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Introduction
There is currently a tremendous amount of labour and effort invested into the food business to provide food for the world. However, the manner in which a large proportion of food is
produced is not without consequences; our shopping choices affect not only the people living in lands far away, but also the landscapes in those lands, most often even irreversibly. Our
research is about the impact of agriculture on landscape and biodiversity, how an individual’s food choices affect the scale of impact, and possible mitigation strategies.

Objectives
 To substantiate the relationship between the food basket and landscapes in Germany and abroad.
 To enlighten consumers of their food choice effects on landscapes and biodiversity and lost benefits.
 To provide scientific evidence of the detrimental impact of food production on landscapes to policy makers, in partnership with NABU.

Methods / Procedures
There was limited research available linking the shopping basket to the impacts on landscape and biodiversity. In order to fill this gap, a qualitative secondary research was conducted, in
the form of literature review. The main focus of this project work was to convey the importance of landscapes, and the loss of them, to consumers and policy-makers. To achieve this,
consumer posters and accompanying brochures were made for NABU.
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Constraints
There was limited literature relating agricultural practices to the impact on landscape and biodiversity (most literature concentrated on climate change). Different topics were searched
while making the consumer posters; the wide range of issues made it challenging to deliver concise messages in the posters. The project work involves German landscapes as well but due
to the absence of a native German-speaker in the team, the search for scientific studies in Germany was limited.

Results

 Germany’s highest contribution to landscape change, in terms of agriculture, revolves
around the production of meat and the use of palm oil. It is clear that the majority of
landscapes that are destroyed are then OUTSIDE of Europe. 5
 Changes in landscape affect the amount of biodiversity in a particular area. 6
 However, there are some labels that consumers can look out for which back the
sustainable production of certain foods, and thus have a minimal effect on landscapes
around them and abroad. 2
 Consumers must seek to reduce their intake of animal products because the
destruction of landscapes linked to soybean and palm oil production is fueled by the high
meat and meat product consumptions of Europeans. 9
 There are landscape benefits that cannot be quantified by money, e.g. human
wellbeing which is linked to different features of natural landscapes. 3

Product (100g)
Pork meat
Pork sausage
Cheese
Chicken breast
Hamburger
Chicken wings
Salmon steak

Amount
of soy (g)
51
34
25
109
46
109
59

Source: 9

Source: 7

Conclusions and future recommendations
 Policy-makers must scrutinise the Common Agricultural Policy in Europe which allows for the cheap importation of food and feed.
 Consumers have a lot of power to drive change in agricultural practices if they would be well-informed about the impacts and would petition their local retailers to source sustainably.
 Surveys regarding the average German shopping basket would be useful to give some quantification of the landscape destruction associated with Germany.
 Quantifying the loss of particular species in terms of money might emphasise the loss of biodiversity to policy-makers.
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