better capacity to make informed decision around immediate health or long term health so while it won’t specifically erm… be around sustainable foods or be elements overlap into the program’. (P7.,L.179)
‘…so we go foraging for food, we’ve had elderberry champagne’. (P9.,L.125)

	‘Keeping the interest’
Relevance
Making the connection between food with climate change and the environment
Breaking community barriers
Health inequalities
	Challenges faced when putting forward sustainable food messages to consumer
Challenges in linking environmental and climate messages with  SFC messages

	Challenges of communicating SFC messages
	‘…our challenge would be to keep things interesting and relevant and making sure that people are aware. …we do have to make the link to the environment to climate change and that’s always a challenge to an organisation that needs to do that and to get it to the agenda and people to understand it’. (P.,5,L.252)
‘…areas like North Belfast which has suffered from a lot of deprivation is very poor and is a very divided community because of the troubles and more divided than any other part of the city. Erm… space is very much contested and I think community garden in North Belfast was not as easy task’. (P9.,L.28)
‘It’s really taking people on a journey, you know it’s not just food ending up in the bin, it’s also the resources that went into making it, the water, transportation, fuel, so being a waste of resources as well really is something that we need to look at as a message and how we put that across’. (P5.,L.261)
‘…we have had to deal with homophobia, racism, I mean you get a group of people together you get everything, it’s how you handle it and if you can use it for learning’. (P9.,L.148)
‘…bread is universal and bread is made too cheaply now. It’s sold cheaper than people bake, the ingredients and the cost of the oven it’s very expensive so we are disabling people actually from cooking; because its market driven, it’s the market that is driving a lot of these’.(P9.,L.236)

	Partnering for change 
Support  and provide resources
Introducing new initiatives
Sharing activities and responsibilities
Joint proposals
Working groups
‘working very well’
‘are we not already doing’     (duplication of programs)



	Working together in support of consumers understanding of SFC
Positive collaboration 
Collaboration challenges

	Collaboration among consumer organisations
	We work closely with retailer, manufactures, and brand owners…with supermarkets and people that actually manufacture food products and things like that’. The aim is to change the retailers’ environment or to change food consumption environment so it makes easier for consumers to reduce their waste’. (P5, L49)
‘…we work with retailers to help provide consumers with information that can help to reduce the amount of food that they waste. So if you look at the website you can see we work with lots of organisations, big and small familiar brands and unfamiliar brands. We also work with local authorities…grass root community groups…a whole range of stakeholders…’ (P.5, L234)
‘So it’s very much a partnership approach and we know the activities that we do the messages are based on evidence as well’. (P5, L273)
‘We differentiate ourselves from food banks …we provide charities which provide meals on site… so we‘re there to support the voluntary and community sector’.(P8, L.35)
‘We support 70 charities at the moment, about 35 of them are in Belfast, we’ve 10 charities in Derry City and the rest are in different places, for example, Ballymena, Cookstown and Armagh ‘. (P8.,L.56)
‘At the moment we have a joint proposal kind of thing but it hasn’t been okayed yet but if everything goes well, the Love Food Hate Waste will focus this year on the Coleraine Borough …’ (P8.,L195).
For the health literacy we have a working group made up of our partners and so there will be representatives from the Ulster University, Queens University, BHSCT, DOH, Belfast strategic partnership, … people are interested in it and really the benefits of it is about making changes in your health will have a huge impact on individual and the community. (P7., L.202)
At the minute the partnership is working very well and they are all very enthusiastic. . (P7., L.215)
‘Yeah, I think it’s fine because we’re… it’s very useful to understand what’s exactly happening in the sector, to understand’.(P8., L.259)
‘… collaborative work is great but it’s time consuming and financially there’s no incentive there, however, I think we have an obligation to work on this together irrespective of that’.(P8., L.276)
‘I suppose the challenges we might anticipate for the pilot project because it’s a new term, a new area of work, people might find it additional to what they are doing and might think well are we not already doing capacity building what’s the difference?’ (P7., L.216)
‘there’s also the responsibility of the healthcare professional that’s your GP or primary care to ensure that you understand so it’s about plain language’ (P5., L.222)
‘We’ve partnered with housing association and that’s proven to be a very productive partnership, erm…because we are looking at food stuff and food education and to be more specifically the kind of stuff you are talking about, so from seasonal food, so actually we are planning to do a lot of that…’ (P9.,L.230)

	*Food waste
*Food surplus
*Food poverty
* Food banks
	*Unequal distribution of food resulting to food crisis
*Perception of  food waste and surplus
	Unequal distribution of food
	‘well, waste and surplus I suppose are two different things, so we would, receive surplus food from the food industry and what we’ve learnt is that most of that surplus food doesn’t come from store level, it comes from the distribution centres, so it’s further up the chain.’ (P8, L. 144)
‘In the UK we waste 7 million tonnes of food per year and most per year and most of that and this is where I come in and we come in with the consumers’ aspect of that, most of that food could have been eaten’. ( P5,L.20)
‘…this is about food waste so we ask people ‘do you waste food at home?’ quite often their first response is no they don’t waste food or they waste very little and it’s only when they start looking at it in more detail that they start understanding it’. (P5, L.40)



P- Participant
L - Line




