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Reducing food wastage

at the point of sale

Thomas Pocher
Greentag/E.Leclerc (F)
Gaelle Janssens
Fost Plus (B)

Hilke Bos-Brouwers
University of Wageningen (NL)
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GreenTag — Food Waste
monitoring
In supermarkets
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Context

¢ Increasing consumers’
awareness

¢ Developing partnership
with local producers
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Scope of the study.

Appointment with the department managers.
Food waste and donations to charities : results.
Data extrapolation.

Future developments.




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 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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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)
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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
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FOOD WASTE ANALYSIS
Food waste weight per sector

Gaspillage alimentaire des
principaux rayons (KG)

| >3 098
BOULANGERIE - VIENNCISERIE # :

FRUATS ET LEGUMES — 35{ 911
voLALE 29 }35
CHARCUTERIE TRADITIOMNELLE _ 1,.395? |
EPICERIE - 12 306
BOUCHERIE LABD - 330.3
PRODUITS ELABORES BOUCHERIE - 6792
PATISSERIE - 6432
LIQUIDES - 6075
CREMERIE LS - o021

POISSONNERIE TRADITIONNELLE [l 5981

&

GREENCGOOK




FOOD WASTE ANALYSIS
Ratio Food waste € / turnover

Gaspillage alimentaire E.LECLERC TEMPLEUVE : %CA et
Quantité (KG) par rayon
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DONATIONS TO CHARITIES

ANALYSIS
‘BiowaSte NET tonnage - 36,42 t (E.Leclerc Templeuve-2011)

Dons associatifs alimentaires 2011, proportion par rayon

2% 1%

B Rayon 026 CREMERIE LS

W Rayon 021 TRAITEUR LS
 Rayon 055 LIQUIDES

B Rayon 011 CHARCUTERIE LS

H Rayon 050 EPICERIE

H Rayon 030 FRUITS ET LEGUMES

W Autres
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DONATIONS TO CHARITIES ANALYSIS
Ratio Food waste € / turnover

Principaux rayons donateurs par %CA décroissant

RAYON Dons €P3N  %CA HT Dons KG
Rayon 021 TRAITEUR LS 14947 € 1,33% 3 747
Rayon 026 CREMERIE LS 61622 € 1,15% 24 216
Rayon 011 CHARCUTERIE LS 16 541 € 1,04% 2478
Rayon 050 EPICERIE 10082 € 0,11% 1592
Rayon 040 SURGELES 1223 € 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 1112 € 0,01% 3370
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

S
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DATA EXPLOITATION

Montant | % du CA HT Poids Repas Eqv CO2
TEMPLEUVE - ALIMENTAIRE P3N (€) (€) (t) (Eqv 855) (KG)
GASPILLAGE 474 881 € 1,25% 192 224 386 6282
DONS 107 306 € 0,28% 36,4 42 720 1201
DONS/GASPILLAGE (en %) 18,43% 15,96%

Al:
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FUTURE 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)

£9) &

| GREENCOOK




E- IIE CIIERC rerl:,:::ng ) Purchase

TEMPLEUVE

Setting on

Reception Storage
P & shelves

N
7

P
~

WITHDRAWAL of
PRODUCTS FOR
SANITARY \ 4
REASONS Withdrawal
from shelves

[~

e N B DONATIONS TO

el cHaRITES

80 %

DUMPING INTO

20 % BIGBAG m .
KT /] LEGENDE

- Gisement non-maitrisable

ORGANIC - Gisement maitrisable
VALORIZATION % Flux quantifiable
——>  Flux non quantifiable




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 ...



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...
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Fruit & vegetables :
in bulk or pre-packed?
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Greener Packaging Award
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Greentag — Smoothies
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Objectives

— 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

B iﬂ.
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Smoothies — Method of implementation

G > Purchase by
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Smoothies — Method of implementation
.

® No opinion

No, i dont like smoothies

¢ Step 1
> Shopper study

(Source : SymphonyIRI Group —
Shopper research march 2012)

H No, never

® No, maybe not

B Yes, maybe
Q13) If tomorrow, you find in the o
store smoothies made with 62% W YES i think
damaged (but consumable) fresh
fruits and vegetable would you YES
buy them ?

gw
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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



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



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



FAMILLE 1: SMOOTHIES

v i)
EMBALLAGE ' :“ |
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Réception

Stockage en
chambre froide >

>

>

Legende :

| Reéception des fruits &t légumes

Etapes concernant la
production de smoothies >

Etapes ne concernant pas
la production de smoothies

d
Stockage en chambre froide
v
Vente sur étal
v
Declassement des fruits et legurmes
des rayons
v
| Stockage en chambre froide
- i
Ringage Desinfection
A o
Epluchage - Découpage
¥
Préparation selon recette
v
Centrifugeuse - Blender - Presse agrumes
v
> Conditionnement, etiquetage
v
Vente LS
¥
Mettoyage et Désinfection

Fruits and
vegetables
shelf’'s team

Smoothies’
team



Smoothies — results

¢ 5recipes
> Orange, banana, strawberry
~ QOrange, kiwi, pineapple, banana
~ QOrange, apricot, pineapple
> Apple, peach, banana
>~ Apple, banana

¢ 2 fresh juices : orange and apple

[ ] %c) g”
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Smoothies — results

Number of bottles produced and sold
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Smoothies — results

Average Production :
74 bottles/week

Average Sales :
57 bottles/week

=>» /7% of the production is sold

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

Data from September 11t 2012

.
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Smoothies — results

Income and expenses
350

300
:é: 250
= 200
£ 150 o~
= 100 — Produits (€)
50 o~ Charges (€)
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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 11, 2012



Comparison of processing costs
bigbags — associative donations — smoothies
11 (2 Bigbags) : 121,20 €

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

1t (Smoothies) : €

1t de FLEG bigbag

1 tde FLEG dons asso |

1 tde FLEG smoothies
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Smoothies — Barriers

¢ Selection of fruits & vegetables most wasted

¢ Variability of the ingredients (quantity and
nature) : the production can not be planned

>.
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Smoothies — Barriers

¢ Stages of production
= Artisanal production Investment in an automatic
- Low productivity press-citrus

< 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.

.
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Employees are asked to reduce the fruits
and vegetables’ waste ...

... but at the same time it is the
smoothies’ raw material



Development of recipes with 2
ingredients

Development of fresh juices
Vegetables : implementation of soup kits
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Rappel des fruits et legumes a garder

(au 04.07.12)

Bananes

Fraises

Oranges

Kiwis

Ananas

Abricots 4

Péches
Nectarines
Pommes
8 <
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GreenTag — Charities — Steps
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GreenTag — Charltles — Steps

Guaranteed
freshness




GreenTag — Charities — Different
type of associations
¥ 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

Photos : Lys-aux-trésors (Solidarity store) GREENCOOK



GreenTag — Charities — 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.

(o) GREENCOOK



Truce withdrawals for certain associations

Flow of goods on weekends and public holidays

Donations encrypted purchase price and not by
weight — work in progress



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



Extract from excel spreadsheet in Wattrelos.
Total 1er trimestre | Total 2e trimestre Total 3e trimestre Total 4e trimestre .
exercice exercice exercice exercice Total exercice
SECOURS POPULAIRE 20631,47 € 22 974,70 € 43 606,17 €
EMMAUS 9545,49 € 9014,38 € 18 559,87 €
ST VINCENT DE PAUL 1885,02 € 1172,41 € 3057,43 €
RESTOS DU CCEUR 21527,26 € 23 076,08 € 44 603,34 €
LYS AUX TRESORS 12 839,62 € 7176,85 € 20016,47 €
LPA 0,00 € 0,00 € 0,00 €
Total Dons PAF 66 428,86 €IIP 6341442 € 0,00 € 0,00 € 129 843,28 €
Total Démarque PAF 141 090,00 € 133 067,00 € 274 157.00 €
Ratio 47,08% 47,66%r #DIV/0! r #DIV/0!

Templeuve donations to associations in 2011 : 114 949€
(18% of food waste in templeuve)

g

=
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Raising the awareness of consumers
A and mobilizing them

4 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)

2
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Ecoles de consommateurs :

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

GREENCOOK
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¢ How to raise consumers’ awareness on food
wastage ?

GREENCGOOK



GreenTag —
in-store communication campaign — Steps

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 QD &

E.LECLERC E.LECLERC
Templeuve Wattrelos

.
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GreenTag —
in-store communication campaign — Tools
Greencook Stand
Tasting booths

Tombola

Promotional catalogue

Street Marketing : Flash Mob

In-store communcation on short food supply chain

In-store communication on food storage

In- Store Greencook Posters

TV Coverage « Envoyé Spécial » — 10" November 2011 + Global Géachis (Canal Plus)

Web Communication : www.jeconomisemaplanete.fr

- 3 B
%

GREENTAG ' 3
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GreenTag —
in-store communication campaign — Obstacles

Supermarkets are places
where clients are always in a hurry.

L]
| “ 4
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Survey shopper by SymphonyIRIGroup  from March 03, to March 06, 2012
* In store interviews among 121 clients (at check out area)
— 58 — 63 (P
E.LECLERC E.LECLERC
Templeuve Wattrelos

« ALL SHOPPERS have seen the Food wasting campaign
 Questionnaire length = 10 min
» Measure the food wasting campaign efficiency :
UNDERSTANDING
IMPACT on behavior (in store and at home)
» Measure the impact on store IMAGE

» Measure the impact of shoppers’ purchasing habits

ENGOOK



GreenTag — in-store communication campaign — Results

Better visibility for Press and Leaflet (but differences

| between the 2 stores)
~ +VISIBILITY

Q01) Have you seen a specific communication for food wasting on... (n=121) “

S,

e
Pty

T

Brose meae Lack of visibility for In store poster
55% 3 (compared to th4em002 campaign)
@«
GREENCOOK
Internet 4
R
Wattrelos Templeuve i s
In shelf poster
17% N = ..'A
26% Aerial in-store poster ...
19%
o r 14%
16pts
u
Wattrelos Templeuve
Wattrelos Templeuve
; 14 compuee & Smoncnymn coun, 200, Conmuacrs s “Benchmark Affiches CO2 Templeuve SymphonyIRI Grot uY

B
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GreenTag — in-store communication campaign — Results

Concept Knowledge and understanding : KPI

- Communication is clearer (and more efficient) with media and leaflet
* In store posters are less visible (vs the CO2 campaign)
sLess than half of shoppers have seen animations (and less in Wattrelos).

« For shopper who have seen activities communicationand in store poster are more
visible.
®» Activities : part to raise public awareness to food wasting

*Visibility is clearer (on food wasting) if shoppers ever seen the « Alliances en Nord »
communication.

* Globally, the « food wasting» communicationis well estimate.
*You should take care to in store poster design.

Media and leaflet communication are more efficient than in-store
communication.
Activities have more impact and they play a role for raising
awareness

22 g © Syrmoren 1 Groun, 2010, Confisantial ana Froprieary SymphonyIRI(

#[o) B 2
s | GREENTAG 4
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“Le gaspi, salsifis”
General public campaign
Brussels - April 2012

Brussels Environment

MAMGEZ SAMS GASPILLER.
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« Le gaspi, salsifis » VOILA L’ETE!

DEVINEZ QUI REMENE SA FRAISE.

¢ Objectives:

> Raise awareness of the impact of food waste on the environment
> Provide practical advice

MANGEZ LOCAL ET DE SAISON.
CEST BON POUR WOTRE ASSIE

PO ASSIETTE ET BOMN POUR LA PLANETE

‘ H i sto ry 4 Lt s e

> 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

GREENCGOOK



Tools developed (1/4)

< Short movies on the internet
¢ Press inserts (5 papers)

Jat v peite fache li

Cabriue lun preduies sbirela. Cx nen pen pares guius Frukau en h'nu aert shiend qul meet phun ban &

b coraenmstcn. Haue sames eeisbarare hakitds o de {siz qum nawe
ln fariar din ulrl-urtmputhluuh-“mh—t ancora parfaamank dilicine: Un job p-pll-,l

Culsingz sans jekar. On 2 pris Mhabitude d= nz manger quune partie des fruits = l&gumes arhetds. Mais saviezvous
quion peut faire d'sccsllents potages aec, par exemple, les fanes des carsttes? Que la plupart deswitamines s= Akralu

Erouwent sous I peay, et quil suffit de brosser 2 carotte plutht que de Mplucher? Alors |2 prochaine fois que Frak
wous vous apprétez & jeter une partie dun aliment, posersous [a questiont de saveir si vous ne powves paswous """"'"_"'.".“.".".'.'""""':m' nhutf!ﬂrmthiﬁ:: ;::’::;::I-pm-::t-h‘:d|hmjumI|uﬂlllhlm _:l;::ﬁt:;:rp
i | i Ratrowez Infos ot consslls sur wew. brucallassmironnamant.be ou 1u a3 7757575,

en servir autrement! Vous ferez du bien & voire portefeuille, & votre assiette et & la plankte.
L [ taidun coor Folnba i “.... dig ik of der

Retrouvez infos et ils sur www. bruxell fir be ou au 027757575, h_‘-_:‘_,m v ety s mans S
e e e g | MANGE? SANS GASPILLER _

‘ MANGEZ SANS GASPILLER EET ZONDER VERSPILLEN ‘
C'EST BON BOUR VOTRE BUDGET ET BON BOURLA PLANETE EOEDVDAR K BUCSET CM GAEDVOIE DATE PAMIET E 4}.-“.".:-&1“:::“5“-—-@ m '
&

L R e e B ey L)

&
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Tools developed (2/4)
¢ Display “2m?” (metro & abribus)

iz oxset g
J |

sam m : EET ZONDER VERSPILLEN.
GOED VOOR JE BUDGET EN GOED VOOR ONZE PLANEET.

Meer info op www.leefmilieubrussel.be - 027757575 @ ','7"—;1‘3@
on it v g rusases Minsor v Lesmii,Evrgnon Stadarieowing GEEENCOOK | s )

8-
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Tools developed (3/4)

= STOP

= au gaspi
\nmplll.lng * e

¢ Brochure & fridge magnets
¢ Anti-waste spoon

Eordrnah e prsfiomi by
ey m o e
o i b i, T :
g by T
¥

s derm e T
R i e

o

- Disposer vers lavant ca qui doit 8tre
Gonsomme en premisr:

€ - - i
GREENCOOK REENGOOK ol it el

e-
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@ Aimentation durable

Tools developed (4/4) _ R
= NI &F Svee W

Le GASPI, Salsifis! PRESERVONS |a planéte,

Dans le monde, environ 1/3 de la noumiture destinée & la consommation humaine est
perdue ou gaspillée, ce qui représanta 1,3 million de tonnes de déchets par an. Et com-
bien d'argent pardu... Les impacts négatifs du gaspillage alimantaire sont réels: pour les
ménages, las collectivités, I'environnement ot I'économise. Comment redonner toute leur
valeur aux aliments 7 Pour y répondre, Bruxelles Environnement lance une nouvelle cam-
pagne contre la gaspillage alimentaire avec trois idées phares: méme les produits moins
beaux sont parfaitement comestibles, tout se mange dans les fruits et gumeas, réfléchir

¢ Dissemination through BE channels:
> web, newspaper “Ma ville notre planete” -19000

subscribers, press release

avant d'acheter et se limiter aux bonnes quantités.

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

8408langty,

[ O - 2¢ X || @ Alimentation: Le gaspi, salsi... %

Ou... £]SERD 2012 (g Accueil - Bruxelles Enviro. Google Traduction

BRUXELLES ENVIRONNEMENT

IBGE - INSTITUT BRUXELLOIS POUR LA GESTION DE L'ENVIRONNEMENT

PARTICULIERS | PROFESSIONNELS | ECOLES

(® CENTRE DE D)

m NOUVELLES

touvelles @ Alimentation: Le gaspi, salsifi !

Alimentation: Le gaspi, salsifi !

La roxavala campagpe da Bt
[ros—— e ———

Chaz s ménages bruxslois, ko gaspllags

rosios to repas e un quart das smants
Jetis sans MEMa avorr S8 anamés. Ca
gespilaga est posrtant un enjas conore,
directamant B2 & la ax

g
mant2. fwoc un cfist immédiat: notre rela-
thon & I nourftuns 5'eet modiiéa. Sans y
faire amention, nOUS NOUS SoMMEs mis &
|otar das almants. La moindns vakur ac-
oondda & nos alimants constiua e das
principaios raisons cs gaspliaga dans ke
Pays ndustriabsés.

o paliser,
amais!

Gt oa qUIndiquant ks Sondages: s
sont las poronnas qul admasent gas-
Pl Pourtnt dapes ks malms 0o
pousals, méma casx qul pensant St
viglares sant concamis par o gaspikags.
Jamaks v daments paimes squtar
I tige? Il nous o & tous 56 gaspl-
lar, MBS S=ans i woukoll 0w SIns Gn awol

pher, agic.. Gaspik

aimartares, cio.

® prendre conscience de Fampleur
du gasplllage et de son codt.

Une astuco smpla pour ¥en randwm
compta: masrer son gaspl cn natant la

Chaque annA®e, un tiers de la nourriture produite dans le monde finit &
Iz peubelle sans avoir AGthe Age. Ce gaspillage ire,
mirair de notre soCiA@tAQ de surconsommation, constitue un problA”me
i di liA© A la probld des dA@chets, de la

et du ch Or chacun peut rA©duire ce
gaspillage avec des gestes simples. La campagne sur l3€™zlimentation de
ce mois d4€™avril vise & sensibiliser le public & cette question et lui
offrir des outils pour agir & son A@chelle.

limatiqu.

quoi 5&€ au ill i i ?
La€™alimentation repri@sente 1/3 de 13€ ™ impact sur
|4€™environnement et de 20 & 30% des A©missions de CO2. Par
exemple :
+ Gaspiller un pain A@quivaut A laisser une lampe de 60w allumige
pendant 30 heures.
* eter 1kg de bA"uf revient & gaspiller 13€™eau nh@cessaire aux
douches quotidiennes da€™une personne pendant 1 an ou encore A bruler I3€™essence nA€cessaire pour
parcourirA 60 km en voiture.

Le gaspillage alimentaire est ABgalement un problA me A®thiqued : 1/7* ™ de Iz population mendiale souffre
de la faim

ement.be/Temp d=34 060 | 92°P!

¥ pourguo le gaspi?

Dare ke pays dustrialsse, o gaspiags
mentare surdart essarticlamant an
vl da la chalne da procucsion, soft -
vantags as nvems 05 |2 CoRsDMMaton.
L4, kb gEpliam concama pis didn-
ment i grancis dstribution, i rstaunson
o ke comommalams parsculers qua
nous sommas. Au cours das darminas.
décennies on Europs, ke guanitis da

P 2 poutialis.
A2 M du mals, on addtionns 1o ke
montants.... Prts 4 taifa 6 tast? La ol
stonnara . coup ir!

® Comment aviter be gaspi?

En far qua consommaiurs, pas foujours
facke ce bian planifier nos actats ni de
savoir commant sy randra pour Rdurg

I Bruxmlos, Brxalies Emironmamant

TS | Yol pow diminuer & gmplage
almantains. G'ast bon pour notr budgat
&t c'ust bon paur natm planttn. Fréls &
amianuar?

MANGER AUSSI LES
PRODUITS ABIMES

Ca et pas parce quum Fut ou un -
guma ost amE quT et plos bon & B
consommation. Nous sommas Talement
bbbt & cos produfs frais partats qu
ROUS hesons pas 8 K [otar s Qi
‘ot un patt détut lors qufls sont onoom
partafamsant ddlicsex. L ol gaspiiage!
Aoey, I prochaing fois qus nous Fosvers
s ko Figo Una polre Gul 2 LN B Wy

on Fas pluif que o s fotar?
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Set-up of the research

Results

Conclusions
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Conclusions
Recall and impact of the campaign
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Population: Inhabitants of Brussels +18 yrs. 813.581

Have seen the campaign

[—

Will increase their caution regarding food
consumption & food waste in the future

Have talked about the campaign with friends
or relatives

TOTAL IMPACT

Have searched for more information

@ GK Significant 2012 | Recognition and evaluation of food campaign | June 13 2012
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Spontaneous message deduction

The campaign mainly communicates that people should throw away less food. This is the case for both the print ads
and the spots. On a more secondary level, the campaign also communicates that slightly damaged fruit/vegetables
are still perfectly eatable and tasty.
Print ads Spots
N=220 N=253
Waste less food Waste less food
Stop (or decrease) throwing food away Stop (or decrease) throwing food away
Fruit/vegetables with spots are still tasty Fruit'vegetables with spots are still tasty
and eatable and eatable
Save the planet/ ecology Save the planet/ ecology
Eat vegetables and fruit/ healthy food Eat vegetables and fruit/ healthy food
Save money Save money o
Buy/prepare right amount of food Buy/prepare right amount of food
(Almost) all vegetables are eatable (Almost) all vegetables are eatable
Tips against spolling food, tips for Tips against spolling food, tips for
Base: Total sample reusing food reusing food

[ry———
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Spontaneous favourable comments

The advertisings are evaluated as both funny and amusing on one side, and yet having a high informative value on
the other. This is equally the case for the print ads and for the spots.
Especially the print ads also receive rather a lot of positive comments regarding the graphical execution.

Print ads Spots

N=220 N=253

Good message/didactic (1) * Good message/didactic (1)

Contains humour (2) Contains humour (2)
Nice graphical design (3) Nice graphical design (3)
Clear, understandable (1) Clear, understandable (1)
Criginal, innovative Original, innovative
Nice idea/concept (3) Nice idea/concept (3)
Nice word-play (2) Nice word-play (2)

Amusing (2) Amusing (2)

Sympathetic Sympathetic

Subtotals: Subtotals:
Informative (1) Informative (1)
(1) Informative 46%
(2) Humouristic 44% Good animation

(3) Nice graphical design  30%*

(1) Informative 39%
(2) Humounstic 49%
(3) Nice graphical design  12%

Good animation

Nice use of accents Nice use of accents

Other Other

Don't know Don't know

Base: Total sample Nothing Nothing
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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
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Thank you for your attention

etaupinart@environnement.irisnet.be
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Mass media communication campaigns

AVL “Respect
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Wertstoffmagazin

WERTSTOFF

Wertstoff-Wahl
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City Cards
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EIN EU-PROJEKT DER AVL [

Wi, .
' RESPECT-FO0D.EU

Das Portal gegen Lebensm'meluersmwend ung.

@ '
Auftrag Zukunft. entsorgen

GREEN COOK [Bi)

EIN EU-PROJEKT DER AVL

GREENCOM

é" RESPEBT

Das Portal gegen l.ebensmlttelvemhwendung
7

vermeiden
verwerten

AVL
Auftrag Zukunft. ontsongtn

@ o
Auftrag Zukunft. entsorgen
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Nacht der Lebensmittel (food mght)
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Engaging approaches

AVL (Pilot families+respect
portal)
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first 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 [§ _S.

provided a basis for the
household investigation

GREENCGOOK



results of household investigation

1.stage 2.stage 3.stage

26.000

20000

16000

10000

amount of food waste [g]

A.000

11

1w 98 13 A 21

week
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results of household investigation

1.Stage | 2.Stage | 3.stage | reduction of
food waste
[%]
Amount of waste | 0,3 0,2 0,1 58%
[kg/person*week]
Extrapolation 17,5 11,5 7,3 58%

[kg/ person* year]

-

\

2. MONAT

R

66%

3. MONAT
42%

B-
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1 march 2012 till 31 may 2021

40 household (110 person)
www.respect-food.eu

feedback by computer software
communication between participants



respect portal
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o RESPECT

GREENGOOK

www.green-cook.org

GreenCook
Anleitung
Tagebuch
Statistik

Blog

Links

Kontakt

Tipp des Monats

Rezepte
Video Clips

I lirg o Opbod itk
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et | = nue
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wermeiden

AVL ) | verwerten
entsargen

ann PORTAL

Meuregistrierung J Login/Logout

Lebensmittel verdienen Respekt

Die Tomaten haben Druckstellen, das Haltbarkeitsdatum des Joghurts ist vorgestem
abgelaufen und das Brot schmeckt nicht mehr wie am ersten Tag: Schon wegen kleiner ,Makel”
landen viele Lebensmittel im Maill.

Jahrlich werden so tonnenweise Obst, Gemise, Brot oder andere Nahrungsmittel
weggeworfen, die .eigentlich® noch sehr gut genielfbar sind. Das méchten wir &ndern. Dieses
Portal will dazu beitragen, die Wertschatzung und den Respekt fir Lebensmittel zu starken.

Werfen auch Sie mehr weg, als lhnen bewusst ist? Mit diesem Portal www respect-food.eu
machten wir lhnen helfen, lhr eigenes Verhalten im Umgang mit Lebensmitteln zu Gberpriifen.
Das Wegweri-Tagebuch unterstitzt Sie dabei (Das Tagebuch steht ihnen erst nach dem Login
zur Verfigung).

Aulerdem finden Sie hier jeden Monat niitzliche Tipps und kreative Ideen zur Vermeidung von
Lebensmittel-Abfallen.

Die hiufigsten Griinde fiir Lebensmittelabfille (Live-Darstellung)

Im Kiihlschrank vergessen

16.02% (33.45 kg)

Sonstiges
I 3.00% (27.14 kg)

Falsche Lagerung
12.19% (25.46 kg)

Speisereste (zu viel gekocht)
11.52% (24.04 kg)

Bereits schlechies Produkt gekauit

7.20% (15.03 kg)
Gesamie Abfallmenge: 208.77 kg

Tatort Kliche

Zum Film

"TV-Familie" gesucht!

Fir den neusen Film von Valentin
Thurn (Taste the waste) wird
momentan zine Testfamilie
gesucht. Ein Haushalt soll Gber
einen mehrwichigen
Selbstversuch sein eigenes
Verhalten verbessern und wird
dazu 3 mal von Valentin Thurn
interviewt.

Interessiert an naheren Infos?
Melden sie sich Ober das
Kontaktformular

Momentan entsteht sine
interaasanta Ann 7or WVarmeaidounn
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www.green-cook.org

Start
Dialog
Blog
Links
Kontakt

Investing in Opportunities

Q!
RS
poe = nwe
=

European fegi
Development Funding
tvGuah INTERREG IVE,  INTERREG 1V8

vermeiden

AVL verwerten
\J entsorgen

RESPECT

Fn n PORTAL

A -

| Abmelden

Da od ategorie e d org eld o g
03.05.2012 Name Backwaren kg Das ist Blindtext Restmall 20,65 Blindtext
02.05.2012 Name Fisch kg Das ist Blindtext Biomll 07,39 Blindtext

Fleisch+Wurst
01.05.2012 Name Gemiise kg Das ist Blindtext Kompost 12,85 Blindtext
03.05.2012 Name Gewlirze kg Das ist Blindtext Restmaull 20,65 Blindtext
02.05.2012 Name g?)'::’ﬁe'pmd”kte kg Das ist Blindtext Biomll 07,39 Blindtext
01.05.2012 Name Reis kg Das ist Blindtext Kompost 12,85 Blindtext
03.05.2012 Name Speisereste (gemischt) [ g Das ist Blindtext Restmull 20,65 Blindtext
SiRigkeiten - . . -
02.05.2012 Name Teigwaren (Nudeln) kg Das ist Blindtext Biomall 07,39 Blindtext
01.05.2012 Name Sonstiges kg Das ist Blindtext Kompost 12,85 Blindtext
03.05.2012 Name kg Das ist Blindtext Restmull 20,65 Blindtext
02.05.2012 Name Fisch 1,5 kg Das ist Blindtext Biomull 07.39 Blindtext
01.05.2012 Name Fleisch+Wurst 0,73 kg Das ist Blindtext Kompost 12,85 Blindtext
03.05.2012 Name Backwaren 0,7 kg Das ist Blindtext Restmull 20,65 Blindtext
02.05.2012 Name Fisch 1,5 kg Das ist Blindtext Biomaull 07,39 Blindtext
01.05.2012 Name Fleisch+Wurst 0,73 kg Das ist Blindtext Kompost 12,85 Blindtext
03.05.2012 Name Backwaren 0,7 kg Das ist Blindtext Restmull 20,65 Blindtext
02.05.2012 Name Fisch 1,5 kg Das ist Blindtext Biomdll 07,39 Blindtext
01.05.2012 Name Fleisch+Wurst 0.73 kg Das ist Blindtext Kompost 12,85 Blindtext
03.05.2012 Name Backwaren 0,7 kg Das ist Blindtext Restmiill 20,65 Blindtext
02.05.2012 Name Fisch 1,5 kg Das ist Blindtext Biomall 07,39 Blindtext
01.05.2012 Name Fleisch+Wurst 0,73 kg Das ist Blindtext Kompost 12,85 Blindtext
03.05.2012 Name Backwaren 0,7 kg Das ist Blindtext Restmull 20,65 Blindtext
02.05.2012 Name Fisch 1,5 kg Das ist Blindtext Biomull 07,39 Blindtext
01.05.2012 Name Fleisch+Wurst 0,73 kg Das ist Blindtext Kompost 12,85 Blindtext
IMPRESSUM - Ein EU-Projekt im Zusammenarbeit mit der Abfallverwertungsgesellschaft Ludwigsburg
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www.green-cook.org

Start

Dialog
Tagebuch

| Statistik |
Blog

Links

Kontakt

Tipp des
Monats

Daten Export

RESPEGT

FOOD ™

Login/Logout J

Statistik

Die Statistiken bezishen sich nur auf die Daten die Sie in lhrem Tagesbuch angegeben haben.

Menge lhres Abfalls der Aufteilung Thres Abfalls Menge verteilt nach (bersicht lhrer Einkdufe

let=ten Wochen nach Kategorien Entzorgung=gronden

Aufteilung lhres Abfalls nach Kategorien

450

400

350

300

{Menge in g)

IH{IELIJ
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J"‘* §&ﬁffy*y$d$@£€@ff
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Dz orange gefirbten Balken sind =in Dwrchschnittswert.
E=s werden nur Kstegorien sngezsigt, bei denen dis Abfalimengs groler O istl.
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GREENCOOK

www.green-cook.org

Start
Dialog
Tagebuch
Statistik

Blog
Links
Kontakt

Tipp des
Monats

Daten Export

RESPECT

Fo0D ™™

Statistik

Login/Logout J

Di= Statistiken bezishen sich nur auf die Daten die Sie in lhrem Tagebuch angegeben haben.

Menge Ihres Abfalis der

letzten Wochen

Unerwarteter Termin
Im Lagerschrank vergessen

Im Kihlechrank vergessén

Falsche Lagerung

Zu viel gekauf
(Grofpackung)

Schmeckt nicht (schiechte
Cualitat )

Schmeckt nichl (neues
Prodult ausprobisrt)

Menge werteilt nach (bersicht Ihrer Einkiufe

Entsorgung=sgronden

Aufteilung Ihres Abfalls
nach Kategorien

Menge verteilt nach Entsorgungsgriinden (in %)

2 4 & 5 10 12 14 16 18 20

106 %

. ’

3.82 %

6.11 %

10,29 %

3.B6 %

966 %%

5.56 %

1.9T7 %
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GREENCOOK

www.green-cook.org

Start

GreenCook
Anleitung
Tagebuch
Statistik

Blog

Links

Kontakt

Tipp des Monats
Rezepte

Video Clips

g b KN G L Lk

RESPECT

Fn nn PORTAL

‘ MNeuregistrierung

J ‘ Login/Logout

Passiert das auch in lhrer Kiiche?

PASSIERT{DAS AUCH
IN/IHRER KUCHD

=|\RESPECT-FOOD.EU

Auftrag Zukunft.

GREEN COOK

EON EU-PROJENT DER AVL

andere Clips

[ ]
PASSIERTDAS IAUCH
INIHRERIKUC

Passiert das auch in lhrer Kiiche?

HABENS IEIAUCH|EINE
S AHNE/IMKELLER?
[-FO0D. EU

Haben Sie auch eine Sahne im
Keller?

WEGWERFEN

WENNDI

duftrag Tuboeft.

Wegwerfen, wenn die Kiiche zum
Tatort wird.

Impressum  AWL

- Ein EU-Projeki in Zusammenarbeit mit der Abfallverwertungsgesellschaft Ludwigsburg







