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TREND: “FREE FROM LABELS” 

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

as "free from" ...

Among these, "palm oil-free" shows an increasing

trend in recent years, with +2.8% of sales in 2019

compared to 2018 (Consumption has been declining

in the last three years).

Fonte dati Osservatorio Immagino 2018, 2019,2023



INFORMATION: WHAT RISKS?
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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 Oil...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.



OBJECTIVES OF THE FIRST PHASE OF RESEARCH 
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➢ 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"

First phase of research (2020-2021):A

➢ Identify the most recurrent fake news on social media in relation to palm oil consumption



METHODOLOGY OF THE FIRST PHASE OF 
RESEARCH 

▪ Quantitative survey with CAWI
methodology on a representative
sample of 1000 Italians

▪ ... in order to understand
psychological orientation, attitudes
and opinions with respect to "free -
from" labels with a focus on "palm
oil-free" label

SURVEY

▪ 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

SOCIAL MEDIA ANALYSIS

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 Oil
• To be persuaded by online fake

news on the topic

LITERATURE REVIEW

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

1 2 3

A

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.
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A
MAIN RESULTS OF THE FIRST PHASE OF 
RESEARCH

➢ 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

➢ 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!)

➢ Consumers, without major socio-demographic differences, demonstrate more positive
attitudes toward "palm oil-free" products that are rated as healthier, more
sustainable, and higher quality due to familiarity bias

COMMUNICATION 
INTERVENTION!



OBJECTIVES OF THE SECOND PHASE OF 
RESEARCH 
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➢ Gather cues and insights to guide the creation of an advertising campaign to inform and promote
the consumption of products containing sustainable palm oil

➢ Understand how to communicate and promote the consumption of products containing
sustainable palm oil

Second phase of research (2022):B



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:

FOCUS GROUP – COPY TEST2

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.

ADVISORY BOARD 1

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

B

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 Z).



ADVISORY BOARD: STRENGTHS, WEAKNESSES 
AND OPPORTUNITIES FOR SUSTAINABLE PALM OIL 

PRODUCTS

B



METAPHORS AND IMAGES  THAT CAN BE 
LINKED TO ODPS

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

• GENERATING A "POSITIVE FAMILIARITY“
• 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 Oil is the future and enabling care for the people we

love.
• 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 Oil without fear of criticism, and show Sustainable Palm Oil for what it is,
firsthand.
• Making it clear that Sustainable Palm Oil is the newness and change from an outdated Palm
Oil.

B



1. «THE BEST ALTERNATIVE»   



2. «FAKE NEWS»



3. «SUSTAINABLE»



FEEDBACK ABOUT «THE BEST ALTERNATIVE»

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

It's anonymous...It 
doesn't leave me 
with anything...It 

could be the 
Esselunga ones.

X

The key message...is that there is 
a better alternative and you are 
imposing it on me...It bothers 
you...It makes you want to 
rebel...and go buy things with 
palm oil

Y

It makes me think that palm oil is not good 
for you....the feeling is that without it is 

always better, but if you have to take it I'll 
give you the sustainable one...

Z



FEEDBACK ABOUT «FAKE NEWS»

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

More in the margin, the campaign also garners two positive appreciations related
to:
• 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").

It is beautiful, 
very 

Instagrammab
le!

It would be better to put a more 
extreme fake news that just 

everyone understands that it is a 
fake news like, "donkeys fly"

X

If after the media storm that 
there was palm control you 
want to convince me that 
palm oil is no longer the 
devil you need to use a very 
serious tone...don't tell me 
jokes

X

Z



FEEDBACK ABOUT «SUSTAINABLE»

▪ In 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 

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

that it hurt....

Y

Finally, a campaign that 
supports a value product !

x

It conveys a faster, stronger, more 
direct, less thought-provoking 

message. More evocative, you see 
this one, it works!

Y



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.o.): 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.o.): 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.o): 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 

Summary & conclusion
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