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Agenda

• Introduction to WRAP
• Why tackle food waste?
• Scale of the problem
• Strategic Approach  
• Progress 
• Conclusions



WRAP’s vision is a world without waste, where 
resources are used sustainably

Our priorities over the business
plan period are:

• Minimising resource use in 
products and buildings 

• Diverting priority materials 
from landfill
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WRAP exists to address market failures.We only intervene where the free market is not delivering our funders’ policy agendas on its own.Once the market failure has been addressed, we seek to exit, leaving the market to operate freely. Priorities to reduce resource use and divert priority materials from landfill.
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LOOPS INFOToday I am going to talk to you in more detail about the food loop and why we have to act in this space



Trends



Increased demand 
50% by 2030 (IEA)

Energy

Water
Increased demand 

30% by 2030

(IFPRI)

Food
Increased demand 

50% by 2030

(FAO)

Climate 
Change

Third of food is 
wasted, 1.3 billion 
tonnes (UN FAO)

Implications for Food 

1 in 4 calories 
wasted globally 
(WRI/UNEP) Prof Beddington Foresight (2011)



UK food waste arisings 2006/7

* This covers part of the profit sector, and schools; ** incl. other parts of the hospitality and food service sector, 
other out of home food waste, and pre-factory gate food waste; figures to be updated Autumn 2011. NB data 
for household also includes drink waste, which is not currently available for other sectors



So what can we do about it?
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Delivering Food Sustainably makes economic sense
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Strategy

• Re-invent the way we design, produce & sell 

• Prevent waste 

• Close the loop



Changing Consumer Behaviour
Love Food Hate Waste



Total food and drink waste = 8.3 million tonnes

Avoidable food and drink waste = 5.3Mt                  

Possibly avoidable food and drink waste = 1.5Mt  

Unavoidable food and drink waste = 1.5Mt                  



Why food is thrown away:

Planning Buying Storage Preparation Use

• Habits, attitudes, values, motivations, skills, knowledge
• Food & packaging properties & availability
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The ‘food journey’ provides a number of touch points at which you could intervene to prevent food wasteHowever, people’s food journey is often habitual, underpinned by individual attitudes, values etc.Their ability to prevent waste can be determined by their skills and knowledge or the tools they might have to help e.g. measuring scales, cook books, freezerFood packaging also helps i.e. reclosable to retain freshness, freezable, portioned etc.This reflects the complexity of what we are trying to influence!



What’s wasted?

Avoidable food and drink waste, by category, % by weight (total: 5.3mt)

 Worth > £12 billion

 20Mt of CO2e emissions

 5% of the UK total water 
footprint
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£480 for the average householdthe same as 25% of cars on UK roads



Consumer food waste prevention strategy

Changing consumer
behaviour: 

– Raising awareness &
engaging consumers to act
– “Love Food Hate Waste”
– Partners

Making it easier for consumers 
to waste less:

– Influencing those selling food to 
change products and practices 
to help consumers waste less



Simple messages around 5 key behaviours

 it pays to plan

 know your dates

 savvy storage

 lovely leftovers

 perfect portions
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To sum up, the top five ways to reduce your food waste are to;It pays to plan - check what’s in the cupboard, fridge and freezer, plan your meals and know what your going to buy before you go shoppingKnow your dates - check the dates on food regularly, use foods with the shortest date first, and freeze for later foods you won’t get round to eating in timeSavvy Storage - most leftovers will keep for up to two days in the fridge well wrapped, most fruit and veg will stay fresher for longer stored in the fridge, and wrap well or store in air-tight containers fresh foods once openedLovely leftovers – be creative with using up leftoversPerfect portions - Measuring portion sizes helps us to avoid cooking, preparing or serving too much food



Direct to consumers

Via strategic
partners
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Local 
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Advisors
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2007 2008 2009 2010 2011 2012

Presenter
Presentation Notes
Over the last two years, based on research insights, we’ve developed a range of messages highlighting both the financial and environmental benefits of reducing food waste, and different approaches for enabling behaviour change – and in April this year re-launched LFHW.com.



Changing the 
Retail 
Environment
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The Courtauld Commitment

 A voluntary agreement to improve resource 
efficiency and reduce the carbon impact of the 
UK grocery retail sector

Packaging

Household food waste

Supply chain waste

• Reduce the carbon impact of 
grocery packaging by 10%

• Reduce household food and drink 
waste by 4% (tonnes)

• Reduce traditional grocery product 
waste in the grocery supply chain 
by 5% (tonnes)



Signatories
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The cross section of signatories. The big players who realise the benefits. First mover disadvantage is not an issue with this appraochSharing best practiceSector wide action

http://www.abf.co.uk/default.aspx�


Buy the right 
amount

Keep what is 
bought at its best

Use what is 
bought

Changing the Retail environment

- Pack size range and 
availability

- Promotions

- Planning / ordering 
tools

- Packaging functionality, 
re-close

- Clear storage guidance

- In-home tools

- Consistent, simple 
use of dates

- Maximum shelf life

- Portioning tools





Re-closable packs Split packs



Prolonging Shelf 
Life

Pack Sizes 



Labelling



Progress
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LFHW & Courtauld Commitment

• 2.3 Mt waste prevented, value ~£3.5bn
• Household food waste reduced by 1.1 Mt/y
• Less food wasted per household
• Courtauld 3 could prevent 1.1 Mt of waste, and 

bring £1.6 billion benefits 



Trends in food-waste reducing behaviours (% reporting all 
of the time or most of the time) and those understanding 
best-before dates (note that y-axis does not start at zero)



Conclusions

• Trends provide huge opportunities & challenges
• Circular economy encourages new thinking
• Waste prevention a priority

 Critical Success factors:
 Raise awareness of waste
 Build partnerships to tackle it
 Make it easy to act 
 Measure impact



Conclusions (2)

 Use every communications approach available
 Changing retail environment helps
 Behaviour change will take time 
 Cultural factors will be important in translating 

this to other countries



Next Steps

 Hospitality waste
 Increasing focus on product sustainability
 Closing the loop
 Tackling food waste around the world



Thank you
• www.wrap.org.uk/courtauld

• www.wrap.org.uk/content/product-
sustainability-forum

• www.lovefoodhatewaste.com
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