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Researcher: Thank you for agreeing to have this interview with me via skype, I really appreciate it. So shall we start by perhaps telling me what is WRAPs understanding of sustainable food consumption? 

Participant: Wrap has a clear vision as an organisation and a vision when I’m working with people to develop a vision and mission statement, vision needs to look at how you see the future with you in it. And WRAP’s vision is very clear and it’s for a world in which resources are used sustainably. So if we think of food as a resource, within that context of the vision statement, I think it is probably fair to say that we in the UK and globally are not using food sustainably. So we are not using those particular resources sustainably and to give you a scale of that worldwide, a 1/3rd of the food produced ends up being waste. In the UK we waste 7,000,000 tonnes of food per year and most of that and this is where I come in and we come in with the consumers’ aspect of that, most of that food could have been eaten. It cost £12 billion a year in terms of that food we waste and of course the environmental impact of that is very significant in terms of carbon and climate change...erm…I think relating that globally, the consequences of us not taking action, of the fact that this 1/3rd of food produced ends up as waste, in terms of climate change and the impact of that on a global population, those consequences are serious so, our definition is that we  in terms of sustainability of food as a resources, we are not currently operating in a sustainable manner in the UK and further afield. I think it’s interesting then when we look at what consumers understand about sustainable food consumption. Actually that is an interesting phrase …

Researcher: Oh?

Participant:  Yea, because my view as a communication person, you know…erm… I think a lot of people wouldn’t understand that as a phrase, as a concept and I think just as a general communication I think we probably see things in a very personal light, in a personally sphere, so one of the things we do find in love food hate waste which I’ll talk to you about later, is when we ask people do you, and this is not necessarily about sustainable food, this is about food waste, so when we ask people ‘do you waste food at home?’,  quite often their first response is no they don’t waste food or they waste very little and its only when they start looking at it in more detail that they start understanding it. So I guess it bring me to the next step really on what are we doing…
Researcher: Yes could you explain that further?
Participant: Certainly.  There are different aspects really. There is a campaign element which helps to bring this awareness but to make consumers make more sustainable choices, or to support them to waste less food, which is really my area of focus. We work closely with retailers, manufactures and brand owners so …erm…with supermarkets and people that actually manufacture food products and things like that. The aim of that is to change the retailers’ environment or to change food consumption environment so it makes easier for consumers to reduce their food waste. So for example we’ve looked at different types of packing that will keep food fresh for longer, and then we can develop messaging around how to store fresh food and vegetables. There has been a lot of technological progress in that area and we also things do like making different sizes of packaging things like that so that people can use things much quicker and we work with consumers as well via the campaign element to raise awareness around messaging and all that. So it’s quite interesting because WRAP is a very evidence-based organisation so these actions that we promote, the people we work with and the messages that form our campaign, they are based very much of evidence of the researches that we have carried out. So to give you an example, some of the reasons we throw food away or why we waste food in this country, I think to be very positive, I don’t think its intentional or set out to be, but people have different lives, our plans change, we may misunderstand what date labels really tell us, we maybe don’t feel confident using left overs. WRAP has done a significant research on the behaviour of consumers which is the attitude and behavioural patterns, and then we look at that research and into key messages. And what we have found that huge amount of food we throw away, there is a couple of suspect reason that come up and is basically we don’t use it in time and it goes off and we end up throwing away, that kind of thing; or we cook  or prepare or serve too much. So, those are very key reasons that result in food going to waste. So the love food waste campaigns well as working with retailers and manufacturers we also develop messages around it. We have five key behaviours that help to reduce the amount of food that is wasted by consumers and those behaviours are planning, so better planning, meal planning and menu planning, understanding date labels, ‘use by date’ and ‘sell by date’ and some instances ‘display until date’ and thankfully this is getting rare and that is an example where we are working with retailers and manufacturers to make it more clearer so that people have a better understanding and then there is storage, how you store food because store correctly  and in the right place it keeps better and longer and less chance of unintentional consequences of ending up in the bin. There is also portioning, so making sure we cook and put the right amount on the plate which links to the last one which is left overs. So, being confident in using leftovers and actually transforming the leftovers and not eating the same thing again.

Researcher: And so in that area of leftovers and portioning do you involve nutritionists or dietetics?

Participant: Yes, yes and there are different aspects of it there is confidence around using them really. One of the areas we find that works very well is what we call kitchen skills as opposed to cookery skills and there are wonderful recipes on our websites that tell you have to use different foods, leftovers or forgotten foods which you might think, ah I’ve got something in the fridge and is about to go off and that kind of a thing. So we provide clear advice like how to store left overs in the fridge  and how to put them in and for how long they need stored and its around giving people those skills which some of which couple of generation have forgotten the skills we have been losing. We found out last year that we are not confident with leftovers or starting things from scratch, so a lot of our recipes and communication methods are around improving people’s kitchen skills. We did a very interesting survey last year that found that we are not confident with things like that, you know with leftovers, or creating something from scratch.     So a lot, of our recipes…erm… communication methods are around improving peoples kitchen skills so that they are able to do this and also providing new information about understanding the date label, what its telling you and what you can do afterwards. A particularly interesting project I worked on was the development of a  community based training programme called love food hate waste save more and it was like a training pack …erm…there was a series of activities developed around those five key behaviours. And the pack we tested it within the community with various groups, so of which worked with food poverty groups and the idea was that these activities would help to communicate in a community setting with, this key behaviours, so for example, there is a game called left overs snakes and ladders which you can play in a community setting which basically helps to get across the message of how to use up leftovers and forgotten foods. And there are six of these activities which can be delivered by any community group, and you don’t have to be trained facilitator to do it and these grassroots groups that work with groups of people who potential need these kitchen skills confidence, it might be they are new to food, a new mum might need, so we identified these community groups and tested this resources and we were well received. That pack is now available from the Love Food Hate Waste Website and can be downloaded and used in communities. So I’m just look down the list of your question…

Researcher: You’ve actually answered the question on skills and programmes that you give to consumers with regards to how you communicate messages on foods although you don’t necessarily specify them to be sustainable foods.

Participant: Yes, very much so. I mean that gives you a sense of ...er…love food hate waste as a campaign is very extensive and there are two aspects of our consumer food waste prevention working with the others, retailers, and so forth. We do lots of other things obviously, we try connecting with media stories and things like that and really raise awareness of the food waste issue but it’s done really to support people and to try and effect positive behaviour change to reduce this food waste issue in the UK. A positive aspect is we have had a significant reduction from 2007 -2012. We reported a reduction, I think it was 21% of food waste reduction but we need to keep going and I guess the next question is on challenges and what areas do we need to push forward…

Researcher: Yes, tell me more…

Researcher: Well, erm… we have to continue with progress. I think it’s something where we can’t just rest easy on the fact that we made some progress and it’s a complex issue and there are a lot of issues why we do it. So we need to keep looking at the evidence and making sure we develop messages that help people to continue to make progress and there are factors as well around the reason we have to make these progress, so if the population increases for example or people feel they have a little income, those kind of factors, external factors can influence this as well. So it’s not something that you can stop, because if there are more people we can’t just can’t kind of waste the same amount of food, so it’s our job to make sure that we communicate these key issues as effectively as possible to people so that they can make a difference. So we continue the work with householders and individuals and also working in partnership with local authorities, with various retailers, and so forth, to make sure it’s a holistic approach and that everybody is playing their part along the supply chain. So I think very much that’s where things are going to head. The world is not standing still and there is huge developments and we need to make sure we are keeping pace with that in terms of what we are doing. One of the key messages that we find is that as often in developing world where the food wastage is  consumer focused as opposed to being necessary…(inaudible)   We need not to put too much pressure on individuals, and so I think we are more powerful together in tackling food waste. 

Researcher: And that’s what I was going to ask regarding collaboration, so you say as an organisation you are more powerful together?       

Participant: Yes, very much and I think you have a question on to what extend do consumers believe that individuals would make a difference?

Researcher: Yes, what’s your view on that?

Participant: I think we have to be clear the actions we take as individuals do make a difference and those actions replicated make a huge difference. One of the statistics that I find really shocking is that we waste 24 million slices of bread a day and our job is, we have that evidence and our job is to make tangible and then provide a solution and the solution can be as simple as freezing the reminder of the loaf or taking slices for toast as when you need them. Very simple things could start to address that enormous statistic  and I think those types of things, when you look at the odd slice you may throw away as an individual, when that’s up scaled that’s when it comes a bigger problem. We have to make people , empower or enable them to understand that they can make a difference and every action counts and in a very positive way that the things like save more exercises they can make such an impact in people lives by people having those skills means they are equipped going forward and making a big impact. It is a really important message and I think the challenge for anyone who has got a message to communicate is cutting through the noise of other things and making sure our messages are powerful but there is also something very tangible that people can do erm…and that their efforts do make a huge difference both at home, you know, in a personalised way which is something we are quick to respond to you and yours and as a big community and global community. So hopefully the Love Food Waste Campaign, this is a significant area of our focus, we have made a difference and we need to continue with making that difference. We will keep coming up with methods and approaches and campaigns that continue to facilitate that so it’s a very interesting area of work and there is a lot to do but I think the positivity of the campaign is something I’d really like to get across that we do this in a very positive way. We equip people with the tools to make those changes rather than finger whacking at them so it’s very much that positive focus on what you can do and it’s our challenge to make sure that we have that vision that resources are used sustainably and that’s the ultimate aim really. 

Researcher: Talking about 24 million slices of bread a day wasted really is massive waste, so how then can the government justify having food banks. It doesn’t to me really add up, so we are saying there isn’t enough food out there and then wasting all that amount of food.

Participant: Yes and I think it’s a really powerful point you make that the amount of food is wasted without a thought and yet there are people in the UK queuing up in food banks. The balance is out of balance really and I think its something we need to look at. Where is the value to use in that food that is ending up in the bin? We need to reconnect with the value of that. One of the messages we find works quite powerfully is a value message. The actual monetary value message, where we say it cost a average person £200 a year and that rises to £470 per year and for family with children it rises again, so if you translate waste to money it helps people to realise the lack of balance in this, we are throwing that amount of money with any care and however we do that or messages we choose to do that then that’s part of our challenge to make sure that that comes down; that we value the food that we buy and make the most of it. It is a motive thing; putting food on the table is an emotional issue. There are a lot of reasons why things happen, we create tools and apps to try and help people, you know, targeted to different audiences and different methods that appeal to different types of audiences. But yea it’s a really shocking number.

Researcher: It is indeed. Er…  You said collaborating with retailers …any specific ones?  

Participant: Yes, if you have a look at the Love Food Hate Waste website you’ll be able to see on the get involved tab, there are a lot of people who support this campaign and help to promote the brand within, for example, within the retailers. You will see in some of the packages and is coupled with advice. This is one of the initiatives that we work on and we work with the retailers to help provide consumers with information that can help to reduce the amount of food that they waste. So if you have a look at the website you can see we work with lots of organisations, big and small familiar brands and unfamiliar brands. We also work with local authorities who can help delivery love food hate waste to the citizens within their areas, we work with grassroots community groups, erm…there is a whole range of stakeholders who we work in partnership with to deliver these messages and that works very well. We are currently running a 10 cities campaign where we are focusing on 10 cities within the UK and there are lots of activities going on to help the 10 cities reduce their food waste. We provide training so we have professional trainers who go to businesses and train people, we have a whole course of household food waste and they go to businesses and deliver this and it really helps people to make a difference when they go home. 

Researcher: X thank you so much, for this wealth of information…. Perhaps, maybe a little more clarification on your challenges as an organisation? 

Participant: I suppose one…erm… our challenge would be to keep things interesting and relevant and making sure that people are aware. I think there is power in the environmental argument as well, people are quite aware that the food they waste to a certain amount, they are throwing money away, however, we do have to make the link to the environment to climate change and that’s always a challenge to an organisation that needs to do that and to get it to the agenda and people to understand it.  So I would say that’s the challenge for us to make connection and it’s very important we always use the statistics of cars taken out on the road and the impact it can make and I will send you a little presentation. It’s really taking people on a journey, you know its not just food ending up in the bin, its also the resources that went into making it, the water, transportation, fuel, so being a waste of resources as well really is something that we need to look at as a message and how we put that across. And I had mentioned earlier re-establishing the connection of value that helps as well. So there is work to do but we have made some positive steps really and we need to continue.

Researcher: And I suppose its keeping that consistency of the behaviour.

Participant: Absolutely and those 5 key behaviours I mentioned is making sure they remain and we need to make sure that they are communicated as clearly as possible and in a way that appeals to people for behaviour change. So it’s very much a partnership approach and we know the activities that we do the messages are based on evidence as well…

Researcher: Is there enthusiasm from consumers, do you think, that they will keep positive?

Participant:  It makes such a difference, there is a real light bulb moment and I’ve seen some of them when we deliver training or community based work that understanding of for example you can do something with those leftovers, the knowledge that you have the next time you check on the date label makes a significant impact and yes you can make use of that information. 

Researchers: And making sure people become ambassadors as well …

Participant: Very much so. It’s powerful when consumers spread around this information as well and our training is called cascade because that’s what it does, the learning cascade from learning from one person to another and we listen to our family, neighbours and it can be powerful to making sure the behaviour sticks. 

Researcher: Thank you X, it has been interesting and I appreciate you taking the time for this interview.
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