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Action since 2007 to reduce food waste 



Why focus on consumer food waste? 

 Household food waste = ca 50% of the 
total arising in the UK: 
– 4.2 Mt avoidable; £700 per average family 

– 13 billion “5 a day” portions; 17 Mt CO2e 

– Associated with 4% of the total UK water footprint 

 1/3 of out of home food waste is from 
customers plates (0.3 Mt) 

 Ca 4 Mt more food needed by 2025 

 Unintended consequences of moves to a 
healthy, sustainable diet 

 Only ca 15% of household food waste is 
collected/used in a way that minimises 
impact 

 

 

 

 



Download our research at: www.wrap.org.uk/waste-resource-listing  

2007 2014 

Importance of robust and relevant evidence 
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Factors influencing choice in store 

* 
* * * * 

*  Consumer Attitudes to Food Waste and Food Packaging (WRAP, 2013)   * * 



What food issues concern consumers? 

% of people mentioning (average 
number of mentions = 4.25 

 Consumer Attitudes to Food Waste and Food Packaging (WRAP, 2013)   



Influences on food waste levels 



Household size & 
food waste 



Age & food waste 



Healthy eating & freshness 

 Those who cited ‘a need to buy a range of foods to ensure they can 
provide healthy food for their family’ as a barrier to reducing waste 
generated significantly more avoidable food waste 
 

 Similarly those that stated ‘I don’t want to compromise on the 
choice of fresh foods I have in my fridge’ as a barrier also 
generated more avoidable food waste than those who did not 

 
 There was however some evidence to suggest that a healthy diet 

(self-reported) was associated with lower levels of avoidable food 
waste. This may not necessarily be a result of their diet, but other 
factors that may correlate with healthy eating, such as cooking 
skills, simply eating less food or thinking more about food 
 

 



Presence of children 

 Overall households with children don’t waste more than others 
– BUT this means children are wasting as much as adults 

 More likely to plan meals, and use the freezer 
 Less likely to use leftovers, and more likely to thrown food 

away due to it going past the date 
 

 Evidence of cooking more than is required, and having more 
‘meal’ waste than households without children 
 

 Waste LESS fresh fruit & veg,  but also buy less…… 
 

 



Understanding what motivates people 

Motivations to reduce food waste*: 

 Saving money (78%) 

 Managing an efficient home (70%) 

 Feeling of guilt (57%) 

 Reducing impact on the environment 
(48%) 

 Food shortages elsewhere (39%) 

*WRAP consumer food waste tracker Spring 2013 



Tackling food waste - an integrated strategy 

 National \ large scale communication 

 Community engagement & support 

 Awareness raising &                                       
enabling behaviour change 
 

 Changes to products, packaging & 
labelling 

 Making it easier for consumers to                          
buy the right amount, and use                   
what is bought 

 



2007 2015 

Consumer engagement - evolving strategy 





Examples of action - products 



Joined up approach 

 Importance of integrating relevant (to 
consumers!) messages and solutions 

– Food waste and food safety 

– Food waste prevention and collections 

– Food and packaging 

– Food waste and healthy eating 





Date labelling 



Links between food waste and broader 
objectives 

 Tackling food waste is not really about tackling waste, but 
influencing attitudes to food, and related behaviours, skills etc 

 Obvious synergies with other approaches to influence diet and 
health 

 





• Meal planning / shopping planning to reduce food 
thrown away as it’s not used in time 

• Switching to soft rolls to avoid crusts being thrown 
away (previously refused by children) 

• Portioning of food on the plate to avoid leftovers 

• Reduce amount of toast made for breakfast 
(previously cooked far too much) 

• Portioning 
• Not eating biscuits before meals, so they have room 

for their meal 

• Freezing crusts and then using as breadcrumbs later 
• ‘Take control of the fridge’ to avoid throwing away 

chilled foods 
• Bought a juicer to use up bruised fruit 
• Letting children self-serve their meals / listening to 

children before packing their lunch box 

Family A 

Family B 

Family C 

Food waste challenge 

http://www.lesswaste.org.uk/index/about_us.htm
http://www.leics.gov.uk/index.htm


Changes in consumer food waste 



Impacts of changing diets? 

 Increase in more perishable 
foods 

 Potential for unintended 
consequences (>1 Mt more 
food waste?) 



Courtauld 2025 

 Discussions with industry, Governments 
and other stakeholders about a new 
framework for collaborative action in the 
UK 

– tackling food waste across the whole life-cycle 

– taking a whole system view to address other 
areas of resource efficiency, including getting 
more value from unavoidable waste 

– Opportunity to take a more ‘holistic’ approach 
to food consumption 

 The new framework, Courtauld 2025, 
would start in 2016, and run until 2025 



Summary 
 Tackling food waste is not really about waste, 

but influencing attitudes to food, and related 
behaviours, skills, and making changes to 
what we buy 

 An integrated and evidence-based approach 
has delivered a significant reduction over 5 
years 

 Obvious synergies exist with other 
approaches to influence diet and health 

 Reducing food waste further is a global, 
regional and national priority 

 Collaborative action will be key to delivering 
against challenging new targets 

 

 

 



Thank You  


