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Results	will	lead	to	strategic	guidance	for	foodservice	operators	regarding	the	sensory	prop-
eres	required	to	enhance	dishes	through	including	vegetables.	Data	will	be	presented	at	the	
conference	according	to	the	themes	of	sensory	drivers	and	the	relaonship	to	eang	be-
haviour	and	a tude
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Although,	healthier	catering	iniaves	have	been	developed,	robust	evaluaon	of	how	these	inform,	widen	or	restrict	consumer	choice	and	hence	effect	
consumer	behaviour	change	have	not	been	explored	(Bagwell,	2014)	and	have	not	been	considered	within	the	debate	of	eang	out.	Previous	intervenons	
have	focused	mostly	on	increasing	consumer	knowledge	on	the	benefits	of	improved	food	choice	based	on	the	assumpon	that	beer	informaon	would	
lead	to	healthier	choices	(Hoeens	et	al,	2011).	Numerous	factors,	usually	overlooked,	may	play	a	more	important	role	in	the	choice	and	intake	of	food	other	
tthan	simple	informaon.	A	beer	acknowledgement	of	these	factors	is	needed	in	order	to	improve	the	efficiency	of	public	health	policies.	Foodservice	can	
contribute	in	a	significant	way	to	a	more	holisc	development	of	improved	public	health.	In	fact,	this	comes	as	a	necessity,	as	the	disease	burden	associated
with	poor	food	choice	is	becoming	increasingly	important	in	sociees	across	Europe,	and	sustainable	improved	food	habits	need	to	be	considered	to	maximize	

both	social	and	economic	benefits.

By	promong	the	shi	towards	a	healthy	and	sustainable	diet	through	consumer	exposure	and	innovaon	in	the	food		industry,	VeggiEAT (www.veggieat.eu) 
addresses	European	and	global	societal	public	health	challenges.	An	increased	consumpon	of	vegetables	could	reduce,	at	populaon	level,	the	risk	of	obesity,

hypertension,	coronary	heart	disease	(CHD)	and	Type	2	Diabetes	(WHO,	2007).	
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The	objecve	of	this	study	in	WP2	is	to	evaluate	the	sensory	characteriscs	of	
the	vegetables	that	would	influence	its	choice	by	different	age	groups.	From	a	
knowledge	perspecve	we	will	be	able	to	beer	understand	consumer	
percepon	of	the	product	sensory	variaons	according	to	their	characteriscs	
(i.e.	age,	gender,	naonality)	and	therefore	make	recommendaons	for	

foodservice	menu	design.

IIn	June	2014,	children	over	12years	(n=100)	and	older	people	over	65years	
(n=100)	in	France	and	the	UK	were	invited	to	taste	samples	of	peas	and	sweet	
corn.	These	two	vegetables	were	selected	because	peas	are	a	familiar	and	well	
liked	vegetable	whereas	sweet	corn	is	less	so	and	in	fact	in	France	is	considered	
by	older	people	only	suitable	as	chicken	food.	Notwithstanding	from	a	
nutrional	perspecve	as	a	food	it	has	merits,	it	is	high	in	fibre	and	low	in	fat	

while	relavely	inexpensive	to	purchase.

		 Subjects	were	first	exposed	to	an	acceptability	liking	test	for	the	two	
samples	and	then	asked	to	perform	a	labelling	free	sorng	task	where	
perceived	similaries	and	differences	among	the	samples	can	be	noted.	A	
quesonnaire	was	administered	to	determine	demographic	and	individual	

characterisaon	of	food	consumpon.	

Given	the	high	costs	of	obesity	and	comorbidies	in	terms	of	health	care	expenditure	and	quality	of	life,	prevenon	strategies	are	paramount.	In	Western	
Europe	obesity	has	risen	by	9-15%	in	the	last	10	years	and	where	a	correlaon	has	been	made	between	eang	out	and	this	data	(Benelam,	2009).	The	posi-
ve	associaon	between	the	rise	in	consumpon	of	food	prepared	outside	the	home	and	the	increasing	prevalence	of	obesity	is	a	major	health	and	wellbe-
ing	societal	challenge.	Processed	vegetables,	namely,	canned	and	frozen,	constute	a	way	for	Europeans	to	meet	affordably	their	dietary	needs	and	at	the	
samesame	me	provide	a	food	source	which	is	low	in	saturated	fat	and	calories.	In	parcular,	canned	and	frozen	variees	of	vegetables	provide	a	convenient	way	
to	promote	intake,	have	a	shelf	life	longer	than	their	fresh	counterpart	and	are	ready	to	eat	and	easy	to	use	in	meal	preparaon.	These	features	make	them	
valuable	alternaves	for	busy	and	cost-conscious	consumers	as	well	as	useful	commodies	for	chefs.	Furthermore,	canned	and	frozen	vegetables	offer	vir-
tually	the	same	nutrion	as	fresh,	with	the	advantage	of	facilitang	accessibility,	storage	and	food	safety	disparies.	
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