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The majority ofus believe wasting food is morally wrong
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https://www.wfp.org/news/food-waste surveyshowsuk-consumerssayits-wrong-wastefood-and-most-believethey-dont



Food waste is a result of an interconnected sequence of behaviours
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https://www.wri.org/research/makingfood-waste-sociallyunacceptabl



Food waste iglso a disgusting problem

https://doi.org/10.1177/0022243721103124:
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Other implicitnegative associations make tlagarticularlyunappealing problem
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Revolting Easy

https://doi.org/10.3389/fpsyg.2019.02591
https://doi.org/10.1016/j.resconrec.2021.105952
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https://www.wastemanaged.co.uk/fooavastefactsstatistics/



Which can be part of the solution by increasing consumer motivation and interest
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Different names influence beliefs about climate change

Global
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Describing plantich dishes using indulgent, rather than basic, names increases selecti

p = .002**
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(Plant-rich dishes)

Basic Name Appealing Name

Eggplant and Chickpea Stew Nonna's Garden Ragout

Seitan Stew Wine Simmered French Vegetable Medley
Tomato Soup Provencal Slow-Roasted Herbal Tomato Soup

Steamed Lentil & Couscous with Cauliflower
Steamed Mixed Vegetables
Cauliflower Soup

Barley Risotto with Spinach, Artichokes and Sundried
Tomatoes

Tomato and Capsicum Soup
Iceberg Lettuce Salad

Bean and Veggies Stew
Taro with Herbs
Collard Greens Vegetable Soup

Soft Baked Cauliflower Tossed with Moroccan Grains
Tricolore Summer Vegetables
French Smoked Cauliflower Soup

Western Australian Sunkissed Tomato Barley Risotto

Queensland Roasted Tomato and Charred Capsicum Soup
English Garden Salad

French Slow-Cooked Mushrooms and Beans Cassoulet
Herb Roasted Tropical Potatoes
Sweet Velvety Soup with Collard Greens

Basic Appealing
Plant-rich dish name
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https://doi.org/10.1186/s12889022-146838



We needto find out which names evoke most positive associations

https://doi.org/10.1016/j.jclepro.2018.05.202



