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1 Introduction

Transition to environmentally sustainable nutrition is needed
urgently (Springmann et al., 2018)

Very little has been done to foster changes in everyday food

consumption patterns on consumer side (codagnone et al., 2016; Heinold et al., 2022;

Wicki et al., 2022)

88% of EU consumers are in favor of mandatory sustainability
labelling on food items (cook et al., 2023).

2 Method Overview

Motivation:

* Product-Specific Environmental Impact Scores: each product
is rated on multiple categories (CO2 footprint, water footprint,
and soil usage) and weighted according to the amount of
energy (kcal) it contributes to the finished product

Research Question:

* Are consumers aware and knowledgeable of sustainable

labels?

 How effective are Eco Score Labels and can we increase their
effectiveness?

Data:

» Econometric analysis of store scanning data (real purchases)

* Online Experiment with RCT (Informational Nudging with
video)

3 Materials

* While the shop implemented the Eco score online, the in-store
shop did not change

* Whatis the impact of the introduction of the eco-score on the
share of sales of three types of products?

a) Budget-label 3
b) Fairtrade = 3 =
C) Organic/Biologic = = = =
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4 Results and Discussion

Scanning Data: Preliminary Results (Real Purchases)

We utilize a difference-in-
difference analysis to evaluate
the impact of the eco-score on
the shares of the three types of
products.

Treatment group = individuals who Si= (STA,i'STB,i) — (SNTA,i'SNTB,i)
shop online (where the labels were

implemented), Control group =

individuals who shop at the physical Budget Fairtrade
store
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Effect of the eco-score on
shares of the three products
can be given by:
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* We can also estimate a difference-in-difference model

using a regression-based methodology:
S..

jt

= oy +BT; +yP, + 8T *P, +g; +; +1;,

S,; denotes the share of product-type “j” bought by
individual “i” in month “t”, T, denotes whether
individual “i” is treated (bought online), P, denotes
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effects.

Experiment Data: Impact on stated choice

Share for juice in experiment
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This project integrates real purchasing data with a randomized
controlled trial (RCT) to demonstrate the impact of eco-labels on
consumers' actual purchase decisions.

While an informational nudge (RCT treatment) effectively
enhances consumers' objective understanding of eco-labels, it
does not significantly influence their stated purchase intentions

Share for honey in experiment
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5 Conclusions
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