
MID-TERM EVENT
Lille (France), 

November 21rst, 2012

Welcome
back!

Welcome!





Reducing food wastage
at the point of sale

Thomas Pocher

Greentag/E.Leclerc (F) 

Gaëlle Janssens 

Fost Plus (B)

Hilke Bos-Brouwers

University of Wageningen (NL)



GreenTag – Food Waste 
monitoring

in supermarkets 



ContextContextContextContext

� Increasing consumers’ 

awareness

� Developing partnership

with local producers

� Managing unsold food -

food waste daily measured = 1% of turnover



1. Scope of the study.

2. Appointment with the department managers.

3. Food waste and donations to charities : results.

4. Data extrapolation.

5. Future developments.

Main Main Main Main StepsStepsStepsSteps



LIMITATIONS OF THE STUDYLIMITATIONS OF THE STUDYLIMITATIONS OF THE STUDYLIMITATIONS OF THE STUDY

�Only food waste which are produced by the 

store’s activity.

�Food waste that are produced by consumers, 

producers/suppliers or charities will not be taken 

into account.



APPOINTMENTS WITH SHELF MANAGERAPPOINTMENTS WITH SHELF MANAGERAPPOINTMENTS WITH SHELF MANAGERAPPOINTMENTS WITH SHELF MANAGER

�Appointments were held with department 

managers in order to understand  the 

organization of each store sectors.

�Then, global synoptic charts were built.
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FOOD WASTE  GENERAL DATAFOOD WASTE  GENERAL DATAFOOD WASTE  GENERAL DATAFOOD WASTE  GENERAL DATA

�Biowaste gross tonnage : data obtained from the 

company which collect and treat biowaste

� Data obtained from the management software 

Abaco => list of products wasted (€, kg)



FOOD WASTE  GENERAL DATAFOOD WASTE  GENERAL DATAFOOD WASTE  GENERAL DATAFOOD WASTE  GENERAL DATA

�Biowaste gross tonnage = 279 t

�Biowaste net tonnage extracted from software = 

192t

�The difference is the weight of packaging = 87t

1t net = 1,45t gross



FOOD WASTE ANALYSIS  FOOD WASTE ANALYSIS  FOOD WASTE ANALYSIS  FOOD WASTE ANALYSIS  

Food Food Food Food wastewastewastewaste weightweightweightweight per per per per sectorsectorsectorsector



FOOD  WASTE ANALYSISFOOD  WASTE ANALYSISFOOD  WASTE ANALYSISFOOD  WASTE ANALYSIS

Ratio Food Ratio Food Ratio Food Ratio Food wastewastewastewaste €€€€ / turnover/ turnover/ turnover/ turnover

.
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DONATIONS TO CHARITIES DONATIONS TO CHARITIES DONATIONS TO CHARITIES DONATIONS TO CHARITIES 

ANALYSISANALYSISANALYSISANALYSIS
�Biowaste NET tonnage = 36,42 t (E.Leclerc Templeuve-2011)
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Autres



DONATIONS TO CHARITIES ANALYSISDONATIONS TO CHARITIES ANALYSISDONATIONS TO CHARITIES ANALYSISDONATIONS TO CHARITIES ANALYSIS

Ratio Food Ratio Food Ratio Food Ratio Food wastewastewastewaste €€€€ / turnover/ turnover/ turnover/ turnover

.
Principaux rayons donateurs par %CA décroissant

RAYON Dons €P3N %CA HT Dons KG

Rayon 021 TRAITEUR LS 14 947 € 1,33% 3 747

Rayon 026 CREMERIE LS 61 622 € 1,15% 24 216

Rayon 011 CHARCUTERIE LS 16 541 € 1,04% 2 478

Rayon 050 EPICERIE 10 082 € 0,11% 1 592

Rayon 040 SURGELES 1 223 € 0,08% 183

Rayon 020 TRAITEUR TRAD 104 € 0,07% 23

Rayon 025 CREMERIE TRAD 385 € 0,05% 48

Rayon 010 CHARCUTERIE TRAD 525 € 0,05% 53

Rayon 030 FRUITS ET LEGUMES 527 € 0,02% 566

Rayon 055 LIQUIDES 1 112 € 0,01% 3 370

Rayon 004 PROD ELAB BOUCHERIE 95 € 0,01% 14

Rayon 002 POISSONNERIE LS 62 € 0,01% 10

Rayon 035 BOULG  - VIENNOISERIE 49 € 0,01% 119



DATA EXPLOITATIONDATA EXPLOITATIONDATA EXPLOITATIONDATA EXPLOITATION

TEMPLEUVE - ALIMENTAIRE
Montant 
P3N (€)

% du CA HT 
(€)

Poids 
(t)

Repas 
(Eqv 855g)

Eqv CO2 
(KG)

GASPILLAGE 474 881 € 1,25% 192 224 386 6 282

DONS 107 306 € 0,28% 36,4 42 720 1 201

DONS/GASPILLAGE (en %) 18,43% 15,96%



FUTURE DEVELOPMENTSFUTURE DEVELOPMENTSFUTURE DEVELOPMENTSFUTURE DEVELOPMENTS

�Many actions can reduce food waste.

�Indeed, developing donations to charities can

reverse the flow of wasted products and

donations (20/80 to 80/20)
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FUTURE DEVELOPMENTSFUTURE DEVELOPMENTSFUTURE DEVELOPMENTSFUTURE DEVELOPMENTS

�Development of recovery processes: smoothies ..,

�Development of donations to charities: giving more 

products (meat or fruits and vegetables for 

example), developing partnership with more 

associations ...



FUTURE DEVELOPEMENTSFUTURE DEVELOPEMENTSFUTURE DEVELOPEMENTSFUTURE DEVELOPEMENTS

�A new inventory will be conducted annually to 

monitor the project's progress.

�New shops must engage in the process in order to 

obtain reliable ratios for retail.

1€ = x Kg purchased wasted

1€ = x Kg eqv CO2 

ETC…



Fruit & vegetables :Fruit & vegetables :Fruit & vegetables :Fruit & vegetables :

in bulk or prein bulk or prein bulk or prein bulk or pre----packed?packed?packed?packed?



Greener Packaging AwardGreener Packaging AwardGreener Packaging AwardGreener Packaging Award



Greentag – Smoothies



ObjectivesObjectivesObjectivesObjectives

– Reduction of fruits and vegetables‘ waste within the 
supermarket : unsold products but still edible

– Valorization of fruits and vegetables by processing them 
into smoothies

– Sensitize consumers and employees to food wastage 
avoidance



Smoothies Smoothies Smoothies Smoothies –––– Method of implementationMethod of implementationMethod of implementationMethod of implementation
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Smoothies Smoothies Smoothies Smoothies –––– Method of implementationMethod of implementationMethod of implementationMethod of implementation

� Step 1
> Shopper study
(Source : SymphonyIRI Group –
Shopper research march 2012)

62%62%62%62%

YESYESYESYES

Q13) If tomorrow, you find in the 
store smoothies made with 
damaged (but consumable) fresh 
fruits and vegetable would you 
buy them ? 

(N =121)(N =121)(N =121)(N =121)



Smoothies Smoothies Smoothies Smoothies –––– Method of implementationMethod of implementationMethod of implementationMethod of implementation

� Step 2

> Market study

– Market trends : current situation of the fresh fruits juice’s 

sector and identification of the main actors and competitors

– Mix marketing : product, price, place, promotion

– Setting of the objectives : transform as much as possible 

fruits and vegetables that should have been thrown away, but are 
still consumable

– Projected budget : listing of charges and sales expected



Smoothies Smoothies Smoothies Smoothies –––– Method of implementationMethod of implementationMethod of implementationMethod of implementation

� Step 3

> Current situation of regulations

– Fruits and vegetables’ marketing 

– Fruits and vegetables’ transformation

– Labelling : product’s name, composition, net quantity, best 

before date, manufacturer‘s name and address, batch number

> Implementation of the HACCP method

– Creation of tools : traceability, production, smoothies’ 

recipes, process of fabrication forms



Smoothies Smoothies Smoothies Smoothies –––– Method of implementationMethod of implementationMethod of implementationMethod of implementation

� Step 4

> Organization of the production in the 

supermarket 
– Meeting with the supervising team : production 3 days per week 

(Thursday, Friday, Saturday)

– Fruits and vegetables’ selection : established according to fruits 

and vegetables’ waste in 2011 

– Supply in bottles, labels, equipment

– Process of fabrication : cleaning and desinfection, peeling, 

production, bottling, closure of the bottle with safety lid, labelling



Smoothies Smoothies Smoothies Smoothies –––– Method of implementationMethod of implementationMethod of implementationMethod of implementation

Fruits and 
vegetables 

shelf’s team

Smoothies’ 

team



� 5 recipes

> Orange, banana, strawberry

> Orange, kiwi, pineapple, banana

> Orange, apricot, pineapple

> Apple, peach, banana

> Apple, banana

� 2 fresh juices : orange and apple

Smoothies Smoothies Smoothies Smoothies –––– results results results results 



Smoothies Smoothies Smoothies Smoothies –––– results results results results 
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Average Production : 
74 bottles/week

Average Sales :
57 bottles/week

� 77% of the production is sold

Reasons of the variations :
> Bottles for tasting
> Disposed bottles (since week 31) ?
> Thrown away bottles

Data from September 11th, 2012

Smoothies Smoothies Smoothies Smoothies –––– results results results results 



Smoothies Smoothies Smoothies Smoothies –––– results results results results 
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Smoothies Smoothies Smoothies Smoothies –––– results results results results 

Average expenses : 
190 €/semaine

Average sales :
86 €/semaine

Average deficit 
104 €/week

Charges accumulation : 2 085€
Sales accumulation : 945 €
���� Losses accumulation : 1 140 €



Average fruits and vegetables quantities used : 
120 kg/week

�Accumulation : 1 316kg
� This represents 2 bigbags

Average treatment cost of waste avoided :
12€/week

�Accumulation : 136,11€

Data from September 11th, 2012

Smoothies Smoothies Smoothies Smoothies –––– results results results results 



Smoothies Smoothies Smoothies Smoothies –––– results results results results 

� Comparison of processing costs 

bigbags – associative donations – smoothies

> 1 t (2 Bigbags) : 121,20 €

> 1 t (Associative donations) : 65,8 € + % tax 
credit on profit

> 1 t (Smoothies) : €

> 1 t de FLEG bigbag 

> 1 t de FLEG dons asso

> 1 tde FLEG smoothies



Smoothies Smoothies Smoothies Smoothies –––– BarriersBarriersBarriersBarriers

� Selection of fruits & vegetables most wasted

� Variability of the ingredients (quantity and 

nature) : the production can not be planned 



� Stages of production

� Artisanal production

� Low productivity

� Difficulty in producing large volumes

� The supermarket is not equipped to produce, it 

is not his field of competence. The lack of room is felt.

Smoothies Smoothies Smoothies Smoothies –––– BarriersBarriersBarriersBarriers

Investment in an automatic 
press-citrus



� Employees are asked to reduce the fruits 
and vegetables’ waste …

� … but at the same time it is the 
smoothies’ raw material

Smoothies Smoothies Smoothies Smoothies –––– BarriersBarriersBarriersBarriers



Next stagesNext stagesNext stagesNext stages

� Development  of recipes with 2 
ingredients

� Development of fresh juices 

� Vegetables : implementation of soup kits









Since
september



New product : 
the soup kit!



GreenTag GreenTag GreenTag GreenTag –––– Charities Charities Charities Charities –––– Steps Steps Steps Steps 





GreenTag GreenTag GreenTag GreenTag –––– Charities Charities Charities Charities –––– Steps Steps Steps Steps 

Guaranteed 
freshness



�Solidarity store: They sell products 20% of their 

market price. The financial contribution is part of 

human dignity.

�Association : They give products which recovered 

in the store

GreenTag GreenTag GreenTag GreenTag –––– Charities Charities Charities Charities –––– Different Different Different Different 

type of associations type of associations type of associations type of associations 

Photos : Lys-aux-trésors (Solidarity store)



GreenTag GreenTag GreenTag GreenTag –––– Charities Charities Charities Charities –––– Steps Steps Steps Steps 

�Meeting with association.

�Partnership contract "Foodstuffs donations".

�Days of products withdrawal.

�Vouchers of donations (product traceability)

�Recovery of CERFA printed with the association to allow a 

tax credit of 60% of donations.



GreenTag GreenTag GreenTag GreenTag –––– Charities Charities Charities Charities –––– ObstaclesObstaclesObstaclesObstacles

� Truce withdrawals for certain associations

� Flow of goods on weekends and public holidays

� Donations encrypted purchase price and not by 

weight → work in progress



GreenTag GreenTag GreenTag GreenTag –––– CharitiesCharitiesCharitiesCharities–––– ToolsToolsToolsTools

� Monitoring to implement.

> When product is removed, it is scanned in mark-

down – Charities donation “Démarque – Dons 

Associatifs”

> This voucher of donations is printed in 3 copies : 1 

to Department manager, 1 association and 1 

Reception

�Directory of associations (list, contact, tel…)

�An Excel© spreadsheet is used to follow up donations



GreenTag GreenTag GreenTag GreenTag –––– CharitiesCharitiesCharitiesCharities–––– ResultsResultsResultsResults

� Extract from excel spreadsheet in Wattrelos. 

� Templeuve donations to associations in 2011 : 114 949€

(18% of food waste in templeuve)

Total exercice

SECOURS POPULAIRE 43 606,17 €

EMMAUS 18 559,87 €

ST VINCENT DE PAUL 3 057,43 €

RESTOS DU CŒUR 44 603,34 €

LYS AUX TRESORS 20 016,47 €

LPA 0,00 €

Total Dons PAF 129 843,28 €

Total Démarque PAF 274 157,00 €

Ratio 47,36%

1 172,41 €

Total 3e trimestre 

exercice

22 974,70 €

66 428,86 €

141 090,00 €

Total 1er trimestre 

exercice

20 631,47 €

Total 4e trimestre 

exercice

9 545,49 €

1 885,02 €

21 527,26 €

12 839,62 €

0,00 €

9 014,38 €

23 076,08 €

63 414,42 € 0,00 € 0,00 €

7 176,85 €

133 067,00 €

47,08%

Total 2e trimestre 

exercice

47,66% #DIV/0! #DIV/0!

0,00 €



Raising the awareness of consumers 
and mobilizing them

Sophie Henocq Artois Comm. (F) 

Amandine Sossa Conseil Régional 

Nord-Pas de Calais (F)

Hilke Bos-Brouwers WUR (NL)

Thomas Pocher Greentag/E.Leclerc (F)

Elisabeth Taupinart Bruxelles Environnement (B)

Sebastian Ludwig AVL (D)



EcolesEcolesEcolesEcoles de de de de consommateursconsommateursconsommateursconsommateurs : : : : 

� awareness-raising tools created in a 
participative way with beneficiaries



GreentagGreentagGreentagGreentag
InInInIn----store communication store communication store communication store communication 

campaigncampaigncampaigncampaign



� How to raise consumers’ awareness on food 

wastage ?



GreenTag GreenTag GreenTag GreenTag ––––

inininin----store communication campaign store communication campaign store communication campaign store communication campaign –––– StepsStepsStepsSteps

Supermarkets generate daily a large traffic of consumers.

This huge flow of customers is an asset to raise sensitization against  
food wastage and to reach wide audiences.

A campaign for Food wasting public awareness is implemented in 2 
hypermarkets                &

TempleuveTempleuveTempleuveTempleuve WattrelosWattrelosWattrelosWattrelos



GreenTag GreenTag GreenTag GreenTag ––––

inininin----store communication campaign store communication campaign store communication campaign store communication campaign –––– Tools Tools Tools Tools 

Greencook StandGreencook Stand

Tasting boothsTasting booths

TombolaTombola

Promotional cataloguePromotional catalogue

Street Marketing : Flash MobStreet Marketing : Flash Mob

In-store communcation on short food supply chainIn-store communcation on short food supply chain

In-store communication on food storageIn-store communication on food storage

In- Store Greencook PostersIn- Store Greencook Posters

Web Communication : www.jeconomisemaplanete.frWeb Communication : www.jeconomisemaplanete.fr

TV Coverage « Envoyé Spécial » – 10th November 2011 + Global Gâchis (Canal Plus)TV Coverage « Envoyé Spécial » – 10th November 2011 + Global Gâchis (Canal Plus)



Supermarkets are places 

where clients are always in a hurry.

GreenTag GreenTag GreenTag GreenTag ––––

inininin----store communication campaign store communication campaign store communication campaign store communication campaign –––– Obstacles Obstacles Obstacles Obstacles 



GreenTag GreenTag GreenTag GreenTag –––– inininin----store communication campaign store communication campaign store communication campaign store communication campaign –––– Results Results Results Results 

• In store interviews among 121 clients (at check out area)
58 63

Templeuve Wattrelos

• ALL SHOPPERS have seen the Food wasting campaign

• Questionnaire length = 10 min

from March 03, to March 06, 2012Survey shopper by 

� Measure the food wasting campaign efficiency :

VISIBILITY - UNDERSTANDING

ASSESMENT - IMPACT on behavior (in store and at home)

� Measure the impact on store IMAGE

� Measure the impact of shoppers’ purchasing habits



GreenTag GreenTag GreenTag GreenTag –––– inininin----store communication campaign store communication campaign store communication campaign store communication campaign –––– Results Results Results Results 



GreenTag GreenTag GreenTag GreenTag –––– inininin----store communication campaign store communication campaign store communication campaign store communication campaign –––– Results Results Results Results 



“Le “Le “Le “Le gaspigaspigaspigaspi, , , , salsifissalsifissalsifissalsifis””””
General General General General public public public public campaign campaign campaign campaign 

Brussels Brussels Brussels Brussels ---- April 2012April 2012April 2012April 2012
Brussels EnvironmentBrussels EnvironmentBrussels EnvironmentBrussels Environment



«««« Le gaspi, salsifisLe gaspi, salsifisLe gaspi, salsifisLe gaspi, salsifis »»»»

� Objectives :

> Raise awareness of the impact of food waste on the environment

> Provide practical advice

� History
> Media campaign « fruits & vegetables » : eat local and seasonal

> Inspiration : « love food hate waste » campaign

�Messages
> Slightly damaged vegetables and fruit are still edible

> Almost every part of vegetables and fruit is edible

> You should buy and prepare the right amounts of food

-> Eat without waste, it’s good for your budget and the planet



Tools Tools Tools Tools developeddevelopeddevelopeddeveloped (1/4)(1/4)(1/4)(1/4)

� Short movies on the internet

� Press inserts (5 papers) 



Tools Tools Tools Tools developeddevelopeddevelopeddeveloped (2/4)(2/4)(2/4)(2/4)

� Display “2m2” (metro & abribus)



Tools Tools Tools Tools developeddevelopeddevelopeddeveloped (3/4)(3/4)(3/4)(3/4)

� Brochure & fridge magnets

� Anti-waste spoon



Tools Tools Tools Tools developeddevelopeddevelopeddeveloped (4/4)(4/4)(4/4)(4/4)

� Dissemination through BE channels: 

> web, newspaper “Ma ville notre planète” -19000 

subscribers, press release

> Eco-guides - 5 days & places with quizz & tools











LessonsLessonsLessonsLessons learntlearntlearntlearnt & perspectives & perspectives & perspectives & perspectives 

� Visuals and messages of the campaign:
Positive
Colorful/attractive

Media interest 

� Dissemination channels:
More social networks

� Collaborations to increase impact & reduce costs
Copidec (Walloon Region)� November 2012
Retail � to be discussed

� Perspectives

Spring 2013



ThankThankThankThank youyouyouyou for for for for youryouryouryour attentionattentionattentionattention

etaupinart@environnement.irisnet.beetaupinart@environnement.irisnet.beetaupinart@environnement.irisnet.beetaupinart@environnement.irisnet.be



Mass media communication campaignsMass media communication campaignsMass media communication campaignsMass media communication campaigns

AVL “Respect “



WertstoffmagazinWertstoffmagazinWertstoffmagazinWertstoffmagazin



City CardsCity CardsCity CardsCity Cards



PosterPosterPosterPoster



Nacht der Lebensmittel (food night)Nacht der Lebensmittel (food night)Nacht der Lebensmittel (food night)Nacht der Lebensmittel (food night)



short video clipsshort video clipsshort video clipsshort video clips



Engaging approachesEngaging approachesEngaging approachesEngaging approaches

AVL (Pilot families+respect 
portal)



first household investigationfirst household investigationfirst household investigationfirst household investigation

�1 march 2011 till 31 may 2011

�16 households 

�investigation was divided into 3 
stages (“status quo”, activities, 
confrontation)

�e-diary

�telephone survey/ waste sorting 
provided a basis for the 
household investigation



results of household investigationresults of household investigationresults of household investigationresults of household investigation
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results of household investigationresults of household investigationresults of household investigationresults of household investigation

1.Stage 2.Stage 3.stage reduction of 
food waste 
[%]

Amount of waste

[kg/person*week]

0,3 0,2 0,1 58%

Extrapolation 

[kg/ person* year]

17,5 11,5 7,3 58%



second household investigationsecond household investigationsecond household investigationsecond household investigation

�1 march 2012 till 31 may 2021

�40 household (110 person)

�www.respect-food.eu

�feedback by computer software

�communication between participants 



respect portalrespect portalrespect portalrespect portal

start

website credits

instruction

Login

contact

diary

blog

free













Feeding the 5,000 

in Paris!


