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National Food Waste Prevention Programme

 Household food waste

 Supply chain (manufacturing, retail, distribution)

 Hospitality and food services

 Data & evidence
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Stop Food Waste – national consumer campaign

 Awareness raising

 Behaviour change

 Planning

 Purchasing

 Storage

 Serving & using leftovers
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Stop Food Waste – awareness raising & behavioural insights

 Awareness raising linked to priority food waste types & audiences

 Evidence-based communications plan

 B&A survey - establish baseline and key messaging

 Segmentation - identify target audiences and approaches

 Work with others to amplify the message and reach

 Monitoring and evaluation

 Repeat surveys – changes in engagement & evaluation of activities

 Waste characterisation to track changes in HHFW 
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Evidence
National B&A Surveys &  Behavioural 

Insights; Qualitative Insights e.g. 
focus groups;

Trial Interventions Targeting
Population Profiling; New& Wider 
Audiences; Motivation to Change; 
Target Lifestyle, Life stage, Hooks

Influencing behaviours & 

reaching wider audiences 

to reduce food waste
Messaging

On-going & national campaigns;
Messaging: informed by evidence 
with easy food management tips

Amplification
Stakeholder Collaboration; 

Social Media Channels;
Paid Advertising; Traditional 

Media & PR

Monitoring
Post-campaign:

SM/PR reach & engagement,
Monthly Barometer Survey;

National B&A Survey

Evaluation
Tracking Extent to which:

HH FW reduced in Ireland,
New and wider audiences reached  

Stop Food Waste – approach
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Ireland’s attitudes to food waste & food behaviours
 On-line nationally representative surveys (+1,000)

 September 2020  and Oct 2021

 Surveys designed with our input

 Topics:

 Concern for food waste (Attitudes & awareness)

 Managing food at home (Behaviours)

 Response to Covid (Behaviour change)

 Food dates (Spotlight topic)

 Food Waste communications

 Demographic segmentation analysis
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2020 National Food Waste Attitudes Survey key insights
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Tackling Food Waste – attitudes survey 2020
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Main findings
 9 in 10 agree that consumers have a role to play in preventing food 

waste.  

 3 in 4 people make a list before food shopping. 

 Use-By dates (68%) and Best-Before (55%) dates expiring are the 

main reasons people throw out food 

 A high number of people said that bread (41%), vegetables (39%), 

fruit (39%) and salad (32%) are the foods they throw out most often.

 And 62% of people forget to eat leftovers in time.
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Key results

 Food waste is an issue of high concern for Irish people and they 

are willing to take action.

 Main reasons for waste are food passing its Use-By date and 

forgetting to eat leftovers in time. 

 After bread; vegetables, fruit and salad are the foods that are 

thrown out most often in the home.

 During the Covid-19 lockdown, 29% of people reported wasting 

less food. 
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Demographic segmentation

 Understand motivations and identify target audiences & strategies

 Methodology - identify golden questions

 Typical food behaviours (e.g. shopping online, throwing food away, making 

a shopping list)

 Awareness of good food waste reduction behaviours

 Attitudes towards food waste

 Methodology - analysis for cluster solutions
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711,000 individuals 879,000 individuals 754,000 individuals376,000 individuals 989,000 individuals
24% of shoppers 20% of shoppers10% of shoppers 27% of shoppers

Group 1 Group 2 Group 3 Group 4 Group 5

Little interest in food waste 

as an issue or in their own 

food waste behaviour.

Reducing food waste is not 

a key priority and does not 

fit into their busy lives, but 

some motivation to improve 

exists.

Poor planners who 

deprioritise managing their 

food for other worries in their 

lives.

Intrinsically motivated and 

a sense of duty to reduce 

their food waste. Good at 

planning and managing 

food portions.

Engaged with a multitude of 

environmental issues, 

including food waste.

Always/Regularly think about food waste

Summary

19% of shoppers

Food Waste Demographic Segmentation



CIRCULAR ECONOMY PROGRAMME
The Driving Force for Ireland’s Move to a Circular Economy

2020 campaign ‘Eat It or Freeze It’

 68% say ‘passing use-by dates’ is the top reason for throwing out 

food

 75% understand use-by dates are a deadline

 80% check dates to ensure food is still safe to eat

 53% do not realise that you can freeze food right up to its use-by 

date

=> Simple message – freezing to make food last longer & you can 

freeze right up to use by date 
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FOOD WASTE - CAMPAIGN

 PR coverage: 4,571,725

 Social media advertising: total 
reach 769,000 (3.6 m 
impressions)

 6,324 views of Stop Food Waste 
website (up 316%)

 Most visits to website from 25-34 
group

 Added 403 followers on 
Instagram during week of main 
campaign, impressions 2.4m

‘Eat It or Freeze It’
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• 25-34 age group report they waste the most food overall
• 2 in 5 of this cohort say they would like to reduce food waste, but 

they don’t know how.
• 62% of this segment rate themselves as good at keeping track of 

food in the vs 80% of total population
• 21% of segment say they throw out food to make space for more 

recent purchases compared to 7% total pop
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Stretch Out & Save – Making fresh food last longer

• 50% say they waste a lot 
of fruit and veg (vs 39% 
total pop)

• are more preoccupied 
with how long fresh food 
lasts (48% compared to 
41% total pop). 
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Response to campaigns in national surveys
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Looking ahead

Both the 2020 and the 2021 research show some deep-rooted poor 

food management behaviours – lack of planning and management 

around the use of food. 

 14% always plan dinners for week ahead

 12% always judge/weigh portions

 15% always organise the fridge

2022 focus on planning behaviours
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Strategy

 Social norms (highlight positive food organisation behaviours)

 Multi-channel communications approach to reach the diverse 

audiences

 Using digital media for widespread reach

 Education for those who want to but don’t know how
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Household FW principle

 Targeted awareness raising will lead to behaviour change:

 ‘good’ food organisation behaviours followed by those more 

conscious of food waste;

 need to make people aware of how much food waste they 

are producing; and 

 how they can take actions in their day-to-day life to reduce 

the food they waste.
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Stop Food Waste – 3 year outcomes

 A 20% reduction in the reported amounts of food being wasted

 A measured increase in the number of people engaging on the 

topic of food waste

 A widespread public awareness of the issue, and solutions to 

help reduce it
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Stop Food Waste – monitoring

1. Tracking extent of which household food waste reduced in 

Ireland (Quantity)

2. Tracking extent of which consumers are aware of food waste 

as a problem (awareness)

3. Tracking extent to which consumers are performing good food 

management behaviours (behaviour)

=> Extent to which consumers feel capable, are motivated and 

have opportunity to reduce food waste



CIRCULAR ECONOMY PROGRAMME
The Driving Force for Ireland’s Move to a Circular Economy

To find out more: 

Email:  o.lebolloch@epa.ie

 https://www.epa.ie/our-services/monitoring--assessment/circular-economy/food-waste/

EPA website, general info, policy developments, events

Thank you

➢ Website: http://stopfoodwaste.ie

➢ Instagram: @stopfoodwaste.ie

➢ Twitter: @Stop_Food_Waste

➢ Facebook: @StopFoodWaste

➢ LinkedIn: @Environmental Protection Agency Ireland

mailto:o.lebolloch@epa.ie
https://www.epa.ie/our-services/monitoring--assessment/circular-economy/food-waste/
http://stopfoodwaste.ie/

