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DANONE OPOH AMBITION
AT DANONE WE FIRMLY BELIEVE THAT THE HEALTH OF PEOPLE AND PLANET ARE INTERCONNECTED

In line with our ‘One Planet. One Health’ vision, we have defined our Danone 2030 Goals,
which are aligned with the 2030 SDGs by the United Nation.

We are therefore fully committed to contribute to FOOD WASTE REDUCTION                            
as part of our category strategies

OUR COMMITMENTS
 In 2015, we committed to reducing unrecovered food waste by 50% between 2016 

and 2025.
 In 2020, we stepped up our engagement by committing to achieve SDG 12.3—

reducing food waste within our operations and supply chain by half by 2030
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FOOD DATE LABELLING AND ITS INFLUENCE ON FOOD WASTE

10% OF FOOD WASTE 
IN THE EU SUPPLY CHAIN

CONSUMERS ARE CONFUSED
50% DONT KNOW

'DATE LABEL' A TOP REASON 
FOR DISCARDING YOGURT

17% OF YOGURT WASTED
In Europe each year

CONSUMERS CARE ABOUT 
 WASTED YOGURT

UBD IS THE MOST USED
FOR YOGURT IN EU



5

DATE LABELLING STRATEGY

Regional

Category

ASSESSMENTSDATE CODING SCRAPS AND LOSSES)

• Expired Products: products past their BBD / UBD
• Buy Backs: Customer returns of near expiry, expired 

or damaged products, where Danone guarantees to 
buy-back all unsold inventory within a specific time 
period and an agreed upon price list

• Damaged: Products with external or internal damage 

Maximize Shelf
life without any 
consumer risk
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SHELF LIFE HARMONIZATION – CROSS EU PRODUCTS 
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LABEL BETTER TO WASTE LESS
AREAS OF FOCUS

OUR POSITION SHIFT TO BBD ACTIVATION

Use the best suited date label
Shift to BBD 

wherever possible

Build roadmap
Pave the way

Impact consumers understanding & 
practices

Is the product fermented or acidified
(e.g yoghurt or cheese) ? 

Is the product commercially sterile (e.g UHT milk) ? Neutral products such as Danette require a use by date because of post heat treatment recontamination on ultraclean lines. Use of 
aseptic lines and pack sterilisation may give access to BBD

Is the product targeted to general population ? 
(IYC excluded)

Y
e
s

Is the product pH <4.2 OR water activity <0.85 consistently through shelf-life +50% ?

N
o

BBD can be considered.
Note: Product spoilage is possible (could be perceived as FS risk) and will be addressed through quality standards.

Use by date shall be applied with shelf-life validated by existing instructions 

N
o

N
o

Y
e
s

1) Is this a Milk and Dairy Product with pH <4.9 AND Dornic acidity >60,  
OR a Plant-Based Product with pH<4.6?  AND

2) Is the product is stored at temperature < 10°C ?

N
o

Y
e
s

Y
e
s

N
o

Y
e
s
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DANONE LEADING THE TRANSITION UBD TO BBD

Applying Risk-based approach, where applicable we have 
transitioned 90% of products to BBD
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LABEL BETTER TO WASTE LESS
A STEP BY STEP APPROACH

Activating

Partners alliance / comm.

Relevant brands

Communication platforms

Step 4

Deciding

Governance

What. Where, When, Who

Step 3

Setting the stage

Consumer quality check

Local environment / 
competitive assessment

Capability check

Step 2

Checking mandatory 
Prerequisites 

(License to operate)

Food Law; Accessibility  

Food safety; Compliance with 
internal & External decision 
trees

Step 1



STEP 1 – CHECKING MANDATORY PRE-REQUISITES
1A) LEGAL/REGULATORY ASSESSMENT/LIABILITY

Mandatory Pre-
requisites

Food law

Food safety

step 2

n

nLegally
accessible*?

Compliant to FS 
decision tree?

Stop 
assessment

and keep UBD
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STEP 1 – CHECKING MANDATORY PRE-REQUISITES
1B)    RISK-BASED FOOD SAFETY DECISION TREE (ADAPTED FOR DIFFERENT CATEGORIES)
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Product / Process
inherent 

characteristics 
SL crietria to be 

met 
Supporting market 

conditions

Target 
consumer group

WATERS Iconic Products (PLAIN, SPARKLING AND AQUADRINKS)Yoghurts and Plant based Spoonable & Drinkable 



STEP 1 – CHECKING MANDATORY PRE-REQUISITES
1B)    RISK-BASED FOOD SAFETY APPLIED – BUILDING A COMPLIANCE DOSSIER
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• To collect time–temperature data during distribution, retail and domestic 
storage of foods, and to carry out consumer-based studies to better 
understand beliefs and behaviours that influence food storage conditions 
used in households 

• To clarify and provide guidelines on how to use reasonably foreseeable 
conditions in date marking decisions, i.e. what ranges of the existing 
variation to include, for instance about storage temperatures, storage times 
and consumer behaviour/intended use, and the protocols to apply when 
evaluating how pathogens will behave under these conditions. 

• To develop ALOP/FSO for most food–pathogen combinations lack of such 
data is an obstacle for setting shelf-life of foods in relation to food safety 
(‘use by’ date). The decision on the acceptable risk could facilitate a more 
efficient risk based approach for date marking by FBOs

Consumer Data

Challenge tests

Local targets



STEP 2 - SETTING THE STAGE
ARE THERE DEVIATION FROM CONSUMER PREFERENCE CRITERIA?
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2A  CHECK

Consumer Key Criteria

[Quality/Consumer experience]

risk of deviation / mitigation

(Owner: QFS)

2B  ASSESS

Potential impact for customers, 

impact on sales & competitive 

market dynamics

(Owner: Topline)

2C  INVESTIGATE

Technical / financial capability 

to apply a change if decided

(Owner: Operations )



STEP 3 - DECIDING
GOVERNANCE,  WHAT AND WHO DECIDES
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Local OPOH committee

• Final regulatory assessment done by local regulatory teams
• Relevant brands chosen & communication platform choice
• Adhoc advocacy plans 
• Initiate communication with relevant partners

A market decision endorsed by ALL functions and taken by GM of the 
country



STEP 4 - ACTIVATING
360⁰ IMPLEMENTATION AND FOLLOW THROUGH
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Country by country

Engage relevant stakeholders
Brand activation

Internal communication
Follow through dashboards
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ON PACK

STEP 4 - ACTIVATING
ENGAGING CONSUMERS THROUGH OUR BRANDS : IMPACTING UNDERSTANDING & PRACTICES

ONLINE AT POINT OF SALE
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BEST BEFORE DATE EDUCATION
We have joined Too Good To Go-led date labelling coalitions so far in Germany, Austria, Switzerland, France, Spain, 
Belgium, UK, Sweden, Denmark and Poland to educate consumers on this transition.

Branded activations Retailer activity Government engagement 
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STEP 4 - ACTIVATING
Follow up dashboards
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CONCLUSION

Tackling waste is key for all food 
operators. 

It is what the 
consumer want

1
Date coding is one of the effective 

levers 

Yet,  it mandates a disciplined 
process

2
No one can do it on their own. 

Effective partnership with key 
stakehoders helps

3



THANK YOU
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