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• 16 kilometers

• 1 month of 
showers

• 2,5 kilo animal feed

• Food related 
diseases

• Animal welfare
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Protein transition
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More plant-based and less animal-based
diets

Meat Insects & 
cultured meatDairy Plant-based
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Non-processed
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Source: Medium
Based on: Onwezen, 2021 and Michie et al., 2011
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1. Intention behaviour gap
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Onwezen et al., 2022 FQP; protein monitor 2023
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2. Ignorance & value activation
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3. Nudging: changing the food environment
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Source: Carl Werner
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Week 1 Week 2 Week 3 Week 4

Beans Seaweed

Standard: chicken
wrap

Standard: beans
wrap

Standaard: chicken
wrap

Standaard: seaweed
wrap

Taufik et al., 2022 Appetite
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Meat Vega

Meat lovers instead of meat reducers (Hielkema et al., 2022)



Intentions

Attitudes

Sociale 
norm

Onwezen et al., 2021; 2022
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4. Unconscious affective route
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4. Affect versus cognition
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Consumers are willing to change, 
though need support to act 

differently

We can identify knowledge rules to 
understand consumer behaviour

1. Intention behaviour gap
2. Ignorance and value activation
3. Food environment: default
4. More unconscious affective routes

All pictures are sourced by Pixaba
and Pexels, we are highly
appreciatitve of these beautiful
pictures and thank the contributo
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