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Climate Relevance of Consumption
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Shares of CO, emissions in Germany (2006)
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Shares of product domains in GHG potential
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The Concept of Lifestyles
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The concept of lifestyles

— rooted in sociology

— lifestyle =
, Relatively enduring patterns of behaviour and self
expression, according to which individuals organise their
everyday lives*
(Zapf 1987)

— extension of previous concepts such as ,social stratum‘ or

class®
— focus on qualitative differences and symbolic distinctions
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Conceptual dimensions of lifestyles
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Performance

* practices

* behavioural patterns
e consumption
 endowment

Quellen: Reusswig (2002)

Mindset

e attitudes

e values

e goals

e world views

Social Situation

e education
eincome
e occupational status

‘i\é')\w



Lifestyles and sustainability

— 1nitially no environmental references in lifestyle research
— 1990ies: political claim for more sustainable lifestyles
— new perspectives

— socio-cultural enriching of environmental policies

— lifestyle approach reveals social barriers to environmental policies
— target group specific environmental marketing possible
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,consumption styles* acc. to ISOE
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Lifestyle of Health and Sustainability (LOHAS) )

(36 Million) (38 Million)

16%

UNCONCERNEDS

Total U.S.
Population
(58 Million)

(38 Million)
24%

DRIFTERS

(54 Million)

12 Quellen: http://www.nmisolutions.com/lohasd_segment.html

. LOHAS consumers are dedicated
to personal and planetary health. Not

only do they make environmentally

friendly purchases, they also take
action — they buy green products,
support advocacy programs and are

active stewards of the environment.”
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LOHAS / Proliferation

Marktsegment (Erwachsene in Prozent) Europa (8 Lander) Deutschland
N N

LOHAS

18% 17%
NATURALITES
(stark natur-/gesundheitsfokussiert, jedoch keine 24% 23%
gesellschaftspolitischen Ambitionen)

N — N —
DRIFTERS
(Umwelt- und Sozialbewusstsein durchaus vorhanden, 18% 21%
aber keine entsprechende Verhaltensorientierung)
CONVENTIONALS
(aus Sicht Umwelt/Soziales passiv, allenfalls Mainstream- 22% 19%
verhalten wie Recycling und Energiesparen)
UNCONCERNED

18% 20%

(keinerlei Bezug zu Umwelt/Soziales)

Quellen: PN/NMI (2007), zit. n. Schulz (2008)
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Eco Consumer Segmentation (UK)

Segment willingness and High HiIEII_h potential and
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14 Quellen: Defra (2008)
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Shortcomings of lifestyle approach
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— in general
— focus on consumption and leisure time activities, neglection of
occupational dimension (work lives)
— static concept: changes of lifestyles not covered

— In sustainability domains
— shift of responsibility to individual level
— not considered: role of behavioural routines and ,windows of
opportunities’
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Climate Protection and Lifestyles
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Climate related attitudes at EU level
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— European Commission (2008):
Europeans Attitudes Towards Climate Change. Special
Eurobarometer 300 / Wave 69.2 — TNS opinion & social,
Brussels

http://lec.europa.eu/public opinion/archives/ebs/ebs 300 full en.pdf
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QE2T And how serious a problem do you think global warming / climate
change is at this moment? Please use a scale from 1 to 10, 1 would mean
that it is not a serious problem at all and 10 would mean that it is O
extremely serious.

— WA very serious problem (7-10) ®m A fairly serious problem (5-6) ®Not a serious problem (1-4) @ DK
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18 Quellen: European Commission (2008)
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Climate related attitudes at EU level

— ,From a socio-demographic point of view, it appears that those
who consider “global warming / climate change” to be a very
serious problem are mainly respondents who:

— are between 25 and 54 years old
— studied until the age of 20 or longer
— are managers, students or white-collar workers

— feel informed about the causes and consequences of climate change
and the ways to combat it

. |— There are no significant variations between genders.” ‘ i\i') ‘W



QE7 There are many reasons why people take actions
aimed at fighting climate change. Please tell me which of
the following apply to you?

(MULTIPLE ANSWERS POSSIBLE)- % EU

BASE: Respondents who have personally taken action to fight
climate change

You think that if everybody changed their
behaviour, it will have a real impact on
climate change

You think that it is your duty as a citizen to
protect the environment

You are very concerned about the world that
you will leave for the young and future
generations

You think that taking these actions will save
you money

You have been directly exposed to the
consequences of climate change

20 Quellen: European Commission (2008)
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QES8 There are many reasons that stop people from
taking actions aimed at fighting climate change? Please
tell me which of the following apply to you? -
(MULTIPLE ANSWERS POSSIBLE)- % EU

BASE: Respondents who have not personally taken actions aimed at helping
to fight climate change

You think it is governments, companies and
industries that have to change their
behaviour, not citizens

You would like to take action but do not

know what you could do to fight climate

change

42%

You think changing your behaviour will not

have a real impact on climate change o

You think that it would be too expensive to
take actions that fight climate change

You are not concerned about climate
change

Other (SPONTANEOUS)

DK

O

21 Quellen: European Commission (2008)
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Example: food and nutrition
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1. Factors influencing food consumption
2.

3. ,Sinus Milieus®

4.
5.

Nutrition patterns and socio-demographics

,Nutrition styles'
GHG emissions of different nutrition patterns
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Factors Iinfluencing food consumption
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Availability of food — at
national and local level.
and seasonality

Culture — traditions and Personal
norms (fgmul}-’ and _ experience.
community) and fashions

(peer group. media. Physiological
marketing) needs.
Financial. time and Personal tastes

other constraints (e.g.
due to work)

and preferences

Food choice, preparation, method of |
cooking. management of waste

Quellen: Michaelis/Lorek (2004)

Social constraints

(patterns of control
in household or

institution)
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Nutrition patterns and socio-demographics
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24 Quellen: Friedl et al. (2006)
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Sinus / Organic food purchasers

Die Sinus-Milieus® in Deutschland nach Haushalten
"Haufig-Bio-Kaufer™ im Jahr 2006

Index 100 = Anteil des Sinus-Milieus an allen Haushalten

_ —Sinus B1

Oberschicht/ 1 Etablierte
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20
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Lo A B c
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* Bio-Kaufer mit Bedarfsdeckung mit bio von iiber 6% (an Lebensmittel und HeiBgetranken)

O

Quellen: Sinus Sociovision/GfK (2007)
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Nutrition styles according to ISOE Institute

Sozlall- Active Phase old Age
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26 Quellen: Stie3/Hayn (2005)
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GHG-Emissions of nutrition patterns

VWE, no meat, organic | 336
VWE, no meat, conventional | | 458
VWE, little meat, organic | | 468

VWE, little meat, conventional - I S S ] 596

Mixed diet, lot of meat, organic [T 634

Mixed diet, lot of meat, conventional ——————————————E
|

0 100 200 300 400 500 600 700 800 900 1000

CO,-equivalents (kg per person p.a.)

(VWE = Whole-Food according to ,Giel3ener Konzeption®)

O

27 Quellen: Hofmann (2002), zit. n. v. Koerber/Kretschmer (2009)
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Conclusions
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Lifestyles and climate protection
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— lifestyle approach useful concept
— stresses socio-cultural dimension of consumption
— enables targeted marketing of sustainability strategies

— lifestyles and energy consumption
— soft factors matter! ...
— ... but infrastructure and routines as well

‘i\é\w



Thank your very much.

Dr. Gerd Scholl

IOW — Institut fur 6kologische
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