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corsus research gUG

= Not for profit organisation

= Research for socio-ecological
transformation:
— Sustainable food systems

— Life Cycle Assessment (LCA) &
Monetisation

— Sustainable municipalities

https://corsus-research.de/en
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WHAT PERCENTAGE OF GERMAN CONSUMERS
KNOW WHAT ‘BIODIVERSITY" OR ‘BIOLOGICAL
DIVERSITY" MEANS?
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CONSUMERS & BIODIVERSITY
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: COfsU/s
Representative survey

2022: Representative survey of German consumers
in the BioVal research project

Attitudes, knowledge and willingness to take action
on biodiversity
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Consumers & Biodiversity

= Most people have heard of the term ‘biodiversity/,
BUT: 44% do not know what it exactly means.

= The majority (78%) believe it is important to preserve
biodiversity.

= For two thirds of consumers it is important that the
food they eat is produced in a way that preserves
biodiversity.

= 85% expect food producers to be committed to
protecting biodiversity.

= Consumers would like to see information - particularly
on product packaging - showing the extent to which
food is produced in a way that protects biodiversity.
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Who is particularly interested in COofsus

biodiversity?
"‘\¥

= Consumers with high educational

qualifications
(A-levels, vocational or university degree)

= People with above-average incomes
(monthly net household income >€4000)

= Consumers aged 41-60
= WWomen

Foto: Tara Clark from Unsplash
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https://unsplash.com/de/@socialtyvr?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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Conjoint analysis

2023: Conjoint analysis with 1500 representativly
selected consumers in the BioVal research project

Communication strategies regarding biodiversity:
= Testing of images and slogans using specific product:

= Findings on the willingness to buy and pay among
different demographic groups
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Products: features tested

= No slogan & slogans (,promotes
biodiversity, ,poromotes species
conservation’, ,promotes biological
diversity’)

= No score & biodiversity score 2 to 6
(fictitious, based on Nutri-Score)

= No information & different amounts of
information (short, medium, long)

= Form of engagement (no engagement,
at the company’s site, with farmers,
participation in a research project,
donation to a biodiversity project)

= (Certification of measures (no
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MERKMALE
SLOGAN ohne Slogan
BIODIVERSITATS- BIODIVERSITATS-WERT
WERT ohne Wert
56
INFORMATIONS- BIODIVERSITAT BEI FROSTA
UMFANG Freata srgre verschissene
---------------
FORM DES ol JZurn Schutz der Biodiversitit haben wZumn Schitz der Biodiversitit setzen | Zum Schulz der Siodiversitat spenden
ENGAGEMENTS | £ ol " wir Blenensticke und Bihwiesen an wir ouf Projekte rur Bodengesundheit wir 5 Cent des Produkterkdses an ein
e unserem Unternehmensstandort bei unseren Vertrogslandwirten Projekt zum Erhalt der Biodiersitat”
errichtet”
PREIS Basispren

L2urn Schutz der Biodiversitat

L2am Schutz der Biodwersitat

~Zum Schutz der Biodiversitat spenden

certification, internal, externally e e
audited, certified) B s "

= Price (4 price categories) —
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P . h o o d Natiirdich interessiert
oster: characteristics tested e
= Standards/partnerships (no
standard/cooperaton, ZNU's
Standard for Sustainable Business
Practices, Rainforest Alliance,
Biodiversity in Good Company
initiative)
= Different amounts of information £ e ey e
(short, medium, long, Slogan & short ot By | == | o
text) COMPANY
= Visual design (flower meadow, it

SUMFANG

rainforest, bee, sloth)

= Reference to additional information
(QR code for the Ritter website, QR e
code for information from the WWF,
reference to the Ritter website)

ZUSATZLICHE
INFORMATIONEN
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Results - selection criteria

Which product would you buy?
AS expected, price has a o Share of features contributing to the overall benefit when choosing a product (n=1000)

major influence on product
ChO|Ce Ofthe features Used 0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
tO Communicate b|Od|\/erS|ty W Price H Biodiversity score H Slogan B Amount of information B Type of engagement
conservation, the
biodiversity rating and the

slogan are particularly

. . s of 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
| ﬂﬂ ue ﬂtl a | . W Price H Slogan B Type of engagement W Certificates B Amount of information

Which poster appeals to you the most? .
Share of features contributing to the overall benefit when choosing a product (n=1000) The details of standards and

partnerships, and the visual

presentation (photographs), are
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% the most importa Nt factors in

W Standards / cooperations | Visual presentation W Additional information W Amount of information SeleCtl ng the pOSter
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Consumer groups

Only some consumer groups base their choice of product
primarily on the price:
= Price-oriented (32% of respondents) - in particular people with

low educational qualifications, low incomes, and older people
(aged 51-7/5)
= Biodiversity score-oriented (25% of respondents) - in particular

people with high educational qualifications, above-average
iIncomes, and younger people (aged 18-40)

= Slogan-oriented (46% of respondents), particularly those with
high levels of education, above-average incomes and younger
people (aged 18-40)

= Standard-oriented (29% of respondents), particularly those with
medium to high levels of education, above-average incomes,
men and older people (aged 61-75)
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Preferred messages

Of the features tested for communicating biodiversity, the
following are particularly effective:

| BIODIVERSITATS-WERT -‘

= the inclusion of a high (positive) biodiversity value on the product

= the use of easy-to-understand slogans:
“Promotes biodiversity”, “Promotes species conservation”
(the term “biodiversity” is less appealing)

= reference to well-known standards such as the Rainforest Alliance
label certification of biodiversity measures

= certification of biodiversity measures
by a well-known institution, such as TUV (even if it does not certify this
specifically)
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Less effective messages

= detailed information on biodiversity conservation measures

= the nature of the commitment (measures at the company’s site or at
suppliers’, participation in research, donations to biodiversity projects)
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Willingness to pay

. BiOdive rSity score. | BIODIVERSITATS-WERT |

— Stating a high or medium biodiversity score helps to ensure that higher prices are e
accepted. '-

— The willingness to pay the highest prices is almost twice as high when biodiversity ‘BIODIVERSITATS-WERT |
score 6 is stated as when it is not. B

— Alow biodiversity score does not encourage a willingness to pay higher prices. R
= Slogans: 6|

— the inclusion of the slogans ‘Supports species conservation’ and ‘Supports biodiversity’
helps to ensure that higher prices are accepted.

— Both slogans contribute almost equally to a higher willingness to pay. Willingness to

7 Fordert die

pay is almost twice as high when the slogans are included as when they are not. ordert die'y
» Younger consumers (aged 18-40) are particularly receptive to the inclusion of a b'ﬂi‘;?;zihe B
biodiversity score, a slogan and visual representations. O AltD
> Middle-aged consumers (aged 41-60) are particularly aware of the issues and Arteﬂizhutz |
have very positive attitudes towards biodiversity conservation. In the conjoint \\\v 4
analysis, however, they proved to be more price-conscious than younger
respondents.
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Conclusion

= Consumers consider it important
that food is produced in a way that
protects biodiversity.

= Supstantiated information on
biodiversity conservation

encourages consumers to buy
those products.

= Price is an important factor, but it is
the primary selection criterion for
only around a third.

= Most people have heard of the
term ‘biodiversity’, BUT: 44% do not
know what it exactly means.
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BIODIVERSITY VALUING & VALUATION

DOWNLOAD RESULTS
BIOVAL
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CONTACT

corsus research gUuG
Grolneumarkt 50| D-20459 Hamburg

Wwww.corsus.de | anfrage@corsus-research.de
Management: Dr. Ulrike Eberle & Dr. Anke Butscher | HRB 159654 | Gerichtsstand Hamburg
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