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Estimated Impacts of Low-Carbon Options: Nutrition Finland and Japan

a) Nutrition, Finland

Vegan diet

Vegetarian diet (lacto-ovo)

Plant-based intead of dairy products
Low-carbon protein instead of red meat
Reduction of sweets and alcohol

Food production efficiency improvement
Food loss reduction (supply side)

Food loss reduction (household side)
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a) Nutrition, Japan

Vegetarian diet (lacto-ovo)
Low-carbon protein instead of red meat

Food production efficiency improvement

full implementation impacts

Plant-based intead of dairy products X adOptiOn rate

Reduction of sweets and alcohol
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Food loss reduction (supply side)
Food loss reduction (household side) .
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Estimated per-capita carbon footprint reduction impacts (kgCO,e/capita/year)
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Material flows
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Power flows
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Addressing lifestyles beyond individualism

* Understand and target power hotspots
 Who wields influence in the system?

* Develop efficient systems of provisioning
* What channels provide our needs?

* Institutions: laws/policies, education, health, religion,
* What permits our values, social norms and practices?

* Review business licensing
* Under what conditions do we permit businesses to operate for society?

e Audit everyday living infrastructure
* Lock-in or future proof?
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