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[bookmark: _Toc431216575]Abstract
Purpose - The aim of this research was to explore the communication methods and the contents of sustainable food consumption messages that consumers receive by assessing the perspectives of professional and consumer organisations.
Design/Methodology/Approach - This study used qualitative analysis to identify and gain information from eight professional and consumer organisations. Data was gathered by means of semi-structured interviews using in-depth interviewing technique.
Practical implications – This research provides evidence of the continuous development in communicating the issues surrounding food sustainability to consumers. This study suggests the need for a clear and universally acceptable definition of sustainable food consumption that will enhance consumers’ understanding of these messages that are understood as complex and confusing. It will encourage better collaboration among organisations and improve consumers’ consumption values.
Limitations – The non-probability sampling of the eight organisations suggests a lack of adequate results therefore the results cannot be theorised. Future research should explore the messages and communication tools used by organisations to communicate sustainable food consumption on a larger scale and using a different sampling approach.
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One of the most widely discussed aspects within the topic of sustainability seems to be that of sustainable food consumption (SFC), resulting in interest from the public, governments and the food industry (Vermeir and Verbeke, 2006; Owen, et. al., 2007; OECD, 2008; Salaue, 2010; BIO Intelligence Service, 2012 and Krystallis et. al., 2012). Former research into the areas of environmental and social aspects of sustainable consumption reach the unified conclusion that food consumption is stimulated through various influencing factors including consumers’ social norms, the perceived effectiveness of sustainable consumption and the availability of sustainable offers which influences the consumers’ purchase decisions (Vermeir and Verbeke, 2007). A report written for the Department for Environment Food and Rural Affairs (DEFRA) (2007) pointed out that food production has the number one impact on climate change which, according to the report results, makes up for nearly a third of the overall climate change impact.
Despite the progress in defining SFC, there is still no commonly agreed definition in academic literature or by professionals. Some definitions consider various terms including sustainable diets, food security and food systems (Masset, et. al, 2014; Reisch, et. al, 2013, Sustainable Development Commission (SDC), 2009). The British Dietetic Association (BDA) described a healthy sustainable diet as one that suggests a successful co-operation between public health and climate change but with a reduction of meat and dairy consumption products resulting in - better health outcomes and reduced Greenhouse emissions (BDA, 2013). This description aims at a more specific approach with an emphasis on the environment and product approach. In contrast, the Food and Agriculture Organisation (FAO) suggests a broader definition and understands sustainable diets to be a combination of the environment, nutrition and affordability dimensions (Masset, et. al., 2014). Furthermore, the BDA emphasises the need for professionals to engage with experts in setting up effective policies that would interlink - diet and lifestyle for good health, environment, culture and society; a similar conclusion has been reached by other scholars (BDA, 2012, Jones, et. al., 2012 and Feenstra, 2002). Whilst the collaboration seems to be an applauded solution, the challenge of consumers recognising the sustainable foods when made available and affordable remains (EEA, 2005). The UK Department of Environment, Food and Rural Affairs (DEFRA) definition of SFC is somewhat associated with the above descriptions and underlines five goals, namely: a diet which has lower environmental and social impact; less food wastage -; the consumption of certified fish; the switch to more seasonal and local foods; and an increase of assured food and drink consumption including Fairtrade projects (Owen, et. al., 2007).   
This research will explore the current methods used by professional and consumer organisations to communicate sustainable food consumption to consumers. Despite the above mentioned existence of various and often contrary definitions of the term, the aim and objectives of this dissertation build upon the definition of sustainable food consumption proposed by the Sustainable Development Commission (SDC). The commission defines SFC as sustenance that is safe, healthy and nutritious for consumption and providing an income to producers and distributors, whilst considering the biophysical, environmental and animal health and welfare and supporting the rural economy (Reisch et. al, 2013, pp.8).	Comment by McIntosh, Julie: The commission defines SFC as sustenance that is safe, healthy and nutritious for consumption and providing an income to producers and distributors, whilst considering the biophysical, environmental and animal health and welfare and supporting the rural economy (Reisch et. Al, 2013, pp.8). 
This definition appears to cover the entire spectrum of messages that communicate SFC from a consumer, producer, professional organisations and policy makers’ perspective. Additionally, it is the most commonly cited in academic literature and will therefore be employed as the main definition for the purpose of this dissertation (Reisch et. al., 2013; O’Hagan, 2010, UNEP, 2012).
Nearly twenty years after the sustainable consumption and production framework was introduced there is currently minimal progress in reaching the objectives which were set in Chapter 4 of the Agenda 21 by UNCED need name in full? for  ‘changing consumption pattern’. This is due to the ecological footprint of the global population increasing thus causing food consumption to become unsustainable. Regrettably, there seem- to be limited national policies and strategies that can bring change to this unsustainability (United Nations Department of Economic and Social Affairs (UNDESA), 2012). Some projects and policies on the communication of sustainable food consumption have been implemented by the UK government and by private bodies. DEFRA, for example, has been at the forefront in supporting a sustainable framework in order to advise the government on the possible solutions and approaches to sustainable consumption. The first Northern Ireland sustainable consumption and production strategy was developed in 2006 and one of its main objectives was to minimise the unsustainable impacts of consumption by working with the Food Standard Agency (FSA) and other partners to promote healthy eating. The FSA carried out further research to investigate how consumers and health professionals in Northern Ireland understand healthy eating messages (FSA, 2012). Results revealed barriers that needed to be overcome in order for consumers to eat a more balanced diet. The barriers included the fact that consumers perceive the communicated messages as contradicting and conflicting in relation to the nutritional value of foods. Interestingly, consumers suggested that they would most likely trust a health professional and the government with regard to healthy eating messages (FSA, 2012). Furthermore, the government implemented a ten year public health strategy programme aiming to improve the overall health standard and reduce health inequalities within the population. Its objectives focused more on the determinants of health, however its overall achievement would only be met if there was a multi-sector partnership including the district councils and social partners (Department of Health, Social Services and Public Safety, 2014). An example in support of the Northern Ireland SDC ‘Everyone’s Involved’,  is the successful Carrickfergus Borough Council allotment initiative which promoted the production of low cost fresh food, encouraged healthy recreational activities, maintained and developed new food production skills, improved community social skills and increased partnership between the local community and the council (Carrickfergus Borough Council, 2008). Northern Ireland farming markets also continue to grow in number and variety of products, - including a noticeable increase in organically produced goods and schemes as well as training and advice programmes (Northern Ireland Environmental Link, (NIEL) (2008). However there seem to be no recorded figures for these findings. 
Whilst the above strategies and policies are essential for the communication of sustainable food consumption, it is crucial to understand how consumers make choices. An individual’s consumption patterns are shaped by their needs, abilities and opportunities and by the social groups they identify with. The consumption opportunity is also shaped largely by the producers of goods, which services they supply and how these are advertised. Health communication is therefore noted to be achievable within a team-oriented approach (Schiavo, 2007). Advertising and marketing generally influence the needs of a consumer on a sub-conscious level. The concept of sustainable food consumption is therefore about understanding human behaviour in terms of their consumption and identifying what messages prompt consumption. Some key determinants towards successful communication of sustainable food consumption, such as, improved education on the health benefits of sustainable diets and information on food choices by stakeholders involved with sustainable food chains are suggested (Vermeir and Verbeke, 2006; Masset, et. al, 2014; Lairon, 2010; O’Hagan 2010). In order to communicate the required messages to the consumers, it is thus vital to understand how the communication and different messages are currently perceived. Therefore, the aim of this research is to explore both the content and the communication methods of SFC messages to consumers, from the professional and consumer organisation perspectives. The research will provide insights into the messages received by consumers and their content and the communication methods used which will aid professional and consumer organisations’ understanding of how sustainable food consumption methods are perceived. It will also explore communication methods professional and consumer- organisations currently employ to deliver information on sustainable foods to consumers and consequently provide recommendations on how to effectively communicate this information to consumers. 



[bookmark: _Toc431216578]2. Literature review
[bookmark: _Toc431216579]2.1 Communicating health and its messages
Since communication is a two way interaction between the sender and receiver of a message, it consequently plays an essential role in improving and promoting health. The definition of health communication can be contrasting depending on its multidisciplinary nature; however it plays a role in influencing and supporting individuals, communities, professionals or policymakers in adopting and implementing behaviour or social change in order to improve health (Schiavo, 2007).  Likewise, Suresh (2011) defines health communication as ‘an enabler of individual and social levels change to achieve established development goals including health’ (cited in Corcoran, pp.5). Recent findings indicate the health communication process is multi-directional with an emphasis on a bottom-up and horizontal approach rather than relying on expert-led approaches (top-down), making it to be a collaborative role. In this collaboration, the process is not completed without the receiver of the message (consumer) taking an active role in the process. 

A new model of communication, adapted from Thackeray and Neiger (2009)
Edited by Corcoran, 2013, pp.7 (Fig.1)
Regarding the messages there are a number of channels used to communicate health to the intended audiences depending on their needs, priorities and accessibility. The channels may include mass media channels, interpersonal channels, community channels and organisational channels (Shiavo, 2007 and Corcoran, 2013). These channels can be combined when delivering messages to the target audience. A consultation led by the UK department of health (DH) (2004) suggested that consumers are nowadays taking an interest in health therefore making it easier for health promoters to share information in the view of achieving greater results. However, one of the drawbacks of health messages appears to be the fact that they can sometimes be ‘inconsistent, uncoordinated and out of step’ with the way consumers live their lives (pp.21). A study that examined health messages in food advertising in South Korean television focused on exploring health claim types and the goals of the messages. One of their findings suggested that when promoting health messages to vulnerable consumers, such as children and adolescents, there need to be guidelines applied to avoid any misleading messages. It was therefore noted that to receive the positive results required in any health message campaign, one needs to apply theories and frameworks whilst planning, evaluating and managing the messages to the target audience (Moon, 2013). This finding has been applauded by other researches in the health communication field (Silk, et al., 2009; Romo, 2012). Interestingly, Abraham and Kools (2012) noted that for any behaviour change to occur as a result of a health promotion campaign a theoretical framework based on previous research and elicitation research needs to be identified. Therefore ‘finding out what the target audience already knows, thinks and is able to do through elicitation research is crucial to designing effective persuasive text’ ( pp.97). Nevertheless, using a theory-based approach can be unfavourable if it only focuses on an individual perspective and can also be construed as unrealistic if it focuses on all aspects of a model.
When communicating health, theories are seen to be essential for planning, implementing and evaluating interventions (Corcoran, 2013). The theories and models familiar in health communication that are subsequently applauded in health promotion include the health belief model (HBM), social cognitive theory (SCT), the theory of planned behaviour (TPB) and the trans-theoretical model. The health belief model assumes that engagement in health behaviour requires the awareness of health risks and the perception that the behaviour change outweighs those risks (Schiavo, 2007). It therefore presumes that knowledge is important but it is not the only factor influencing behavioural change.  Social cognitive theory (SCT) and theory of planned behaviour (TPB) are presumed to be cognitive theories with sets of beliefs tending to predict behaviour. The SCT was developed by Albert Bandura in 1986 where he noted the theory’s central influence on behaviour to be the social environment therefore ruling out personal characteristics as the main influencer. Although according to DiClemente, et al., (2013) a change in behaviour can be achieved if divided into measurable and achievable goals, since ‘goal attainment is strongly affected by supporting and impeding factors in one’s environment’ (pp.185). The trans-theoretical model, also known as the stages of change model, suggests that an individual goes through a process from the pre-contemplation stage to the maintenance stage of the change (Prochaska and Vellicer, 1997; cited in Schiavo, 2007). It further assumes that an individual may start at any stage or move from one stage to another. All theories can therefore be utilised effectively in communicating health and therefore researchers need to investigate their topic thoroughly before choosing a model for a project (Corcoran, 2013).

[bookmark: _Toc431216580]2.2 Sustainable development
In general, sustainability is everything that we need for our survival and well-being, whether socially, economically or environmentally. Sustainable development, a term commonly used, was introduced by Brundtland in 1987 when he described it as ‘the development which meets the needs of the present without compromising the ability of future generations to meet their own needs’ (Mackey, 2012 pp. 9). According to this definition, sustainable development is therefore finding the balance between the human needs and yet preserving the natural resources for future generations. However, whilst sustainable development appears to be indispensable for everyone, it may be described differently in other cultures thus making it contradictory in its approaches (Redclift 2000). A similar notion is that of Baker (2006) who pointed out that by adding development to the notion of sustainability changes, the focus shifts from ecological to societal and thus makes sustainable development a continuous process and not a static structure. The United Nations Population Fund (UNFPA, 2015) estimates the world’s population to be 7 billion and likely to increase to 9 billion by 2050. At the same time, the demand for diminishing natural resources is growing and the income gaps are widening. As such, sustainable development is about seeking betters ways of doing things for the future and the present without changing quality of life (Lang, et al, 2011).
Brundtland proposed various ways to achieve sustainable development, which lead to the formulation of sustainable development principles that were first introduced in Rio de Janeiro at the 1992 United Nations Conference on Environment and Development (UNCED) (commonly called the Earth Summit), a programme of action for global sustainable development. The  main goals of the agenda were to improve the standard of living of those in need, to better manage and protect the ecosystem and to secure a more prosperous future for all (UNDESA, 2012). A review of the principles addressed at the conference indicates a lack of a clarity and conciseness in the summary of these principles which would aid the development of meaningful actions in practice, a critical need in furthering the sustainable development work. A further conference was held in 2012 to pursue the sustainable development agendas that were yet to be met.  In this conference, the Member States agreed to have an inclusive and transparent process for sustainable development that would be open to all stakeholders and also to promote action-oriented, concise and easily communicated goals that would be globally understood and implemented (United Nations, 2012).
Since the formation of sustainable development, technology has helped in the observation of the earth’s changing processes. The commission of sustainable development (CSD) has developed indicators that measure the progress of sustainable development in communities around the world. However a major obstacle remains in the fact that not all countries have the resources needed for comprehensive data collection (Bell and Cheung, 2009). Moreover, there is an increasing need for science to be applied, supporting sustainable development by evaluating the environment, identifying its problems and finding solutions. Interestingly, Filho (2000) noted the need for policy makers to view food as ‘a unique class of commodity and adopt a broad view of food that goes far beyond narrow perspectives of nutrition, economics and food security’ (pp.10). Food is therefore fundamental not only for survival but also for mental and physical development.

[bookmark: _Toc431216581]2.3 Sustainable development in UK, Ireland and Northern Ireland
The UK government responded with its first national sustainable development strategy soon after the Rio summit and later a more refined understanding of sustainable development emerged, with the government identifying some priorities including sustainable consumption and production among others (Blewitt, 2008). During the Earth summit, it was agreed that the best starting point for the achievement of the sustainable development would be at the local level. The UK Governments’ vision for the sustainable development is therefore based on four objectives namely; the social progress that recognises the needs of everyone, the effective protection of the environment, the economical use of natural resources whilst maintaining |the| high and stable levels of economic growth and development  (Department for Environment, Food and Rural Affairs) (DEFRA, 2005).
With the 2012 national debt crisis in Ireland, their economic situation changed drastically and therefore the existing development structures were insufficiently robust to withstand the pressure. Despite this crisis, some of the sustainable development initiatives in place including the National Waste Prevention Programme (NWPP), an action plan on green public procurement, the market development for waste resources and support for green business strategies (sustainable development Ireland, 2014). Moreover, almost 700 projects were funded under the local Agenda 21 for the Environmental Partnership Fund (EPF) which aids |in the| sustainable development.

Furthermore, a Northern Ireland specific 2011-2014 sustainable development strategy, ‘Everyone’s Involved’, was published focusing on the economic development and the sustainability of Northern Ireland’s economy (Mackey, 2012). This was supported by an implementation plan, which contained actions from each of the government departments and the local government to enable collaboration and a consistent approach across the sector; a similar view as that of the earth summit for sustainable development to be implemented at a local level. The strategy was based on six priority areas of action. Interestingly, priority area three partially surmised the definition of sustainable food consumption in that it encouraged positive progress in quality of life for everyone. Similar to this, the ‘Incredible Edible’ Cloughmills scheme aimed at encouraging people to grow their own fruits and vegetables as well as addressing the way they use food and ways to decrease waste (Mackey, 2012). Moreover, in 2008, a five year strategy was drawn up by Carrickfergus Borough Council (CBC), where its main focus was to provide and promote allotment gardening, making them the largest allotment provider in Ireland. The purpose of the strategy was to contribute to the borough’s sustainability by providing health, social, economic and environmental benefits, including physical and mental well-being (CBC, 2008). Although this is a similar view to that of other researchers, there seems to be no documented evaluation to appraise their strategy. Similarly, the Northern Ireland Regional Food programme (NIRFP) is another example of a local sustainable development initiative, funded by the Department of Agriculture and Rural Development, 2015). Its main aim is to promote quality regional food from Northern Ireland and to help increase consumption of locally produced food by providing financial support to initiatives such as regional fairs and exhibitions, information programmes, seminars or workshops and award ceremonies. The current food promotion initiatives supported by the NIRFP programme are implemented to educate the general public on their food heritage, such as, the Belfast Restaurant Week, NI Potato Festival, and the Craigavon Food and Drink Forum. Despite such justifiable initiatives, there seems to be no documented evaluation of the programmes which would be essential for future development. Consumer reviews have also not been documented to show any evidence that they have embraced such initiatives. 



[bookmark: _Toc431216582]2.4 Sustainable food consumption (SFC)
Food is essential to life since it provides nourishment, forms an important part of cultural identity and plays a role in both the economy and environment (European Commission, 2014). One definition that sums up sustainable food consumption is that of the Food and Agriculture Organisation (FAO), which describes it as a sustainable diet; a ‘nutritious balanced diet that promotes a decrease in its environmental impact, while preserving the local natural resources, bio-cultural diversity, and health for the present future generations’ (Torres, 2013, pp.131). Despite such an elaborate definition there is still a lack of understanding of what is a good diet in the 21st century without threatening its determinants. As such, if one determinant changes its process, it affects other determinants which therefore change the sustainability of a diet (Johnston, 2014). Therefore, sustainable food takes into account the environmental, health, social (cultural) and economic aspects. Regarding the environment, for example, meat production is proposed to be a high contributor of greenhouse gases (GHGs) from animals and manure as opposed to plant-based foods (Massett, et al., 2014). There is an increase in industrialised animal production with the growth of population and high demands of income and therefore new initiatives need to be sourced to reduce these environmental pressures. Policy makers, however, seem reluctant to implement strategies that suggest ‘eating less meat’ without putting healthy nutrition into jeopardy. Yet the suggestion is that meat and dairy products are a good source of protein, vitamins and minerals for human health (UK Department of Health, 2014, cited in Clonan, et al., 2015). Furthermore, over-consumption of red and processed meat is suggested to increase non-communicable diseases such as heart disease and diabetes. Interestingly,  research investigating meat consumption behaviours by exploring perceived impacts for human health, animal welfare and the environment concluded that  human health and animal welfare encouraged consumers more to avoid red and processed meat than the environmental sustainability factor. Synergy among policy makers, nutritionists and health professionals was also seen as a way forward in increasing public awareness of such foods when creating dietary guidelines (Clonan et al., 2015). According to Reisch, et al., (2013) explicit policies for both sustainable consumption and food consumption are notably uncommon with the governments tending to offer consumer information that is light-hearted so as to not contradict with the European law policies.

The traditional Mediterranean diet is commonly modelled for its nutritional values including its diversity, seasonality, freshness and culture. It consists of mainly plant based foods without compromising a smaller proportion of meat. Moreover, meat production tends to have a higher environmental impact than fruit and vegetable production due to the method of production such as extensive animal grazing (Padilla, et al., 2012). The Barilla Centre for Food and Nutrition in Italy created ‘The Double Food – Environmental Pyramid Model’ which focussed on the environmental impact that resulted from the production, distribution and consumption of food.




(Double Pyramid: Healthy food for people, sustainable food for the planet)
(pp.14) (Fig.2)[image: C:\Users\My PC\Documents\Dissertation folder\piramide-img-en.png]
The environmental pyramid measured the impact of foods already present in the more traditional food pyramids on the environment. When this pyramid was placed alongside the food pyramid, it concluded that the food highly recommended for consumption has a lower environmental impact, such as fruit and vegetables; whilst the food less highly recommended has a greater environmental impact, such as beef and poultry. This implies that the environmentally friendly foods are seen to be healthier (Barilla Centre, 2010). However Masset et al., (2014) argue that such theoretical dietary patterns seldom consider the cultural, nutritional and cost analysis. They propose in order ‘to identify food combinations that could combine all sustainability dimensions, data on individual foods are needed’ (pp. 863). When such data was considered within the French diet, such as the GHG emission, air acidification, price per Kcal, price, nutritional quality and fresh water eutrophication, Masset,et al., (2014) found that the foods which had a high environmental impact were low in nutrition and were highly priced although not compatible with the energy level and price per Kcal. However, they noted that such analyses needed to be applied cautiously. Contrary to these findings, Capone et al., (2014) argued that the current Mediterranean food consumption and production patterns are no longer seen as sustainable. Due to the change in the dietary patterns, some Mediterranean countries such as those in the Southern and Eastern parts have had an increase in obesity and overweight rates. For a shift towards better food systems in these regions, Capone et. al., (2014) suggested a development of a set of comprehensive, coherent integrated and holistic policies with the regional governance structures input; a concept welcomed by many researchers (Clonan et al., 2015, Filho, 2000). Similarly, Keaney (2010) suggests a development of food policies that include agricultural and health sectors which would ultimately support agriculture, human health and the environment.

Food consumption can be influenced by factors such as food availability, food accessibility and food choice (Kearney, 2010; Owen, et al., 2007). A research conducted for DEFRA on public understanding of sustainable consumption of food indicates that consumers do not consciously think of sustainable consumption and production of food when purchasing food (Owen, et al., 2007). This research also notes that the majority of the participants associate sustainable food consumption with eating more fresh foods which are seasonal quality produce whilst others perceive cost as a link to eating a sustainable diet associated with wasting less food. Interestingly, the geographical location of the participants indicates that those in the rural areas were more willing to adopt to change in their eating behaviour |more so| than those in the urban areas, perhaps due to the accessibility of local seasonal foods and being closer to food production. Further research, however, would be required to explore individual behaviour goals rather than a collective approach. 

Notably, much of the food produced by farmers in the western world goes through the processed food sector and therefore limits its nutritional value. According to Drummond (2014) ‘the majority of food we eat does not represent the food that the farmer grows’ (pp. 2). It is therefore difficult for farmers to act on the food process solely unless there is a combined effort of other professionals, retailers and consumers to eradicate health related diseases. Some immediate changes that can provide support to farmers are educating students in agricultural colleges on food nutrition and by encouraging farmers to engage with the general public by organising open farm days and connecting with the local community around food (Drummond, 2014). It is essential for the farming community to get closer to the market, for example, by joining schemes such as Linking Environment and Farming (LEAF) Marque. This scheme started in the UK in 2000 and is an environmental assurance system that recognises sustainably farmed produce. Any farm produce (livestock or crops) with the LEAF Marque logo on its packaging indicates that the product has been produced by farmers whilst caring for the environment (LEAF, 2015). Despite this, the question still remains as to how consumers will understand sustainable foods and how this can be communicated effectively.




[bookmark: _Toc431216583]2.5 Communication of sustainable foods
[image: ]In the UK and Ireland, various policies have been put in place to help consumers have a clear understanding of sustainable diet. The Food Standard Agency (FSA) launched a visual tool ‘Eat Well Plate’ which was produced following a consultation with consumers and health professionals.



(Extracted from; FSA website, 2010) (Fig.3)





Its main purpose was to show the types and proportions of foods that make up a recommended balanced and healthy diet (FSA, 2010). This model was designed to show anyone above the age of two in any capacity of health and dietary requirement and all ethnicity how much of food intake should come from each food group. Prior to this campaign was the Food Pyramid campaign which was perceived as more consumer-friendly than the ‘Eat Well Plate’ by academics. On the contrary, according to some academics, its knife –and fork design appears to suggest that the plate represents each meal (Public Health, 2015). Other considerations included the need to specify the foods and drinks that provide specific oils that are essential for healthy diets without including foods that have negative health benefits such as cola, cake and chocolate with the assumption that they are of importance to a healthy diet. Furthermore; ‘healthier diet’ is a term that academics prefer to ‘balanced diet’ although there seems to be no clarification as to why this is the case. Interestingly the view of the industry contributors is different in that they recommend images of the foods with a dietary fat guidance for the consumers. With regards to the opinion of voluntary sectors, ‘portions sizes should be developed to accompany different food group segments’ (Public Health, England, 2015, pp 6). In the UK, there seems to be a lack of consumer understanding on what constitutes the right portion size for consumption, seemingly, the government’s last review on the food portion size policy was in 1993. Although the eat well plate was initiated to help consumers get the right balance of a healthy diet, it seems to have failed in educating consumers on the environmental aspect of food groups represented in each section and the cost effectiveness of a healthy diet (Harland et. al., 2012). According to DEFRA’s analysis on the ‘eat well plate’, the proportion of the consumption of plant foods was lower than recommended (DEFRA, 2001 cited in Harland et al., 2012). There is therefore a need to link government policies with nutrition, food, environmental, health and social cohesion policies. These differences of opinion from the academics, the food industry and the policy makers show an imbalance in the food sustainability issues therefore causing more confusion to the consumers’ food consumption habits.

In the UK, there seems to be an increase in the promotion of healthy eating among children in primary school settings with practical approaches (Jones et. al., 2012, Department of Health (DH), 2013). It is suggested that ‘less is known about the potential for strategies that integrate approaches through a focus on food sustainability issues’ (Jones, et al., 2004, pp.448). This can be the promotion and education of foods that are local, seasonal, fair trade and organic |foods|.  In research for food sustainability education within English primary schools, Jones, et al., (2012) noted the need for collaboration between the kitchen and the school garden for ‘greater visibility’. Furthermore, they noted the complexity between the theories for messages on food sustainability and messages on nutrition. With regards to media, it is almost the norm for health officials to turn to the mass media when effective change is needed on a national scale.  However, without a careful choice of relevant theory or research jeopardises the results (Hornik and Kelly, 2007). Moreover, dietary campaigns can be complex as some may aim at various goals when considering factors such as age, body mass index (BMI) or one’s activity levels. Some campaigns that observe similar goals, however, may consider different strategies that would be more effective, such as weight loss campaigns (Hornik and Kelly, 2007). 
Therefore the need for conducting primary research is justified by the review of the existing literature and especially with a high percentage of professionals and academics stating the need for collaboration from both professional and consumer organisations. 
Acknowledging that the messaging of sustainable food consumption can only be effective if both professional and consumer organisations share the same beliefs, knowledge and objectives to correctly send the right messages to consumers is crucial in order to avoid  failure of communicating these messages. However, specific research into the understandings and perceptions of both professional and consumer organisations is scarce. This research aims to explore both the content and the communication methods of SFC messages to consumers, from the professional and consumer organisation perspectives and provide recommendations on how to improve future communication strategies on sustainable food consumption to consumers. 

The following objectives were articulated for this study:  
Objectives:
· To explore the information on sustainable foods that professional organisations wish consumers to receive.
· To explore the information on sustainable foods that consumer organisations provide to consumers.
· To explore what communication methods professional and consumer organisations currently employ to deliver information on sustainable foods to consumers.
· To provide recommendations to professional and consumer organisations on how to effectively communicate on sustainable foods to consumers.





[bookmark: _Toc431216584]3. Methodology
This research aimed at exploring the content and the communication methods of sustainable food consumption (SFC) messages to consumers from the perspective of professional and consumer organisations. A qualitative analysis approach was employed in order to gain insight into the messages consumers receive and the communication methods used to provide knowledge and increase the understanding of sustainable food and its consumption. 
The decision to employ qualitative analysis methods in this research has been due to evidence from previous research that revealed limited work that has been done in analysing the outlook on SFC the perspective of organisations that deal with consumers regularly, thus filling this gap. The qualitative research approach is useful for understanding complex issues whilst analysing the participants’ views as well as understanding the social interactions among people including their norms and values (Hennink, et al., 2013). Qualitative analysis therefore does not quantify its findings but rather gains a detailed understanding of the underlying issues, beliefs and motives. Thus qualitative research can consider the social and political aspects of the research (Green and Thorogood, 2004).
 The research project received approval from the Postgraduate Risk and Ethics Committee School of Communication, University of Ulster (see appendix 1).



[bookmark: _Toc431216585]3.1 Participants and Sample Size
Two sets of participants were identified; professional organisations and consumer organisations. Professional organisations were those who sought to implement strategies in the sustainable food industry and are responsible in setting up policies. The consumer organisations were mainly non-profit organisations that safeguarded and promoted the general issues of consumers when they use goods and services (European Medicines Agency, 2004).The professional organisation participants were; two voluntary organisations, one charity organisations and one from the local government. There was only one male from this group of participants, which was not of any disadvantage as the research did not consider gender. The consumer organisations participants included one non-profit organisation and three charitable organisations.  One of the organisations requested to having 2 participants to take part in the research. This was due to the fact that the organisations were starting up a health literacy program that would tackle issues on food sustainability. All the participants were female. The participants for this research were chosen through using snowballing and formal network techniques simultaneously. Snowballing is a technique where initially a small group of interviewees are sampled (Bergs, 2009). Consequently, participants for this research were identified according to their organisations involvement in food sustainability, which was evident in their websites. Since collaboration of organisations was another area of focus in this research, formal network technique was considered. The interviewer attended two advisory network meetings from which it provided an opportunity to recruit other participants with the permission of the organisation hosting it (Hennink et al., 2011).
[bookmark: _Toc431216586]3.2 Recruitment
In order to ensure feasibility of the study, the first step was to study and analyse the websites of potential participants. This process is known as a pilot study and is noted to be essential in developing and testing how adequate a research instrument can be whilst assessing its viability (Polit et al., 2001). However, it is essential to note that this cannot guarantee success for any given research. Once the participants were identified, a detailed email was sent to them and which included; interviewers’ description, the purpose of the study, details as to why the organisation appeared suited for the research as well as an information sheet with details of the process.  Interviews were thereafter scheduled with dates and locations finalised over telephone call and a consent form was also copied in the email.  Although some organisations were identified during the pilot study, the first interviewee gave details of further prospective organisations within their social network that could be viable candidates for the research. Thus, the formal network strategy was implemented at this stage with the interviewer being invited by the first participant to attend an advisory meeting at their office. Although this is noted as time consuming, it was beneficial for gathering information from experts in the field on SFC as well as recruiting further potential participants for the research ( Hennink, et al., 2011).

[bookmark: _Toc431216587]3.3 Measurement Tool
Data collection involved direct interaction with participants in their own locations. Not only did this enable participants to feel comfortable in their own surroundings but they were also accessible for the interviewer. Semi-structured interviews were conducted with questions prepared in advance to ensure structure and guidance during the interview process (Hennink et al., 2013). The questions were open-ended based on the topic of sustainable food consumption. This enabled more opportunity for discussion from both the participants and the interviewer (Mason, 2002). Conducting interviews for a research is seen as a laborious task during the interview process and the analysis process. However the interviewer gains exclusive, rich and inexhaustible data. Whilst it relies on a small number of participants, the researcher still receives new information and may no longer rely on their pre-determined assumption (Griffin, 1994). Furthermore, qualitative research is designed to be illustrative and not statistical.
Two different questionnaires were prepared, one tailored for the professional organisations and another one for consumer organisations (see appendix 4 and 5 for a copy of both interview questions).  All questions were open-ended so as to gain additional information and to evaluate the participants’ level of knowledge and understanding of SFC. Furthermore, Kendall and Kendall (2002) noted that open-ended questions allow the interviewee to respond in their own way and therefore can be seen as beneficial for an interviewer as answers to open-ended questions tend to offer more richness of details. The questions were structured in three stages, commencing with more general; open-ended, middle-intermediate and with an ending question (Charmaz, 2002). However in the course of the interviews these questions overlapped between the three stages. Question 1, an introduction question, was similar for both organisations and it asked participants to provide information on their understanding of SFC as an organisation. Although question 2 was phrased differently for both organisations, it sought to envision the participants understanding of their audiences’ perception of SFC. Probing was applied during the interviews to allow the participant to explain their comments in further detail. This enabled the interviewer to get more information that they may have overlooked or misinterpreted during their research. Questions 3, 4 and 5 addressed the same issue for both organisations and were the main research questions of each interview; focusing on the messages offered to consumers on sustainable foods; the type of communication mechanisms used to deliver this information and how the organisations collaborate with other like-minded organisations. Both organisation types were asked in questions 6 and 9 which challenges they faced when aiming to offer information and communication. Question 7 and 8 looked into what Bryman (2012) described as ‘seeing through the eyes’ of the interviewees on their perception of consumers behaviours regarding SFC and also the interviewees perception on this outlook. This is significant in giving the researcher a greater insight in understanding how SFC is currently viewed. Question 9 for the consumer organisations was to explore reasons that determined whether a consumer felt they can make a change in SFC the organisations. This question also enabled the interviewer to view how well the consumer was known by the organisations. The final question gave the interviewees a chance to give any information that they felt they needed to add. 

[bookmark: _Toc431216588]3.4 Procedure
All the interviews were held in the participants’ offices which had already been set up by the interviewees. The consent form previously issued to the interviewees was signed and they were also reminded that they were free to withdraw at any time without having to give any reason and without their rights being affected. Two good quality audio recorders were used during the interviews to assist with the transcription process thereafter. Moreover, it was important to take notes in the course of the interview in case of the recorders failed, but without losing the focus of the interviewee. Since transcribing can be time consuming, sufficient time for this procedure was considered. It was essential for the interviewer to transcribe interviews themselves in order to bring them closer to the data and to enable critical evaluation of the data (Bryman, 2008). 

[bookmark: _Toc431216589]3.4 Methods of data analysis
[bookmark: _Toc431216590]3.4.1 Thematic analysis
Once the qualitative data is transcribed, it will then be analysed thematically in order to identify and analyse themes and issues from the interviews. Qualitative analysis as Ely, et al., (1997) notes, is a recursive process and therefore in this research the transcript will be read and re-read again whilst noting down the initial ideas without rushing the process. A coding table will then be created and will be divided into four sections namely; topics, sub-themes, key themes and quotes from the interviewees. The themes will be created from the data that relates to the research question and identified at a sematic level. As such themes will be ‘internally coherent, consistent and distinctive’ (Braun and Clarke, 2006, pp.36). The interviewer will search for the similarities and contrasts from what they will analyse from the transcripts whilst referring to the previous literature review so as to gain broader analysis and implication (Braun and Clarke, 2006). Afterwards the second phase will involve the production of codes from the data where this identifies the data that was relevant for the research. These codes were then divided into themes and sub- themes which were interpreted from the data. Themes can be as many as possible as long as they add value to the research.

[bookmark: _Toc431216591]3.5 Ethical issues
There were no likely risks to either the physical or mental conditions of the participants. However, the participating organisations were issued a written consent form based upon written and verbal information provided by the researcher. The participants were provided with standard written information on the study, data protection and right of withdrawal. Due to the need for analyses, the interviews were recorded and this was explicitly mentioned in the initial emailed interview request.






[bookmark: _Toc431216592]4. Findings
This research investigated the content and the communication methods of sustainable food consumption (SFC) messages to consumers, from the professional and consumer organisation perspectives. This was achieved by interviewing representatives from four professional and four consumer organisations. Findings are presented separately for the professional and consumer organisations. Interviews were transcribed and analysed using thematic analysis method (see Appendix A and B for coding tables).

[bookmark: _Toc431216593]4.1 Professional Organisations
[bookmark: _Toc431216594]4.1.1.	Demographics of participants
Four participants from different professional organisations participated in this study. Three organisations (P1, P2, P3) were invited and then volunteered to participate in the research. They were from the voluntary and charitable sectors and one (P4) from the local government body.  From the four interviewees, one (P3) was male while the other three were females.  Table 1 outlines the demographics and ID of the four participants. 





Table 1: Demographics and ID for the four participants
	
Participant ID
	
	
Demographics

	
	Age
	Gender
	Job Title
	Sector

	P1
	40+
	Female
	Co-ordinator 
	Voluntary

	P2
	30+
	Female
	Project Co-ordinator
	Voluntary

	P3
	50+
	Male
	Executive Director
	Charitable 

	P4
	50+
	Female
	Sustainable Development Manager
	Local Government body



In exploring the research question, five main themes were identified:
Theme 1: Lack of consensus in Sustainable Food Consumption (SFC) definition
There was a consensus from all four participants in the findings to suggest that the definition of SFC is still vague among professional organisations as the provided definitions were redundant and unspecific. Regarding the understanding of SFC, all the participants’ definitions of the term differed hugely (see appendix 1).  One participant (P2) appeared to focus on the food aspect which became obvious with the incorporation of various principles interrelated to sustainable foods such as affordability, the diet’s quality and nutritional value:
 ‘the ability of people to access an affordable, quality, nutritious and quality diet… and also the importance for the social engagement and participation’ (P2).
The only concurring terms used by participants to define SFC were ‘local’ and ‘seasonal’ by two participants (P1 and P4). However, one participant (P1) pointed out that mentioning the terms sustainable food consumption swerved the purpose of enabling the consumer to understand it therefore they refrain from using jargon in their definition. 
 Another participant (P4) introduced the terms ‘food waste’, ‘fair trade’ and ‘ethical consumption’ as a way of defining SFC. Similarly, P1 also noted the term ‘organic’ in their definition but as a term used sparingly since they consider organic to be expensive and inaccessible: 
‘we do say organic where we can but we don’t actively promote organic because… erm, partly because a) it still is genuinely more expensive in some places which means that it’s not accessible to all’. (P1)
Another participant’s (P3) definition of SFC was unpredictable and that the definition was somewhat surmised towards the end of the interview when asked on the areas the organisation felt it needed to improve in its communication with policy makers (See appendix.1 line 286 -301).
These findings therefore note a lack of clear understanding of the definition of SFC. 


Theme 2: Current status of the understanding and implementation of SFC 
There is a clear division among the participants on the current status of SFC. According to the participants (P1,P2, P3 and P4) the current status of SFC that the organisations perceived included rise in sustainable fish consumption, progressive messages on seasonal, local and organic foods, retailers support for local farmers produce including the rise in sustainable fish consumption. They also noted consumers lack of understanding of the term ‘sustainability’ with consumers noting the term to represent environmental aspects only, failure in policy level, continued misinterpretation of SFC among professional organisations and a lack of partnership among the local government bodies and communities. 
There were the positive comments on the current status of SFC from one participant (P4), with terms such as ‘quite successful’, ‘progressing’ ‘actively advertising’; while three participants (P1, P2 and P3) provided unfavourable comments. They suggested that there was lack of understanding of the term “sustainability” and a lack of a national food strategy did not improve the situation. 
‘I always feel there is a widespread misunderstanding about sustainability…’ (P3)
 ‘I think we are failing, in that we do not have a national food strategy, neither in the South or in Northern Ireland…’ (P2)
‘Food NI are great as far as they go. But I don’t think that they have a particularly good grasp of sustainable food to be honest’. (P1)
Two participants (P1 and P2) had similar views in the lack of a ‘national food strategy’ and the lack of acknowledgement of sustainable foods matters in any procurement documents.
‘I think we are failing, in that we do not have a national food strategy, neither in the South or in Northern Ireland and I think it’s hugely important we do have a food strategy that is perhaps led by one department but it needs developed by a number of government departments and it needs to identify where food is linked with different policy concerns so obviously it’s linked to health, its linked to income advocacy, you know it’s related to agro-business, erm… so many different policy concerns are connected to this’ (P2)
‘We don’t have sustainable food mentioned in any of the procurement documents across the hospitals, schools, care homes… none of the universities will even take on a sustainable fish pledge’ (P1).
Whilst there may be an increased awareness of sustainable food consumption according to two participants (P4, P3) may not be entirely indoctrinated by this theory since they believe there is still a lack of clarity on sustainability as a general term:
‘So, I think, you know there is increasing awareness, whether they are concerned or not, people are more concerned about the price of food than where it’s from unfortunately, you know so, if the food is cheap or relatively cheap they’ll buy it, they’ll not look at where it’s coming from’. (P4)
‘I always feel there is a widespread misunderstanding about sustainability and people think‘  “Oh yeah that’s just green stuff, that’s just environment stuff”’ (P3)
One participant (P4) justified their view on the messaging of SFC. They applauded the local supermarkets such as LIDL who actively promote local produce and local farmers and therefore consumers are becoming familiar with what is produced locally. This participant also noted that the local fishing industry is thriving, as sustainable fish has been a success among the restaurateurs.  Furthermore messaging campaigns funded by this participant’s organisation are ‘progressing’ therefore raising the awareness of SFC to consumers: 
‘companies like LIDL you see them actively advertising the local farmer who has produced the bacon or the eggs or the meat, you know they definitely get the home marketing angle there and how people want to buy more local food…’
‘…sustainable fish and that’s been quite successful amongst the restaurateurs, especially the seafood restaurants’ (P4).
Another participant (P1) noted the lack of communication between the local communities and the local government when the community gardening strategies were set up therefore a lack of enthusiasm from the local communities to be involved. They also disapproved on government’s interpretation of the terms ‘food waste’ and ‘food poverty’ and pointed out on the need for these terms to be looked into independently:
‘There is no relationship whatsoever between waste food and poverty. This is a nice, neat governmental thing to say, “Oh isn’t it brilliant, we are sorting this out”. But they are not sorting it out, they are handing it to the charities and to the third sector to deal with. (P1)
The findings for this theme show a clear division between the local government body and voluntary organisations with the charitable organisation in their interpretation of the current status of SFC.

Theme 3: Communication tools and messages enabled for consumers for the understanding of SFC
All participants used various communication tools are used by the organisations to facilitate in the understanding of SFC to consumers. For example, community engagement schemes including; school initiative programmes, breakfast clubs, nutrition education programmes, open farm weekends; electronic communication; websites and social media; marketing and visual communication such as packaging, leaflets, magazines, digital signage; national campaigns and behaviour change campaigners such as the use of pioneers. 
‘Activities in different schools, we support them to address food needs…we support community initiatives, school initiatives, things like community gardens, breakfast clubs, nutritional education programmes’ (P2).
‘definitely on the food waste, our vans and our bin lorries are heavily branded with you know, with food waste …so we use the bin lorries to communicate the messages and other sort of media like we have a city matters magazine’ (P4)
‘I will show you our delightful Twitter feed and Facebook page’ (P1)
‘Open Farm Weekend… it’s, farms basically sign up and then they get promoted through the site and any member of the public can go on their designated days’(P1).
One participant (P4) noted the use of slogans as their way of conveying messages to consumers. These messages give a statistic of how much food is wasted per week. Another participant (P1) included messages on local events and local stories in their messaging to engage with consumers’ current affairs. Their tweet feeds in social media inform consumers on current issues concerning facts on food and news in food industry provided by other organisations Open farm educational enable consumers to engage with local producers in understanding the process of food from production to plate.
‘there’s usually a message on it, for example we generate ten football pitches worth of food waste per week’ (P4)
‘you get shown how the farm works. And you get to actually meet the farmers, and children get to understand how the food system works, like how their burger actually gets to their plate’ (P1)
All organisations from these findings indicate the use of modern means of communication to enable consumers understand SFC messages.

Theme 4: Partnerships among professional organisations
There was a consensus from all four participants on partnership among the four organisations as a way of sharing skills and knowledge, collective funding and stronger lobbies, to accomplish more opportunities and to develop relationship with different sectors. 
‘we work with some other public sector bodies’ (P3).
‘so we worked very strongly with Advice NI to get all the work done’(P1).
‘the food poverty group there’s about twenty different organisations around the table, prior to that they didn’t meet like that so this has had the impact of a much bigger body merging and people are sharing more information’(P4).
‘Partnership would be core to everything we do in terms of where we get our funding from, in terms of our work at local level we would very much support’ (P2).
Another participant (P1) noted the need for having a well-established organisation such as SLOW Food International Movement as one of their key partners, so as to enable their local work to be more valued.
‘Slow Food gives us a big international framework within which to work. And the ideology of the Belfast Food Network and Slow Food is symbiotic; they are exactly the same essentially. And I don’t have the time to write up a framework. And Slow Food is already there. So I am developing a sort of fledgling artisan producers’ Slow Food group in Belfast, which is interesting’ (P1).
It is clear from the findings therefore that partnership is essential in communicating messages of SFC.

Theme 5: Challenges faced when providing SFC messages and suggested recommendations.
All the participants reported challenges in providing SFC messages. The main reported challenges were; lack of commitment from consumers to play their part in SFC., reluctance of the government to bring in further regulations to promote SFC, finding the right incentive to make consumers act on the information given to them on sustainable foods and tailoring the communication of healthy diet to those on welfare and low incomes. One participant (P3) implied that there were ‘massive forces’ that were unwilling to bring changes in food regulations and when further probed they indicated the government as the ‘forces’. However, another participant (P4) noted the bureaucracy that manifested in the food poverty meetings rather than a display of productivity from the members.
‘the forces that are working against sustainable food are massive, they are massive …No, I think they do see that its changing…they are not prepared to bring in more regulation with food’ (P3).
‘If you took even a tenth of their salary and put it into a pot and give to people to buy food who are poor, you know, instead of the ‘talking shop’ that is going on, you know some real action on the ground’(P4).
Two participants (P3 and P4) had similar views with regards to the challenges of consumers behaviour change. P3 pointed out that there was a lack of commitment and responsibility in consumers’ attitudes towards food and the environmental issues and who would rather go for ‘pretty easy’ choices. According to P4, fluctuating behaviour from consumers makes it difficult to offer the right messages on food, of which is already ‘such contentious issue’. P4 pointed out that money is often the driving force for consumers in managing to purchase organic and seasonal foods. This is a challenge especially for consumers who are reliant on social welfare, according to P2 observation. This regrettably leads to health inequalities.
‘but the other side of things that people are dependent on social welfare or minimum wage or low income that they are not able to purchase the healthy diet’ (P2).
P1 surmised political and cultural differences as one of the drawbacks faced when providing SFC messages; perhaps due to the ‘troubles’ in Northern Ireland. 
‘Every single one of them is church-based; there is very little discussion between them. I don’t know whether if’s has to do with our past, or whatever, I can’t quite get to the bottom of it’(P1).
Notably, P1 was not convinced that their advisory group members were in the same wavelength when it came to sharing information regarding their work through their communication channels. They would therefore ‘like to strengthen the relationship’ with the members.
Funding was a fundamental problem that P2 are facing in meeting their resources needs.
‘Yea, definitely, and you know how do you resource organisations like ourselves to go out and be that purpose…’ (P2)
The participants’ recommendations included continuity of team effort with like-minded organisations to eradicate food poverty, better co-ordinated policies and clarity of health messages to consumers.

[bookmark: _Toc431216595]4.2. Consumer Organisations
[bookmark: _Toc431216596]4.2.1. Demographics of participants
Five participants from four different consumer organisations participated in this study (thus four interviews were conducted). Four participants (P5, P6, P7, P8 and P9) were representatives from charitable organisations and one (P5) from a non- profit enterprise. Two participants were from the same organisation but within different roles, managing a new community programme in health literacy and health and well- being. All of the five participants were female. Table 2 outlines the demographics and ID of the five participants.

Table 2: Demographics and ID for the five participants

	
Participant ID
	
	
Demographics

	
	Age
	Gender
	Job Title
	Sector

	P5
	30+
	Female
	Consumer Food Waste Prevention Co-ordinator
	Non-Profit Enterprise

	P6
	30+
	Female
	Health and Wellbeing Manager
	Charitable Organisation

	P7
	<30
	Female
	Policy and Project Officer
	Charitable Organisation

	P8
	30+
	Female
	Development Officer
	Charitable Organisation

	P9
	40+
	Female
	Sustainable Development Manager
	Charitable Organisation



Theme1: Lack of consensus in Sustainable Food Consumption (SFC) definition
There was a lack of consensus in the definition of SFC, as none of the participants gave an explicit definition of SFC in view of their organisations perspective. One participant (P5) summed it by describing the organisations vision. While two other participants (P6 and P7) defined SFC using their personal perception and according to their projects. Another participant (P7) identified sustainable food as a process from production to distribution, its quality, how it is disposed, supportive of local economy, its health and safety and supports sustainable lifestyle. P6 added urban production and food transport to the colleague’s definition.
‘WRAP’s vision is very clear and it’s for a world in which resources are used sustainably’ (P5).
‘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’ (P6).
‘We would be kind of focussing on the food waste aspect… 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’(P8).
However, another participant (P9) doubted the term “sustainable” and although they were not clear on the definition they pointed out their consumers do not recognise such terms.
‘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’(P9).
‘sustainable to the people we work with doesn’t mean a lot…see I’m even questioning if that’s right…sustainable’ (P9).
These findings therefore suggest that there is no clear definition that consumer organisations use in guiding them whilst communicating SFC messages to consumers.

Theme 2: Consumers perception of SFC; consumer organisation’ perspective
There was a general consensus from three participants (P5, P6 and P9) on how consumers translate SFC. They all suggested that consumers would not understand the core of the whole sustainability concept if presented to them in such terms. Two of these participants (P5 and P6) claimed that consumers would see it in a ‘personal light’ if given further details. P6 added noted consumers would understand it depending on factors such as ones social and economic situation, accessibility of food and its affordability. 
‘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… It’s only when they start looking at it in more detail that they start understanding it’ (P5).
‘it depends on your background and your social economic situation as well your as your personal’ (P6).
One participant (P7) reported that food labels can be misleading and therefore leading to consumers making wrong choices.
‘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).
 One participant (P9) believed consumers simply enjoyed growing, cooking and eating local food without any thoughts in defining terms.
‘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’ (P9).
This theme therefore illustrates the need for simple and clear terminology that consumers would identify and related with in SFC messages.

Theme 3: Consumers’ motivation, attitude and behavioural patterns in SFC
Findings revealed that the participants from the consumer organisations reported that consumers are motivated by their own perception and interest including their circumstances at that time. As consumers are in control of their attitude and behaviour once they feel motivated. One participant (P5) described this as a ‘real light bulb moment’ which they saw a lot after a community workshop. 
‘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’(P5).
Another participant (P8) suggested that keeping the messages as plainly as possible would be an easier way of changing ones perception. They illustrated this with an example of a previous campaign done in Ireland, ‘the power of one’.
‘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’… ‘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’ (P9).
In contrast, another participant (P6) pointed out that messages may be well understood but without motivation, choices become unimportant. They suggested that consumers’ personal circumstances affected their choices and whether they would be remain consistent or they would change.
‘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… ‘No I think it depends on your circumstances, erm… whether your choices would be consistent or whether they would change’ (P6).
Hence from these findings, it is important to note that consumers have an important role to play in the acknowledgement of SFC.
 
Theme 4: Communication of SFC messages
With regards to communication of SFC messages, majority of the participants were engaging with consumers through various campaigns. Notably one participant (P5) recognised consumers need to be empowered continually so as to make them feel valued and recognised. This was suggested through continued partnership and engagement with the local people (consumers) and local authorities. This participant also recognised the success of their food waste campaign and the need for its continuity. While this participant and another one (P5 and P9) noted the need for ‘re-establishing the connecting of value’ with consumers in order to help them with their ‘buying habits’. 
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’...‘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’ (P5).
Some of the programmes implemented included community based training programmes, snakes and ladders game, tools and apps, education programmes such as label literacy and training packs on waste messages, cookery programmes including new initiatives such as foraging and ‘round the table’ discussions. 
P5 also pointed out that keeping the consumers’ enthusiasm intact as well as issues such as the climate and environment incorporated with SFC and in a clear message was a challenge. 
‘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’ (P5).
P9 reported that having worked in a ‘divided community’ noted community spaces were contested and raised tension within the community. They contemplated on the basis between the low prices of basic foods such as bread and the price of baking it and did not see it as justifiable.
‘…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’ (P9).
Participant (P8) noted of their participation in a forthcoming campaign, feed 5000, in which food sustainability will be one of their agenda. Similarly P7 noted of their health literacy programme soon to begin. 
Communicating the messages of SFC was perceived to be essential by all the organisations but it also came with its challenges.

Theme 5: Collaboration required among consumer organisations
Overall all participants were in agreement that collaboration was important and successful.  Partnership would involve manufacturers right to consumers. Some of the reasons for partnership are; partnering for change, to receive support and resources, assisting each other whilst introduction new initiatives, sharing responsibilities and working on joint proposals. 
‘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).
‘At the moment we have a joint proposal kind of thing but it hasn’t been okayed yet but if everything goes well…’(P8).
‘For the health literacy we have a working group made up of our partners and so there will be representatives’ (P7).
‘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’ (P9).
 The drawback noted by one participant (P7) were the risk of duplication where one organisation would seem to work on the same issue as another and also it can be time consuming. Participant (P8) also perceived collaboration as time consuming for some organisations.
‘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).
‘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).
It is thus notable that collaboration is important for communicating messages of SFC as viewed to be the case by these organisations. 

Theme 6: Unequal distribution of food
Various terms were used interchangeably by majority of the participants with some suggesting that the terms were unrelated. Some of the participants noted the terms food waste, food surplus, food poverty and food banks. Whilst all terms were used interchangeably, one participant (P8) noted food waste and food surplus to be unrelated, with food surplus coming from distributors but not the retailers. This participant used the term cautiously and described food surplus as food that would otherwise gone to landfill. 
‘well, waste and surplus I suppose are two different things…The surplus food would otherwise end up in landfill, so we’re…if we didn’t happen to come in there, the food would end up in landfill’ (P8).
Another participant (P5) complements P6’s ideology that food waste is food that would cause harm to the environment therefore sharing the same perception however not the food they provide to their consumers. Another participant (P7) suggested that food banks work with food poverty groups. Notably, none of the groups gave consumers’ views on these terms. Furthermore one participant (P8) did not use these terms at any given time.
 ‘It cost £12 billion a year in terms of that food we waste and of course the environmental impact of that is very significant in terms of carbon and climate change’ (P5)
‘a poverty group in the council, I was doing work with them in a workshop back in January and they are doing work around food banks’ (P7).
It was however unclear from these findings as to when to use these terminologies and at what stage. 
















[bookmark: _Toc431216597][bookmark: _Toc430584616][bookmark: _Toc430584669][bookmark: _Toc430597730]5. Discussion 
The aim of this research was to explore the current methods used by professional and consumer organisations to communicate sustainable food consumption messages. The research question was not whether consumers consider sustainable food consumption (SFC) but rather what methods are employed by organisations to raise awareness of SFC. This aim was achieved by conducting eight interviews, four with professional organisations and four with consumer organisations (with nine participants in total) to obtain data from both the professional and consumer organisations’ perspectives. Data from the interviews were analysed using thematic analysis. The key findings were; lack of clear understanding of the definition of SFC among both professional and consumer organisations, a proactive use of modern means of communication to promote and education consumers on sustainable foods and consumption, the productive partnerships among professional and consumer organisations and the need for consumers to be proactive in the messaging of SFC.

The findings clearly suggest that the concept of communication of sustainable food consumption (SFC) is very significant within both the professional and consumer organisations. The findings provide evidence that the current content of the message and the communication methods used play a major role in providing consumers with the understanding of sustainable foods. Overall, the findings confirm that there is poor consensus over a clear definition of SFC. Ten main themes relating to the research question emerged. These themes have implications for the future development of effective communication of SFC messages.

[bookmark: _Toc431216598]5.1.1 Development in the communication of SFC
The findings indicate clearly that there is currently a lot of communication with consumers in raising the awareness of SFC.  There is synergy across the voluntary and charitable sectors in a shared vision of educating consumers on the need to consume sustainable foods, and the subsequent benefits to the individual and to local and global communities. 
Various initiatives were identified as being successful and utilised depending on their target audiences. The organisations have used a combination of channels such as interpersonal, organisational, community and mass communication channels. This is evident in the promotion of food to different age groups (Hastings,et al, 2003), public campaigns, (Hornik and Kelly, 2007) and modern technology (Cassell, et al., 1998).  Current researchers have noted these channels to be effective in reaching the target audience (Corcoran, 2013).  Campaigns can be successful in changing health behaviours and as such one of the campaigns that proved to be successful was the ‘Love Food Hate Waste ‘campaign.  Participants also considered a slogan campaign although it was not clear of its success since they did not provide any findings. Hornik and Kelly (2007) stated that direct communication assumes a change in audiences’ behaviour.  Moreover, ‘research planning, targeting, using different tools, and sustaining the scheme over a period until results are achieved are the ingredients in successful public communications campaign’ (United Nations Environment Programme, 2005, cited in OECD, 2008).

The findings demonstrate that communication of SFC has not remained stagnant, which appears most notably in the health literacy project due to be implemented by the Belfast Health Cities.  Some organisations have also embraced the use of current technology such as social media. However, Chou et al (2009) stated that this has to coexist with other media and traditional communication channels because there is no uniformity of audiences in social media and therefore age must be considered in order to reach the targeted audience. With regards to specific diet communications, only two organisations mentioned the plant-based diet verses the meat-based diet.  Some the participants  criticised the lack of clarity in the food represented on the ‘Eatwell Plate Wheel’, despite financial support from the Department of Health in promoting this initiative. This research however did not seek the nutritional value of food since it was not an aspect participants emphasised on.   Nonetheless, it became evident according to that a fundamental action is required by the public and private sectors to change the widely nutrition views widely sort to the plant based foods with the support of NGOs, intergovernmental organisations and consumers (Moomaw et. al., 2012).

Despite the several positive channels of communication recognized in the research, it is worth partially echoing Dutta-Bergman (2005), who emphasised the need to reach out to the resource deprived communities. Furthermore, this would ‘mitigate the patterns of knowledge gaps documented in mass-mediated campaigns’ (pp.115).

[bookmark: _Toc431216599]5.1.2 Perception of consumers’ habits in SFC 
Overall, the findings indicate that professional and consumer organisations reported that it is a consumers’ personal choice to determine SFC. Consumers are motivated by their own perception, interests and their current circumstances. This therefore changes their attitudes and behaviours once they have been motivated. One participant described this instance as ‘real light bulb moment’ where the consumer is motivated to make changes and the process takes place, however, the change does not necessarily have to be considerable.  With regards to messaging, one participant stated  that messages could be well understood by consumers however if they are not motivated their choice becomes trivial. It is clear, therefore, how a consumer’s motivation is very important in making the right choice; a view held by the majority of the organisations. Previous research suggested that this is the norm, but what is crucial is how consumers translate this ‘actual sustainable food choice and consumption’ (Grunert, et. al., 2014). Amid these finding, one participant was isolated in their view on the fact that consumers only wanted to grown their own food without having to define any terminologies. This cultural aspect may be important in a further research mainly in Northern Ireland where culture can be a huge barrier due to the previous political history (Stopes, et al.,, 2002).  However, this may be due to the other cultural issues the community is facing at present and therefore sustainability may seem too alien for them at this stage. On the contrary, the question still remains that if a consumer is motivated and understands the message, does this automatically lead to behavior change and in this case consuming sustainable foods? With the use of a conceptual model of consumers’ habit to SFC, this may open up scope for further research (see figure 4). 


Motivation
Consumers general concern about sustainability (environment, social aspects, ethics,)
Consumers’ values about sustainable food consumption
Use 
Sustainable foods consumed including:
· Price value
· Nutritional value (labels)
· Ethical consideration
Understanding
Of the concept of sustainability
Of sustainable foods such as organic, Fairtrade, seasonal foods, local foods, meat-based diet, plant-based diet,)
Of the nutritional benefits (including dates labels)








Figure . 4. 
Conceptual Model of consumers habits to SFC

(Adapted from: Grunert, er.al., 2014)







With regards to the consumers’ perception on SFC, the motivation aspect will view consumers’ general concern on sustainability and their values on SFC. Furthermore with the understanding aspect, this will observe the consumers understanding of sustainability and how sustainable food integrates with the notion of sustainability. The ‘use’ aspect will view the types of foods consumed by the consumers including the price, nutritional value and ethical factors.



[bookmark: _Toc431216600]5.2 Challenges

[bookmark: _Toc431216601]5.2.1 Sustainable food consumption – imprecisely defined
Despite having similar terminologies such as Fairtrade, seasonal, local, sustainable, accessible and affordable, the findings revealed an overall lack of clarity on the definition of SFC between the professional and consumer organisations.	Comment by Anne Moorhead: Was this mentioned earlier? Please avoid repetition 
Definitions used by the organisations had a broad perspective on the term and somewhat concurred with the Department of Environment, Food and Rural Affairs (DEFRA). However, the lack of a clear and concise definition of the term SFC was apparent. Interestingly, several of the organisations asked for clarity on the term SFC throughout the interview process despite the fact that they were aware of the interviewers aim for the research.  The majority of the organisations’ websites recognised their understanding of sustainable foods and therefore it was a reasonable expectation that the participants would understand the SFC concept, however this appeared not to be the case.  It seems evident that only miniscule considerable changes have occurred since Brundtland (1987) published his sustainable development report. Whilst there may be concrete examples of positive developments at a local level, more needs to be done. The question remains whether a clear definition would bring change to food sustainability or whether more effective and clear communication on sustainability and its concepts would support its understanding. Perhaps a reason to why we have such alarming statistics, such as the 24 million slices of bread wasted a day in the United Kingdom, a participant noted, is that there is still no clear consumer perception on the relationship between food and the environment. These findings therefore recognised the need for a shared definition of sustainable food consumption from the policy makers to ultimately be embraced on a regional and local level, with the aim being the empowerment of the consumer. 	Comment by Anne Moorhead: Please discuss these points with previous research – compare findings 
The challenges in agreeing on a universally accepted definition are still complex. According to Drexhage and Murphy (2010), sustainable development is a term used globally, however its concept still continues to be vague in both its definition and implementation. According to the public consultation  by the EU, Food Drink Europe proposed a need to gain a better understanding of the impact of production and consumption in order to use available resources more efficiently across the value chain and investing in learning how to produce more from less whilst reducing the environmental impact.’(EU, Anon, pp.3). This appears to be rather ecumenical proposal which would view the whole concept of sustainability and its development in all aspects.
[bookmark: _Toc431216602]5.2.2 Collaboration among professional and consumer organisation
Collaboration seems to be an applauded solution by the organisations. It enables the effective sharing of skills and knowledge among like-minded organisations. Some organisations also noted collaboration to be the key to stronger lobbying and shared funding for campaigns. Fadeeva(2004) acclaimed the benefits of collaboration as a way of generating funding, acquiring new markets, accessing wider knowledge and resources, whilst avoiding confrontation and minimizing time wasted in achieving objectives(cited in Lozano, 2007).

Regrettably, the challenge of consumers recognising the sustainable foods when made available and affordable remains (EEA, 2005). Interestingly, a participant noted the need for their organisation to be associated with a well-established organisation in order for their work to be more valued.  Another participant implied that there was a lack of commitment among the advisory group members and labeled it as ‘talking shop’. In light of these findings, it may be feasible for organisations to formalise the partnership when they share resources such as funding. However not all organisations may require such formality on the onset (FAO, 2013). 

Interestingly, none of the organisations resonated profit as one of their intentions in collaboration. However, two participants (P1 and P8) noted a new initiative for Belfast to become a sustainable food city in the hope of attaining a gold award.  It is assumed that the initiative would be a collective achievement by all the organisations involved within the city since it is an approach that needs to include local public agencies, businesses, non-governmental organisations and consumers (Jegou and Carey, 2012).

Furthermore, there seems to be cohesion with regards to policies.  A participant noted the need for the policy makers to recognise how their policies impact social and poverty aspects.  A participant (P1) despaired with the lack of sustainable food issues mentioned in any of the procurement documents across public and private sectors. As such the goal should be to build on a coherent policy framework that would support all areas of the food system. Robertson et. al., (2007) suggest that policy makers should integrate polices that can be accounted for in all sectors and would include matters such as food supply, food accessibility, availability, physical activity and welfare reforms’ (cited in Reisch, 2013).

[bookmark: _Toc431216603]5.2.3 Conflicting message in terminologies (paradox)	Comment by Anne Moorhead: Please see my comment on headings at the start of this chapter 


There was a vast array of terms used, such as food waste, food surplus, food banks and food poverty. Some terms were also used interchangeably and this can create confusion especially when communicating with consumers. During the interview, a participant (P7) clarified that their organisation does not distribute food waste as was noted during the interview process but rather distribute what they term as food surplus. These foods would have gone to waste; ending up in landfill or being fed to animals. They  also noted that these foods are all in-date but become surplus as a result of issues such as labeling errors, damaged packaging, food not meeting the specification of the retailers. One of the challenges that they noted was that their consumers do not understand the difference between food surplus and food banks. They pointed out that they supply fresh food to their consumers whereas food banks supply food that has a longer shelf life.  Perhaps there is an opportunity for collaboration between the two organisations that seem to share similar views on food poverty. On the contrary, another noted the rise of food banks and was strongly opposed to having them in a first world country. However, they provided no further explanation on this viewpoint. This again illustrates the complexity, lack of clarity and diversity of opinions on the issue of food and food consumption. 


[bookmark: _Toc431216604]6. Conclusion
This research explored the current content and the communication methods used to communicate sustainable food consumption messages to consumers with the view from professional and consumer organisation perspectives. Whilst this research has provided a first exemplification of how the communications of SFC messages is achieved, it has no way of disclosing all the information to suggest a conclusive research. It has however gained insights on currently achievements and trends and has also helped indicate grounds for further development and recommendations. Firstly, with regards to the information on sustainable foods that the professional organisations prefer consumers to receive it became clear that the organisations are determined to engage with consumers using various means of communication. The professional organisations consider agendas in political, environmental and social aspects whilst providing information to consumers on food sustainability and its consumption. According to the interviewed professional organisations, consumers seem to have an overall understanding of sustainable food. However, there seems to be minimal intensity in furthering this development by the professional organisation especially on the policy level despite their awareness of consumers’ interest in sustainable food consumption. 
On the policy level, Reisch et al., (2013) critically stated that policy makers are weak in managing the role of food consumption and only act swiftly to threats that affect consumers’ everyday diet and health matters with information that is unclear. Similarly, Dalmeny and Jackson (2010) noted that whilst a change of policies such as public food procurement requires time and effort, it only seems achievable when the government is engaged with the initiatives more closely. The only time the ‘good’ is being done is when there is a rise of media coverage to the benefit of political parties (Dalmeny and Jackson, 2010). It is evident from the findings that the professional organisations had the same views on lack of food policies that would enable the messages of sustainable food consumption to be considered by consumers in areas such as public procurement policies and food labelling. The main responsibility from the findings seems to lie with the government to change their legislation in order to cater for food policies on a national level. Nevertheless, this research concurs with Belz and Reisch (2007) who noted that it is not only the responsibility of the government to bring change to SFC but also that of other policy actors hence making it a ‘shared sustainable food vision’ (cited in Reisch et al., 2011).
Moreover, the findings from the consumer organisations’ show that the consumers know more about sustainable food consumption than they like to expose. It is likewise the consumers’ responsibility to choose diets that are environmentally friendly, buying more local foods and wasting less food at home. However, the challenge still remains on how these messages can be made clear and concise whilst also giving advice on the various sustainability issues. Despite the complexities of food sustainability more research is needed to embrace the unity between SFC patterns with consumers’ daily lives (Reisch et al., 2011). Using various communication tools whilst maintaining the programs over time can be a way of achieving successful communication campaigns (UNEP, 2005).
The findings also indicated the lack of a clear and common definition to be an issue of underlying importance. Each organisation interviewed expressed their definition differently, thus definitions and their perspectives differed significantly. The issue of lacking clarity in defining SFC has also been raised by several former research projects (Feenstra, 2001, Reisch et al., 2013, Burlingame and Dernini, 2012). This research project asked participating organisations how and to what extent they collaborated with other organisations in order to reach a bigger audience, make better use of funding or and better results in their campaigns (see appendix 4 and 5). If the definition of SFC however varies to such an extent amongst the organisations, the question can be raised whether this can be seen as a potential drawback for collaboration. Although the data presented in this research cannot be conclusive, due to a non-probability sampling method used, further research into this area is suggested. In order to enable a detailed analysis of this topic, a larger sample should be examined with the consideration of interviewing consumers so as to allow for a varied conclusion to be drawn. Likewise, further research should be made into the specific area to explore why a definition and common ground is so hard to be found and what would assist the development of a shared definition.
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SCHOOL OF COMMUNICATION
RISK & ETHICS FORM

Section 1: 
Please complete the following details in full:


POSTGRADUATE         PART-TIME  



NAME: Susan Gilchrist	STUDENT NO.:  B00602109

COURSE:  MSc Health Communication 	SUPERVISOR: 

Student email: Gilchrist-S1@email.ulster.ac.uk

Personal email: susan@newtownabbeyintouch.com

					
DISSERTATION TITLE:

Communication of Sustainable Food Consumption Messages:
Professional and Consumer Organisations Perspectives 

The final dissertation will NOT be accepted for assessment without prior approval from the School Ethics and Risk Panel, indicated by the return of this form, signed on pg.8 by the panel chair. 

Please note that the consequence of embarking upon data collection without having received this approval is failure of the dissertation.

Any significant change to your dissertation will require a further assessment and you should seek guidance on this from your supervisor. 














Section 2:
Please circle either YES or NO to each of the questions in sections one and two below:

PART 1 	ETHICS ISSUES			If YES please give details:

1. Does your work concern contact with persons aged less than 18 years?										NO

2. Does your work concern anyone who is a client of a health or social services agency?							NO

3. Does your work concern any person under 18 in full-time education?
NO 

4. Does your work involve patients/residents in nursing or residential care homes?									NO

5. Does your work concern any person with a learning disability of any form?										NO

5. Does your work concern the use of psychometric tests?	NO

6. Does your work concern the use of a test of ability or skill?	NO


PART 2	RISK ASSESSMENT		If YES please give details:


7. Does your work require one to one interviewing in private accommodation?							NO

8. Does your work involve significant travel beyond that which you normally would undertake?	
										YES 
There will be some significant travelling when collecting data for my research in order to meet my aim and objectives. Face to face meetings will be set up with the local policy makers and community organisations.  

9. Does your work involve the unsupervised use of electronic equipment?
NO

10. Does your work involve visiting licensed premises or private clubs?
NO

11. Does your work involve visiting a hospital or other medical centre?
NO

12. Does your work involve contact with persons who have committed a criminal offence?							NO
									
Section 3: Research Project Outline
The following section must be typed. It is essential that you answer the following questions fully, please adhere to word limits, where recommended:
 

Student Name: Susan Gilchrist
Course: MSc Health Communication



RESEARCH TITLE

Communication of Sustainable Food Consumption Messages:
Professional and Consumer Organisations Perspectives

RESEARCH AIM AND OBJECTIVES 

Aim

To explore both the content and the communication methods of Sustainable Food Consumption messages to consumers, from the professional and consumer organisation perspectives.

Objectives

· To explore the information on sustainable foods that professional organisations wish consumers to receive.
· To explore the information on sustainable foods that consumer organisations provide to consumers.
· To explore what communication methods professional and consumer organisations currently employ to deliver information on sustainable foods to consumers.
· To provide recommendations to professional and consumer organisations on how to effectively communicate on sustainable foods to consumers.





RESEARCH RATIONALE 

With the dense increase in the global population there is an urgent need for food sustainability in order to avoid environmental and humanitarian disasters. However it is evidenced that communication and provision of information to consumers on sustainable foods is limited despite the knowledge and publicity of biodiversity and diet change (Vermeir and Verbeke, 2006). Evidently there is correlation between climate change, waste reduction, greenhouse gas emissions and food systems, however there is little awareness of the link between these issues and sustainable diets ( Paoletti, 2010). Moreover what ‘consumers eat has a direct impact on both their health and the health of the planet’ (Lang in Lawrence et. al, 2010, p.281).  

There is paucity of research in the area of collaboration between policy makers, scientists, growers and consumers. Yet it would be considered useful in assessing the effectiveness of collaboration in changing people’s attitudes and behaviour in regard to sustainable food systems. There needs to be collaboration between the policy makers, scientists and growers on how to implement strategies that will educate consumers on food sustainability and its implication to their diets in a coherent way. Generally in any education for sustainability, all parties need to share knowledge and have a willingness to work together towards a sustainable future (Tilbury and Wortman, 2004). 

Several studies have concentrated on attitudes and behaviours towards sustainable consumption and on sustainability education of the younger generation such as children and young adults (Naska and Trichopoulou, 2013; Jones et. al, 2012 and Vermeir and Verbeke, 2007). However there is insufficient research carried out on the content and communication strategies of sustainable food consumption messages used by professional organisations in general.



RESEARCH METHODS 

My research will entail qualitative methods. Since there has been minimal research done on professional and consumer organisations perception of sustainable foods, I foresee it to be an essential method to collect data. Qualitative methods will aim to clarify the understanding of the professional and consumers organisations perception of sustainable foods, explore the meaning of their definitions and to also explore how sustainable foods would impact their everyday food consumption. Little has been researched on food sustainability and so the qualitative methods may fill in the gaps of my topic area. Interviews will be carried out to help understand the consumer and professional organisations perception of food sustainability and how to effectively communicate on sustainable foods to consumers. In the focus group an advertisement of a new product that is non-existent will be used as a visual sample. Although qualitative research methods are reliable, one of the limitations to using these methods is the fact that only a small proportion of organisations and the general public will be represented in the findings. Notably Bryman (2012) argues that, ‘the people who are interviewed in qualitative research are not meant to be representatives of a population’ (p. 406). Therefore the sample may be too minimal to draw a justified conclusion. However I foresee my research findings to be a lead to future research.



STATISTICAL TECHNIQUES 

Not applicable



RESEARCH PARTICIPANTS 

Professional organisations that are involved in food sustainability such as, Sustainable NI, Healthy Food for All, WRAP NI, Food Standard Agency, Belfast Food Network and Belfast City Council, 

Consumer organisations involved in communicating with consumers directly such as GROW NI, Fareshare, WRAP,



RECRUITMENT 

Interviews will be carried out with the professional organisations and local councils. Letters will first be sent to the organisations to introduce the research and a telephone contact made to follow up to arrange for an interview.

Snowball sampling may be used since some participants with whom contact has been made may refer the researcher to other participants or voluntary organisations who could potentially participate in or contribute to the study.

LOCATION 

Interviews with the professional organisations will take place at their own premises and therefore specific dates to conduct the interviews will need to be set up. Some organisations may be voluntary and therefore out of hours meetings may be conducted.

TIMING 

Interviews will take place during office hours from 9am – 5pm, however, some organisations may be voluntary and therefore out of hours meetings may be conducted via Skype. The interviews will be 30 minutes.


CONSIDERATION OF RISK ISSUES 


There will be no risk foreseen when working with the organisations as they will participate in their own environment and would not be required to undertake any travel.

CONSIDERATION OF ETHICAL ISSUES 

The interviewees will be informed of proceedings prior to the meeting in their invitation letters and a consent form will be provided before any audio recordings are made. All transcripts will be edited in order to ensure the participants anonymity.

Section 4:
Please sign and date below, where indicated. The remainder of this section is to be completed by your supervisor.

DECISION
1. □	No ethical issues or elevated level of risk
2. □	Unacceptable risk
3. □	Unacceptable ethical issues 
4. □	No ethical issues but risk related issues that may be managed
5. □	No risk issues but ethical issues that may be managed

6.  □	Both ethical issues and risk issues


SIGNED:	Student: Susan Gilchrist    
Supervisor: Anne Moorhead

DATE:	January 2015



















Section 5: FOR UNIVERSITY STAFF ONLY:


If, as a supervisor or peer assessor you have ticked either option 2 or 3, please provide details in the box below: 



Supervisor		Second Assessor				

1. No ethical nor risk issues		□			□

2. Ethical or risk issues			□			□

3. Incorrect/insufficient information	□			□











Peer review completed by:

Second assessor name:		 __________________________________

Second assessor signature: 	___________________________________










Section 6: RESEARCH GOVERNANCE FEEDBACK FORM:
Please write name and project title, as indicated below: 
To be completed  > by student

 

      Name:  
To be completed  > by student


     Project Title: 	  



 

Filter Committee	


Your project/dissertation proposal has been reviewed by the School Research Governance Committee (SRGC). The following decision was reached:
A □	  Your research study has been APPROVED, so you may PROCEED

□	Please discuss the following issue/s with your supervisor:
__________________________________________________________________________________________________________________________________________________________________________________________
   
R □	Your study has NOT yet been approved, for the following reasons:

□	Inadequate information on study aims (background rationale for the study)

□	Unclear information on data collection methods or procedures

□	Proposed data collection from a vulnerable group

□	Consent/confidentiality issues

□	Potential risk/ethics issues not fully considered

□	Missing signature/s

□	Other




Discuss your proposed changes with your supervisor, who will sign your revised proposal before you resubmit it to the School office for the next SRGC. Please make sure you complete an assignment form, to get a receipt for your submission.
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Communication of sustainable food consumption, from both professional and consumer organisations perspectives

Background
We are inviting professional organisations that oversee sustainable food consumption to participate in this research project. This study is part of a Dissertation for MSc Health Communication. The overall aim of the project is to explore the content and communication methods of sustainable food consumption messages from both the consumer and the professional organisation perspectives.
What is required?
If you decide to participate in this project, you will be asked to participate in an interview. This interview will be with your place of work.  Duration of this interview will be approximately 30-60 minutes (max). You will be required to give written informed consent.
What is the interview?
The purpose of the interview is to determine the information on sustainable foods you wish consumers to receive and to explore the communication methods you currently employ to deliver information on sustainable foods to consumers.  Based on the findings of this study, the recommendations will be provided on how to effectively communicate messages on sustainable foods to consumers.  


Confidentiality
Please be assured that all information will be anonymous and treated as confidential.  The participation in this interview is voluntary and you will be free to withdraw at any time without giving any reason.

What will happen to the data from the interview?
The interview will be audio recorded for analysis purposes only, and assessed only by the research team. The findings from this project will be used to write a Masters Dissertation.
What are the benefits for taking part in this research project?
You will be part of a project, which will contribute to new knowledge on the communication of food sustainability from both consumers and professional organisations’ perspectives. 
This research project has received ethical approval from the Postgraduate Risk and Ethics Committee, School of Communication Ulster University. 

Contact details
If you would like further information or discuss participation in this project, please do not hesitate to contact Susan Gilchrist. Email: Gilchrist-S1@email.ulster.ac.uk 

Supervisor: Dr. Anne Moorhead (School of Communication)
E-mail: a.moorhead@ulster.ac.uk

Information Sheet  2
Communication of sustainable food consumption, from both consumers and professional organisations perspectives

Background
We are inviting consumer organisations that oversee sustainable food consumption to participate in this research project. This study is part of a Dissertation for MSc Health Communication. The overall aim of the project is to explore the content and communication methods of sustainable food consumption messages from both the consumer and the professional organisation perspectives.
What is required?
If you decide to participate in this project, you will be asked to participate in an interview. This interview will be with your place of work.  Duration of this interview will be approximately 30-60 minutes (max). You will be required to give written informed consent.
What is the interview?
The purpose of the interview is to explore the information on sustainable foods that consumer organisations provide to consumers and to explore the communication methods you currently employ to deliver information on sustainable foods to consumers.  Based on the findings of this study, the recommendations will be provided on how to effectively communicate messages on sustainable foods to consumers.  



Confidentiality
 Please be assured that all information will be anonymous and treated as confidential. Participation in this survey is voluntary and you will be free to withdraw at any time without giving any reason.
What are the benefits of taking part in this research project?
You will be part of a valuable project, which will contribute to providing recommendations to professional organisations on how to effectively communicate on sustainable foods to consumers.
What will happen to the data from the interview?
The interview will be audio recorded for analysis purposes only, and assessed only by the research team. The findings from this project will be used to write a Masters Dissertation
This research project has received ethical approval from the Postgraduate Risk and Ethics Committee, School of Communication Ulster University.
Contact details
If you would like further information or discuss participation in this project, please do not hesitate to contact Susan Gilchrist, Email: gilchrist-S1@email.ulster.ac.uk
Supervisor: Dr. Anne Moorhead (School of Communication)
E-mail: a.moorhead@ulster.ac.uk
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1. What is Belfast food networks’ understanding of sustainable food consumption?
2. In your understanding, where is Northern Ireland/ Ireland or the UK with regards to understanding and implementing sustainable food consumption?
3. What information or messages, if any, on sustainable foods, do you offer to consumers? Please give examples.
4. Which communication methods do you employ when communicating with consumers on sustainable foods? Please give reasons.
5. Do you collaborate with other like-minded professional organisation? Give an example.
6. Are there any challenges you face in providing sustainable food consumption messages to consumers?
7. What areas do you feel you need to improve on with regards to communicating sustainable food consumption to consumers?


[bookmark: _Toc431216611]Appendix 5 - Interview questions - Consumer Organisations 
1. What is your organisations’ understanding /definition of sustainable food consumption?
2. In your interpretation as an organisation, what is the consumers’ understanding of sustainable food consumption? 
3. What is your organisation doing to help consumers make more sustainable choices about food?
4. Are there any schemes or programmes that you support or have initiated to help consumers understand consumption of sustainable foods?
5. In what way do you collaborate with other like-minded consumer organisations?
6. What are the challenges you face when representing consumers on the issue of food sustainability? 
7. What areas do you feel you may need to push forward as an organisation in order to support consumers in understanding sustainable food consumption?
8. Are consumers’ attitudes and behavioural patterns on sustainable food consumption consistent?  Why is this the case (or not the case)? Please tell me more.
9. To what extend do consumers believe that their individual effort would make a difference in the development of sustainable food consumption?
10.  Are there any other further comments?


MSc Dissertation		Student No.:B00602109
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Appendix 7: Professional Organisations Coding Table
		



Appendix 8: Consumer Organisations Coding Table


Appendix 9: Turnitin Digital Receipt
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