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Why food choices matter

1/3 of global human-caused
greenhouse gas emissions are
linked to the food system

The way we produce, purchase, consume and waste
food affects:

CLIMATE BIODIVERSITY

HEALTH FOOD SECURITY

Everyday choices matter. The systems
around us shape those choices.



WHAT IS CHOICE
PROJECT?

An Horizon Europe project exploring how scientific
knowledge, digital tools and communication can
support more sustainable choices across food
systems.

5 M€

16 Organizations

5 Global Hubs

36 Months

8 Countries

EU Funding

Partners

Pilot Campaigns

Duration

Global Scale

CHOICE in numbers

www.climatechoice.eu



CHOICE immersive tools
Facilitate engagement and "green marketing"
campaigns.

02. SHRINK YOUR FOOD WASTE APP

Tracks food expiry dates, offers preservation tips, and educates users
on minimizing household food waste.

03. DATA STORYTELLING EXPLORATION

Transforms raw data into engaging narratives, combining visual and
emotional elements to drive impactful climate communication and food
related behavior change.

04. GAMIFICATION

Integrates immersive gameplay and narrative elements to educate and
inspire climate-friendly behaviors and actions.

01. PRODUCT IMPACT ASSESSMENT PLATFORM

Tracks grocery purchases, providing feedback on CO2 emissions and
sustainability, encouraging sustainable shopping habits.



Priorities & campaigns
Act locally, Impact Globally

Plant-based,
sustainable diets

Sustainable 
farming practices

Reduce food waste



CHOICE pilot campaigns
Five contexts, different audiences and different food-system challenges

AUSTRIA

Sustainable consumption
>1000 people

SPAIN

Sustainable farming
olive oil & livestock

>200 farmers

GREECE

sustainable food choices
>1000 people

COLOMBIA

Sustainable coffee
production

>200 farmers

SOUTH AFRICA

Sustainable food choices
>1000 young people

Campaigns and digital tools help the project examine how audiences respond to different
messages. 05
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Sustainable Eating

WHAT WILL WE DO
TODAY?



TAKE A STAND

Sustainable Eating

Read the statement on the screen.
Stand along the line according to how strongly you agree
or disagree.
Be ready to briefly explain your position.
Listen to different perspectives.
You may change your position at any time.

There are no right or wrong answers.



AGREE
OR

DISAGREEwhere do I
stand?



Agree / Disagree?

Restaurants should serve
smaller portions by default,
even if customers feel they

receive less value for money.

Sustainable Eating



Agree / Disagree?

Facts are more persuasive
than personal stories in

sustainability communication.

Sustainable Eating



Agree / Disagree?

A strong sustainability message should
create concern, even if it makes the

audience uncomfortable.

Sustainable Eating



Sustainable Eating

OPEN CAFE

17



Sustainable Eating

 OPEN CAFE

18

At each table, compare Campaign A and Campaign B.
Discuss which campaign you consider more effective and why.
Vote for A or B at the end of each round.
You will participate in 2 rounds and move to a new table after Round 1.
One participant remains at each table as the recorder.
The recorder does not join or influence the discussion.
The recorder notes the group's choice and main reasons in each round.
After both rounds, we return to the plenary.
Each recorder presents which campaign was preferred and why.



CAMPAIGNS & AB TESTINGCAMPAIGNS & AB TESTING
www.climatechoice.eu



Α. Price doesn’t always determine
value

Β. The real value behind your
choice

GR 1 1



Α. Price doesn’t always
determine value

Β. The real value behind your
choice

Metric  Version A  Version B 

Samples  134  140 

Conversions  14  9 

Conversion Rate  10.45%  6.43% 

Probability of Being Best  88.11%  11.89% 

Expected Loss if Chosen  0.20%  4.19% 



Α. Β. SA 1 2



Β. 

Metric Variation A Variation B

Samples 510 464

Conversions 460 410

Conversion Rate 90.20% 88.36%

Probability of Being Best 82.27% 17.73%

Expected Loss if Chosen 0.19% 2.03%

SA 1 Α. 



Α. Β. SA 2 3



Β. 

Metric Variation A Variation B

Samples 508 516

Conversions 489 473

Conversion Rate 96.26% 91.67%

Probability of Being Best 99.90% 0.10%

Expected Loss if Chosen 0.00% 4.57%

SA 2 Α. 



Α. Β. SA 3 4



Α. Β. 

Metric Variation A Variation B

Samples 508 516

Conversions 489 473

Conversion Rate 96.26% 91.67%

Probability of Being Best 99.90% 0.10%

Expected Loss if Chosen 0.00% 4.57%

SA 3



Α. Β. COL 1 5



Α. Β. COL 2 6



Α. Β. GR 2 7



Α. Β. GR 3 8

Same info
different message



Α. Β. AUS 1 9



Α. Β. 
AUS 2 10

Same message
different graphic



What did the comparisons show?





REFLECTION 1 - THINK DIFFERENTLY

What changed in the way you think today?

1.Think quietly for 1 minute.
2.Share your thoughts with the person next to you for 2 minutes.
3.Be ready to share one key insight with the group.

Listen, compare and build on each other's ideas.



REFLECTION 2 - APPLY THE LEARNING

What would you adapt before using a
sustainability campaign with your learners or

community?
1.Discuss the question in groups of 4.

2.Consider the audience, language, message, emotion and call to action.
3.Agree on one important adaptation.
4.Select one person to share it with the group.

You have 3 minutes.



REFLECTION 3 - COMMIT TO ACTION

What is one realistic action you could take
during the next 14 days?

1.Write down one specific and achievable action.
2.Share it with the person next to you.
3.Keep your answer or take a photo of it.
4.Be ready to share your commitment, if you wish.

Small actions become meaningful when they are specific and achievable.
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Follow-up Questionnaire

TWO WEEKS AFTER THE WORKSHOP
You will receive a short follow-up questionnaire by email.

Please enter the same anonymous participant code you used today.
This allows us to compare your answers over time without identifying you.

The questionnaire includes a few questions similar to those you answered today.
Your participation remains voluntary and your responses remain anonymous.

Please keep your participant code and complete the questionnaire when you receive it.





www.climatechoice.eu

Sustainable Eating

THANK
YOU! 
dr. Karachalios Ilias

National Technical University of
Athens
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