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In recent years, Italians' eating habits seem to have changed in favor of consumption trends that can be defined
as "free from" ...

| NUMERI DEL MONDCQC FREE FROM: LA SEGMENTAZIONE DELLE CARATTERISTICHE

Senza conservanti &3 107 -3.0 -2.4 368
fFFEEmIEmEEIEmrEmEmEmEmrEma=ma= Senza olio di palma 3.8 73 28 7.4 324
I Among these, "palm oil-free" shows an increasing _ —r— - = — — —
itrend in recent years, with +2.8% of sales in 2019 | Senza cooramti 10 a7 40 a8 304
- compared to 2018 (Consumption has been declining I Poctizucche 2 o & 2 =
L'in the last three years). . o ¢ - b * B
T T e Senza OGM 15 16 2 16 245
Senza glutammato 1.0 15 32 L7 359
mm“m 04 15 02 09 18
Senza zuccheri aggiunti 16 14 1 B& 267
Senza grassi idrogenati 13 09 226 -38 28,4
Poche calorie 0.6 09 02 7.8 30,2
A ridotto contenuto/senza sale 0.8 o7 15 ES NS
Senza antibiotici 01 0.2 871 n.d. 21
Senza aspartame 01 0.0 -185 -3.0 9.0

Tutte le quote fonna riferimento ol mondo allmentare, escluso aoqua e alcelid, dell'Osservatorio Immaogino (58 480 prodottl)

Fonte dati Osservatorio Immagino 2018, 2019,2023
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INFORMATION: WHAT RISKS?

The dissemination of (false) information about palm oil through primarily on the Web constitutes one of the main factors influencing ! :
Italians' attitudes and consumption behaviors regarding Palm QOil...Provoking a process of misinformation with worrying consequences .
both in terms of people's health and in terms of the dynamics of the agribusiness sector.

» . e ~
D\ sustainability ml\l)\ﬂ

Z

Article

Sustainability of Palm Oil: Drivers of
Consumers’ Preferences

Massimiliano Borrello !, Azzurra Annunziata >*( and Riccardo Vecchio !

Department of Agricultural Sciences, University of Naples Federico II, 80055 Portici, Italy
Department of Economic and Legal Studies, University of Naples Parthenope, 80133 Naples, Italy
Correspondence: azzurra.annunziata@uniparthenope.it; Tel.: +39-0815-474-336

1
PY
*

check for
Received: 26 July 2019; Accepted: 2 September 2019; Published: 4 September 2019 updates

Abstract: In recent years, the public debate on the health and sustainability of palm oil and its use
by food industries has strongly influenced consumer choices. Consequently, palm oil-free products
have asserted their image as healthier and more sustainable food products. The current paper
contributes to the extant knowledge on consumers’ perception of palm oil, particularly concerning
preferences for food products carrying a “palm oil-free” label on their packaging. A web survey
with a sample of 291 individuals was performed. Determinants of consumers’ preferences towards
the “palm oil-free” label were estimated with an ordered logistic model using as the dependent
variable the purchasing frequency of palm oil-free foods and a set of independent variables. Results
show that respondents generally prefer palm oil-free products, perceiving these products as healthier
or eco-friendly. Furthermore, individuals are strongly influenced by the available information on
these foods that may guide their choices for palm oil-free foods, which may be perceived as cleaner.
Findings also highlight the low degree of information on this ingredient, underlining the need for

ublic information and communication campaigns through different media, in order to emphasize

that no scientifically proven negative health effect is currently attributed to palm oil consumption.

Keywords: free-from labeling; consumer preferences; ordered logistic model

The current issue and full text archive of this journal is available on Emerald Insight at:
www.emeraldinsight.com/0007-070X.htm

BFJ
1219

1982

Received 8 October 2018
Revised 31 January 2019
Acvepted 7 June 2019

Consumers’ concern towards
palm oil consumption

An empirical study on attitudes
and intention in Italy

Fabio Verneau, Francesco La Barbera, Mario Amato and

Valeria Sodano
Department of Political Science, University of Naples Federico II, Naples, Italy

Abstract

Purpose — Palm oil is a versatile ingredient of many food and non-food products. Yet, over the last year it has
rapidly become a controversial product due to its alleged harmful health and environmental effects. Palm oil
has rapidly become a controversial product. As a consequence, many food companies have introduced
alternative fat sources into their products, in order to meet consumers’ concerns. The purpose of this paper is
to: first, investigate consumer purchase intention by assessing whether the environmental, social and health
concerns (HCs) act as drivers with regard to the choice of not consuming products containing palm oil; and
second, estimate the direct effect of participants’ information seeking (IS) upon their intention, and whether IS
mediates the effects of the attitudinal latent constructs on intention.

Desng‘nlmethodologylapproach A quanmatlve survey of 608 respondents was performed. A structural

Findings - Re;sults show (hat ﬁrst HC is the main driver of participants’ intention to reduce palm oil

consumption; second, consumers’ attitudes towards environment and social fairness exert significant direct

effect~. upon lntentmn th|rd 1S exens a dlrect effed on mtennan also, it partially mediates the effects of
Lie

Orlgmalltylvalue Thls 1s the first \!ud} to addrexs the 1ssue of comparison between different drivers of
sustainable consumer intentions using a formal test by SEM. Moreover, findings add insightful discussion
points to some important issues concerning the role of consumers in the current food system organisational
structure and strategies.

Keywords Palm oil, Structure equation modelling, Food consumption sustainability

Paper type Research paper
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A  First phase of research (2020-2021):

» Generate intelligence on the evolving concerns and (false) beliefs of Italian consumers about
palm oil

> Psychologically profile Italian consumers to understand their needs and expectations for
reassurance regarding palm oil, as well as understand the psychological orientation toward free-
from labels and in particular toward "palm oil-free"

> ldentify the most recurrent fake news on social media in relation to palm oil consumption
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METHODOLOGY OF THE FIRST PHASE OF

RESEARCH

To cover the objectives related to the first phase of research, this study was conducted on the following three

methodological modules:

LITERATURE REVIEW

Analysis of scientific literature (scoping

review) in order to:

* Identify pico-social factors that have
been shown to influence consumer
susceptibility:

* To the consumption/non-
consumption of Palm QOil

* To be persuaded by online fake
news on the topic

SOCIAL MEDIA ANALYSIS

Analysis of spontaneous discourse
on the topic of Palm Oil found on
major social media

Tracking of the main fake news
stories on the topic and their
spread/evolution over time (e.g., last
year)

Thematic and emotional content
analysis

Savarese, M., Castellini, G., Paleologo, M., & Graffigna, G. (2022). Determinants of palm oil consumption in food products: A systematic review. Journal of Functional Foods, 96, 105207.
Castellini, G., Savarese, M., & Graffigna, G. (2023). The role of free-from symbols on consumer perceptions of healthiness, quality and intention to buy baked food products. International Journal of Food Sciences and Nutrition, 74(3), 395-402.

SURVEY

Quantitative survey with CAWI
methodology on a representative
sample of 1000 ltalians

in order to understand
psychological orientation, attitudes
and opinions with respect to "free -
from" labels with a focus on "palm
oil-free" label
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» Importance of buying sustainable food products: sustainability addressed from
environmental, social and economic perspectives.
» Lack of information with respect to products containing sustainable palm oil

MAIN RESULTS OF THE FIRST PHASE OF

RESEARCH

» Confusion regarding the differences between palm oil and sustainable palm oil

» Free-from labels cause a “effetto senza” that leads consumers to prefer buying
products labeled this way over conventional, regardless of the specific component
removed (even if it is made up!)
COMMUNICATION
» Consumers, without major socio-demographic differences, demonstrate more positive INTERVENTION!
attitudes toward "palm oil-free" products that are rated as healthier, more
sustainable, and higher quality due to familiarity bias
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OBJECTIVES OF THE SECOND PHASE OF

RESEARCH

‘ Second phase of research (2022):
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METHODOLOGY OF THE SECOND PHASE OF

RESEARCH

To cover the objectives related to the second phase of research, a study was conducted consisting of the
following two methodological modules:

Q ADVISORY BOARD a FOCUS GROUP - COPY TEST

Day dedicated to stimulating the innovative
and creative thinking of experts belonging to
Unione to define a creative communication
briefing to be passed on to the agency in order
to enhance the use of products containing
sustainable palm oil to the public.

This experimental phase of the project tested the
impact and effectiveness of the different
communicative frames that emerged in the previous
research phase.

1 advisory board consisting of 8 people who are
experts on the subject (nutritionists, association
top management, consumer representative)
lasting about 5 hours (3 hours in the morning and
2 in the afternoon)

3 focus groups with consumers (divided by age
groups: generation X,Y and 2).
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Strenghts (ODPS)
----------------------------I

: o = I Weaknesses (ODPS)
The strengths of i . No more deforestation [ —————————— - -
gt 1 Supporting small producers . Third world economic well-being I | |
ODPSrelatetothe |y - Solvent-ree extract . Quality and taste i : &> I
positive effectsithas j - Fehtswaste - Food security : I *  Unknown I
on the environment | I The weaknesses of ODPS refer | *  Haloeffectwith ODP l
_and health by : = I to the lack of knowledge with | * Harmf”'}:th_”rtg et I

anywa 15 Marketin
ensuring quality and | respect to ODPS and consumer I wel : I
safety_ 1. Si pud usare per il baby food | trust |
I - Minori emissioni di CO2 1 Ol |
1 - Meno fertilizzanti I 0 Does not exist-not credible |
| I I in the eyes of the I
I I I consumer I
| . Not Italian I
organic

L g '

Opportunity (for campaign)

. > > |

[ Move away from food and . Sustainability theme that

I show that there are other can be exploited as itis I

I fields of employment well present in the : ODPS opportunities revolve

1 ° Young consumer (social, around a focus on sustainability

: More neutral mood today to economic, and i .

| . and supply chain control, to he
take advantage of | environmental | . -

| o> sustalnability) | communicated especially to

: | young people by trying to include

" : Sﬁsti;:nﬂblllltv certification [ products with ODPS not only for
that has only ODPS |

fo- Food chain ahead of 1 food use
others Trom the

| hers fi h I

| certification pdv I

I----------------------------‘
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In the projective technique of collage, several images and metaphors were identified that
participants felt represented the values to be communicated of Sustainable Palm Qil:

* GENERATING A "POSITIVE FAMILIARITY*
e Natural, familiar and shadowless images.
* Everyday life and happy moments experienced as a family |
* EVOKING A SENSE OF "CARING FOR THE FUTURE”
* Communicating that Sustainable Palm Qil is the future and enabling care for the people we
love.
e Images that show happy children and families.
* BUILDING A COMPLEX REPRESENTATION OF SUSTAINABILITY
* Not only the classical appeal to nature, to green, to the well-being of the planet
* ... but also to economic well-being and the well-being of workers
* ...and society.
* CREATING PERCEPTIONS OF INNOVATION
* Images that clearly express that Sustainable Palm Oil is a step forward, express an
overcoming of Palm Qil without fear of criticism, and show Sustainable Palm Qil for what it is,
firsthand.
* Making it clear that Sustainable Palm Qil is the newness and change from an outdated Palm
Qil.
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DEFORES ,
TAZIONE ~Oe : "nmm.r'g
: | <7 AWORATO

\/

LA MIGLIORE
ALTERNATIUA
ALLE SCELTE
“SENZA OLIO
DI PALMA™?

OLIO DI PALMA
CERTIFICATO
SOSTENIBILE.
SENz=A IMPATTI
NEGATIUI SUGLI
ANIMALL
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Esiste l'olio di palma che rispetta gli animali, come

1’orango, la biodiversita, le f:::nge g1i ‘ecosistemi UNIONE ITALIANA ecosistemi fragili, la biodi: a e gli animali, come

fragili: & 1'olio di palma certificato sostenibile. E OLIO DI PALMA l’orango: & l'olio di palma certificato sostenibile. E M\

anche sicure per le persone, i diritti dei lavoratori e SOSTENIBILE anche sicuro per le persone, i diritti dei lavoratori e \ X SOSTENIBILE gli  ecosistemi fragili, la biodiversita e gli animali,

delle comunita locali. Informati: & la scelta piu giusta delle comunita locali. Informati: & la scelta pill giusta = come 1l‘orango. Informati: @& la scelta pil giusta per il
pianeta.

per il pianeta per il pianeta
Ei%5E Elz%sE
5 5 3
ORANGUTAN ORANGUTAN ORANGUTAN &
l\\l)‘&k\m‘r ‘A RSPO M Inquadra il QR Code lANDlws'f '._' _._815107_ Inquadra il QR Code Lani niuusr ﬁ‘ DO T Inquadra’ il QR Cody
gz =] d e scopri di piu. E - In collaborazione com: e g e seopriidi piu

""" e scopri di pid. In collaborazione com: Shovvegm

QOLIO DI PALMA
SOSTENIBILE

palma certificato sostenibile. Rispetta anche le foreste e

»e Esiste 1'011:25 di palma che a le foreste e gli 5 " “Esiste 1'olio ai palma che & sicuro per i ‘diritti dei
lavoratori, le,persone e le comunita locali: & l’olio di W§ UNlONE lTALIANA

In collaborazione conm:
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- in piu fa

HNa grande

differenza
gli animali.

mondo di benew
ai Iauol-am-l.

Esisic I'olio di palma ccriificato sosicnibile. Esistc Polio di palma ceriificalo sosicnibile. Esisic Polio di palma certificato sosicnibile.
Rispetta gli animali, come 1°orango, la biodiversita, £ sicuro per le persone, i diritei dei lavoratori e delle comunita Rispetta le foreste e gli ecosistemi fragili,
le foreste e gli ecosistemi fragili. locali e rappresenta una fonte economica importante per le popolazioni la bicdiversita e gli animali, come l'orango.
E sicuro per le persone, i diritti dei lavoratori dol paesi in via di sviluppo. Inoltre, rispetta le foreste e gli E sicuro per le persone, i diricti dei lavoratori
© delle comunitd locali. ecosistemi fragill, la bicdiversitd e gli animali, come l'orango. e delle comunitd locali.
Informati: & la scelta pil giusta per il pianeta, Informati: & la scelta pil giusta per il pianeta. Informati: & la scelta pil giusta per il pianeta.

‘\\\“ UNIONE [TALIANA A«\“\\“ UNIONE ITALIANA M UNIONE ITALIANA

A =

§" 0LI0 DI PALMA () QLo DIPALMA #" 0LI0 DI PALMA

'S ! N L
S SOSTENIBILE S SOSTENIBILE S SOSTENIBILE

n ol o ta - =
R 1 o, 3
(nwam RSP 29% e v prspo f9o%
Lo s KOF( | { P
Fy ) et E > o B oo o s & olh v ) — - g e o " Sngeadre Ak OB Cre & senpel 0 pib v

- v L T L S O
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In general, for all 3 targets (x, y, z generations) this campaign has

some weaknesses :

= tone of voice of the campaign: a "defensive" tone

= the colors of the campaign arouse some perplexities: apart from
green, reminiscent of forests, orange and pink are disliked.

= The text is perceived as too long

SENZ2A
DEFORESTNZIONE

It's anonymous...It . o
doesn't leave me The key message...is that there is It makes me think that palm oil is not good

with anything...It a better alternative and you are foryou....the feeli{':g is that without i? is,
could be the imposing it on me...It bothers always better, but if you have to take it I'll
Esselunga ones. you...It makes you want to give you the sustainable one...
rebel...and go buy things with

palm oil
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This campaign has gathered different feedback in relation to age:

* Young people appreciate the attention-grabbing "fake news approach."

* Mature people seem more critical and struggling to decode the
communication mechanism

7 = ‘IV' » /“"':‘t‘ % ‘.{
% QUALE DELLEDUE =
E UNA FAKE NEWS? ~¥
Pt o o QUALE DELLE I\
cigsmcess & UNR FAKE NE
‘estiszione. $. " . 4:;,'

o
o sostesibile protegge
. A via 4"y

4 S £

More in the margin, the campaign also garners two positive appreciations related

~+
Q

g

 the images: tended to be liked in that they were curated and pleasing, although
not always clear and/or consistent.
* the potential "seriality" of the campaign (extensible in "Esselunga style").

If after the media storm that
It is beautiful, there was palm control you It would be better to put a more
e want to convince me that extreme fake news that just
Instagrammab palm oil is no longer the everyone understands that it is a
le! devil you need to use a very fake news like, "donkeys fly"
serious tone...don't tell me

jokes
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= |n general, the proposal is positively received and is clearly preferred in the
evaluation of comparing different communicative hypotheses.

= The consistency between the images and the text, which communicates an
idea of "feasibility and positivity,"

= The word "sustainable" is particularly recognizable, standing out from the
others

= The presence of the white background and colored logos, which allows for
greater recognizability, is greatly appreciated

Una parola
© in piu fa

una grande
differenza
or gli animali

T in pia fa
mondo di b
ai lavoraio

in pia prolegge N~

pf EEEEEEEEEEEEEEEEEEEEEENEEEEEEEEEEEESN
EEEEEEEEEEEEEEEEEEEENEEEEEEEEEEEEEEESR

Again-safe for people?
But if you told me before

that it hurt....
It conveys a faster, stronger, more

direct, less thought-provoking
Finally, a campaign that message. More evocative, you see
supports a value product ! this one, it works!
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1. Implications for Communication on Sustainable palm oil.
 The need for a massive and widespread communication that is able to counter the negative messages about palm oil spread in recent years

among the population, reopening a "diaologue" with the consumer and laying the foundations for a relationship of trust through clear and
transparent information

* The need to target the campaign using different motivational levers depending on the target audience:

* Generation X (43-57 y.0.): these are the most disenchanted consumers, who have insisted over their lifetimes on more disparaging
campaigns and "demonized" products, and are the ones who generally "don't trust anything anymore." It is necessary to rebuild a
relationship of trust with them by conveying clear and verifiable information

* Generation Y (28-42 y.0.): They are the ones who "grew up with snacks and are still here" and experience with great intolerance a
paternalistic institutional tone that appeals to a sense of duty or guilt

* Generation Z (18-27 y.0): is the youngest generation that is more sensitive to the issue of environmental and social sustainability and
proactively wants to take action to make more conscious consumption choices

2. Reactions to the campaigns
Proposals submitted, in general, give us different outcomes.
* The “best alternative" campaign generates perplexity and criticism
* The "fake news" campaign generates different feedback in the interviewed segments in relation to the "communicational mechanism" used:
* Young people are ready to understand the communicational game and use it correctly
* Mature people highlight difficulties of approach that are quite difficult to overcome
* The "sustainable" campaign is the favorite one for:
* Tone of voice: appreciated as it is institutionally oriented
* Graphics: also appreciated for consistency and effectiveness



SUSTAINABLE palm oil.
A word that makes the difference.
For forests, too.

Did you know that choosing certified
sustainable palm oil can make the difference
for the environment?

Its origin is controlled and its production respects
the ecosystem and biodiversity by avoiding
intentional fires. Thanks to a yield per hectare
from 4 to 10 times higher than that of other oils
and lower CO, eq emissions per ton of oil
produced, it contributes in a sustainable way both
to meeting the growing demand for vegetable oils
and to tackling food insecurity. This is why
various environmental and social NGOs promote
its development.

Be informed: sustainable and certified palm
oil is the right choice for the Planet, People
and Prosperity.

Una parola che %

faladi .
le fomte.

Sai cho scogliore 'olio di palma sosionibile ¢ corlificatio
pud farc Ia difforonza por I'ambione?

Fa origini controllate od @ prodotto rispettando gli ecosinteml » la blodiversith,
ovitands incendi voloatari. Crazie ad uns resa per ettaro da 4 a 10 volte superiore

A guelia di alsxi oiL ¢ & minori onissioni ©0, oq. per tonnellatza di olio prodosto,

coneribuiace in modo scstenibile sia a soddisfare la crescente domanda 4l oli vegotalil,

‘-Ti'
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,,v

che a contrastare !l icxicurerza alimentare. Per queato diverse ONG anbileatall ¢ mocliall

ne prosucvens lo sviluppo.

Informatii 1l olio di palma sostemibile o certificate
@ la scelta giusta per il Pianeta, per le Perscae ¢ per la Prosperita.

g UNIO‘JE ITALIANA
{ U1 Solidaridad 2
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SUSTAINABLE palm oil.
A word that makes the difference.
For orangutans, too.

»
A

[ : -. : “ -‘
W coerensiE B
Did you know that choosing certified _ HaA I’al'O'a Glle

sustainable palm oil can make the difference
for animals?

ia eliﬁeren:a.

Their safety and well-being are protected by
plantation certification standards that require the
protection of their habitats, also as a result of the
ban on deforestation. Thanks to a yield per

hectare from 4 to 10 times higher than that of 3 ¥ oy

other oils and lower CO, eq emissions per ton of 2ai che scoglicre olio di palma sosienibile

oil produced, certified sustainable palm oil © Soriificate pud fare ia difforensa por 58 animalir
contributes both to meeting the growing demand Wintescy sty Erfrrilpihas el popleseimg sk iesrieS g et e
for vegetable oils and to tackling food insecurity. Ea% A 16 WEIte MiDSiaTe &' qialla A1 BZL GIE &' 8 DIkl eteiitel 00 54;
This is why various environmental and social T e ‘11:":‘:;’;;2’:’:::: ‘:‘,:‘;5’.1 Co domanda 45 11 vequtalt, |
NGOs promote its development. D oandhuteroiauyy i AR brmiraniey Ykt SN S

Informatii l°olio di palmas sostemibile o certificate
@ la scelta giusta per il Pianeta, per le Perscae ¢ per la Prosperita.

Be informed: sustainable and certified palm 7T UNIONE ITALANA

oil is the right choice for the Planet, People , SOSTENIBILE

and Prospl?.-rity. e s 2
."%_". EagageMinds HUB 1) i % Solidaridad ﬁ*



SUSTAINABLE palm oil.
A word that makes the difference.
For workers, too.

Did you know that choosing certified
sustainable palm oil can make the difference
for workers?

Protecting their rights, the rights of minors and
indigenous peoples, and supporting the inclusion of
smallholders in the supply chain are the underlying
principles of the certification standard and they promote
the social-economic growth of local communities.
Thanks to a yield per hectare from 4 to 10 times higher
than that of other oils and lower CO. eq emissions per
ton of oil produced, it contributes in a sustainable way
both to meeting the growing demand for vegetable oils
and to tackling food insecurity.

This is why various environmental and social NGOs
promote its development.

Be informed: sustainable and certified palm
oil is the right choice for the Planet, People
and Prosperity.

Sy LSRN P e e, ‘C‘"

Sai che sceglicre I'olio di palma sosicnibile ¢ ceriificato
pué fare Ia differenza per i lavoratori?

La tutela del loro diricti, del minori e delle popolazioni indigone
e J'inclusione deli piccoll proprietari terrieri nella filiera sono principi
alla baso dello standard 45 cextificazione ¢ aupportanc la cresacita
socio-economica delle comunitd locali. Grazie ad una resn por ettoero da 4 a 10
volte superiore a quella di aleri oli e a mipori enissioni OO, eq. por tonnellata
di olico prodotto, contribulsce in aodo sosteniblile sis a soddisfare la crescente
domanda di oli vegetall, che a coatrastare 1l insicurezza alimentare.
Por questo diverse ONG anbientall & sociall ne promucveono 1o sviluppo,

Informati: 1'olio d4i palma sostenibile e certificato @ la scelta giusta
per il Pianeta, por le Porsone o por la Prosporith,

=, UNIONE ITALIANA

ENI

‘ Minds HUB 1ot % Solidaridad %
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