Behaviours to be encouraged
(Based on synthesis of 40 behaviours)
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supporting high waste consumer
groups (e.g. families with children
living at home)
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Households to target

Considerate planners (45%)

Who > Mostly young couples (below Mostly middle aged (35 - 64 > Mostly older couples (55 years or
45 years), with young children years) single or couple, no more), no young children living
living at home young children living at home at home

Context > Managing busy schedules Lack of interest in food Generally current behaviours

Attitude to

(often with both working), and
multiple food preferences

Often eat out

Moderately motivated

provisioning

The least likely to plan food
shopping and cooking

Least motivated

support reducing food waste

Most motivated

changing > Feels it requires effort Feel not much effort required Feel not much effort required
behaviours
Behaviours > Plan for changes in plans, Purchase appropriate amount Provide support for continuation

to encourage

purchase appropriate amount
Prepare appropriate amount

> Prepare appropriate amount

of current behaviours
Encourage them to become

mentors for Over providers and
Under planners

> eat leftovers

Save water, land and
other scarce resources
used in producing the
food which is wasted

Avoid throwing
money in the bin
by reducing food
waste

Save money ($ or
i %) by reducing
* food waste
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> Create Simple messages to
encourage the behaviours

> All methods have
limitations and
underestimate food

> Pick one message to Amplify
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) of food waste is Consistent message from
determined by multiple stakeholders, and
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: t . actor .
— calng ractor stop wasting food
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