HOUSEHOLD FOOD WASTE

What do we (think we) know about FLW behaviour at
household level?
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THE SIXHOUSEHOLD MYTHS

Today we will be addressing the elephant in the room and separate

fact from fiction...

*

Myt 1
Myt 2
Mytiy 3
Myth 4
Myt 5
Myth 6
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Informed Consumer
Menu Magic
Something Fishy

Careless Consumer

Finishing What You’re Given

Good Provider Identity
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Impact

SILL6 - Data-driven SILL8 - Retail food

production process waste valorisation

control & optimisation

SILLY - Informing & nudging consumers

SILL7 - Efficient food banks networks
SILL3 - Wasteless

greenhouse SILL5 - Ugly food early identification, shelf life
solutions for the SILL4 - Mobile food assessment and alternative valorisation

pre-hafiEss valorisation as a service
harvest stages SILL2 - Innovative, sustainable and smart packaging for fresh food

products

SILL1 - F2F FLW monitoring & assessment
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Funded by YouTube videos
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https://www.youtube.com/watch?v=iAPAr14M9d4
https://www.youtube.com/watch?v=rGUSIzvl6Bk
https://www.youtube.com/watch?v=KWq2pJ6Cefw
https://www.youtube.com/watch?v=9H6yrP1k0pA
https://www.youtube.com/watch?v=TeIN5FTKyy4&t=11s
https://www.youtube.com/watch?v=2T-OjtHCTVY
https://www.youtube.com/watch?v=anw7WhmWDIM
https://www.youtube.com/watch?v=w-zH2FH7qv8
https://www.youtube.com/watch?v=6U1h4eDGqWo
https://www.youtube.com/@projectzerow1310

About Systemic Innovation Living Lab (SILL) 9

* Reducing FLW at consumer level

* Consumers might be still unaware of the FLW consequences

e Create a Food Label to inform consumers

* Provide consumers with weekly recipes that reduce their food waste
and impact

* From approximately 38 grams food waste per person per day (dinner) to
significantly less grams food waste



TEAM

* Joris Wagenaar, Liana van der Hagen
* Zero Hunger Lab, Tilburg University

* Maike van Rooijen, Joke van Lemmen, Sander de Leeuw
* Wageningen University

ZERO




=1 THE MYTH OF
“The Informed Consumer”

Consumers weigh nutritional values, environmental

impacts (e.g., greenhouse gas emissions), and food waste
equally when making food choices, in case they have
clear information available to them.
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Labels approach

e Combining in one label.:
* Nutritional values (Open Food Facts Dataset)

* Greenhouse gas emissions (National Institute of Public Health and
Environment)

* Food waste at consumer level (Netherlands Nutrition Centre)
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Labels approach

* Food score
e Strict
* Relative
 Balance

10 AL Buer
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Labels Approach

* Questionnaire:
* 61% consciously bought, occasionally, sustainable food in the past

* 82% find it important to have information on food waste in a food label

* 52% found relative label most understandable, followed by 30% balanced and 18% strict
* 75% think they would reduce their food waste due to the label

* 84% would more likely buy food in case our label indicates the product to be good

* However, nutritional values is most important to customers, followed by the impact on
the environment by 90% of respondents
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72 THE MYTH OF
“Menu magic”

Meal planning is time-consuming and unnecessary;

buying ingredients as you go is just as efficient.
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Meal planning approach

* Poor planning is a reason of o
nousehold food waste

* Formulate menu plans and e ,
shopping lists by selecting B e e
combinations of recipes based | LrER eaaiEEEsTEs
on retail package sizes to ~ |
minimize:

* Food waste, Greenhouse gas
emissions, costs




Shopping list - meal plan A

Example

AH Aubergine 400 1.39 4

AH Chinese kool 780 1.69 2

AH Linzen 400 1.35 2

250 1.09 2

e Menu plan Rads B8 0%9 >

85 1.09 2

Vivera Gerookte tofu 200 2.09 2

250 2.99 1

AH Basis vloeibaar 750 1.99 1

AH Tomatenblokjes gesneden 400 0.69 1

i = "

EVER Kruidige rijst met tofu en abrikozen 1000 185 1

PP Linzensalade met walnoten en rucola 500 7.39 1

[ENVENM Bulgur met groente, tofu en noten AH Rozijnen zongedroogd 750 1.95 1

EYZI Notenrijst met aubergine 400 2.39 1
champignons peultjes

500 6.19 1

1250 0.45 1

s = ]

1412.64 grams CO2 eq AH Olijfolie mild 1000 6.59 1

2 grams 2000 7.49 1

Cost 2.47 euro T 2000 1.79 1

125 1.99 1

375 1.49 1

*
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#=3 THE MYTH OF
“Something fishy”

Despite all the good intentions, consumers will always

trust their nose over other types of information
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Innovative packaging

* During a live consumer event in the hall of the ARTEA hypermarket
In Spain, consumers assessed new sustainable packaging that
Indicates food freshness via colorisation



https://www.youtube.com/watch?v=rGUSIzvl6Bk

Our findings...

* The primary reason for food waste, as indicated by 43% of
respondents, is that the food looks or smells bad. Expiry date
concerns and uncertainty about food safety each account for 19%
of responses
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Take-aways and future outlook

* Our primal intuitions are hard to overrule with more cognitive
iInformation

* How can the sustainable packaging meet our intuition as much as
possible? E.g. test different colour schemes
* Food planning is useful to prevent food waste and lower costs.

* Food planning tips should provide flexibility, e.g. changing an ingredient to
prevent to need to buy extra
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CHORIZO
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What are Social Norms?

Unwritten rules about how people behave in society or groups.

Two types:

* Descriptive norms — what people do
* Example: “Most households throw away leftovers.”

* Injunctive norms — what people should do
* Example: “Itis wrong to waste food.”
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About the project

*

What is the
_ impact of
existing FLW

actions?

Which are the
social norms

responsible
for FLW?

How can we

change social
norms?
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What we do

Gathering &
sensemaking of
existing evidence

+

generating new
evidence and
understanding on
social norms,
behaviour & FLW

+

fostering change
in social norms &
FLW behaviour

accelerating
progress towards
zero FLW

What we deliver

Evidence-based . Sector-specific
analysis of FLW gﬁﬁﬁ:ﬁﬂ guidance, on high-
actions & tools potential actions
Real-life case Chorizo FLW 2 L)
. . evidence
studies Insighter -
sensemaking
MOA - HUMAT FLW modelling & .
behavioural predictive FU"I"! ralptld |
analyfics appraisal too

Case -] i,
Studice AN % A P=S 7] =
Consumers!  Hosplally Food Schools FW A Dale marking & Food banks
Households FWW  FWW  Beraices FW cbesiy!malnuinBon  packaging FW medialed FW

Social narm-
focused
communication

Actors’ guidance
towards changing
social norms

CHORIZO FLW
Insighter's
upscaling strategy

Social norm-
focused science
education

Innovationimpact
synergies with the
EC & EU projects

Social norm-
focused capacity
building

Results’
leveraging to FW
As=s=ociations

Dissemination, Exploitation, Communication
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About the Case Studies

Case Study 1 Case Study 2 Case Study 3 Case Study 4 Case Study 5 Case Study 6

Food waste in
relation to date
marking and
sustainable
smart packaging

Household
food waste in
and off crisis

periods

Hospitality
food waste

Food services
food waste

School food
waste and
relation with
obesity and
malnutrition

Food waste in
a food bank’s
mediated
supply chain
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=4 THRE MYTH OF
“Careless Consumers”

Most people waste food because they just do not care
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Our findings

* Most people are motivated to reduce food waste

* However, food waste is the results of a complex interplay of
different factors

* Intention-behaviour gap

* Motivation-Opportunity-Ability framework as a conceptual
framework to include both individual and external/social factors
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7o THIE MYTH OF
“Finishing What You’re Given”

Children should always finish what’s on their plate
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Our findings

* 1/5 people in Flanders still agree that children should always be
required to empty their plate

* Linked to overeating
e Shows cultural dimension of social norms

* Temporal differences: social norms are not fixed, but can change
In different settings and over time
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#0 THE MYTH OF
“Good Provider Identity”

In many cultures, serving plenty of food is seen as a sign

of being a good host or caregiver.
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Our findings

* Widespread & deeply-rooted social norm
* Caring = providing plenty of food
* Linked to overbuying and overpreparing > increased FW

* Challenging the idea that more food equals more care
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Take-aways: behavioural change and social horms in
households

* Social norms within the household context matter
* Norms are dynamic
* Some norms are deeply rooted

* Change requires more than awareness
* Also strengthen people’s abilities (skills, planning, portioning, storage)

* And creating opportunities (tools, infrastructure, supportive
environments) that make sustainable choices easy and natural.
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THE SIXHOUSEHOLD MYTHS... OR FACTS?

Mmytiv1 The Informed Consumer MYTH
Myt 2 Menu Magic MYTH
Myt 3 Something Fishy FACT
Myth 4 Careless Consumer MYTH
Myt 5 Finishing What You’re Given FACT
Myt 6 Good Provider Identity MYTH
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