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The Survey Design referenced national and international research to allow comparisons to be made against the Australian findings of the Journey Mapping research.

The FFWCRC 3.3.1 National Benchmark Survey (NBS) acted as the national reference and was adapted with the international UK study, conducted by INCPEN &
WRAP (2019). Both studies reviewed consumer perceptions of food waste and food packaging. The NBS focused on Australian perceptions whilst the UK study compared
social perceptions aggregated from England, Wales, Scotland, Northern Ireland, London and Kent and compared 2012 and 2019 results. Overall, to conduct a national
comparison study within Australia, and a cross-cultural comparison study between UK and Australian representation perceptions, the EPPS survey adapted survey
questions from the FFWCRC Project 1.2.2 Journey Mapping study, the FFWCRC Project 3.3.1 survey and the UK INCPEN & WRAP (2019) survey with all the time
differences between studies maintained at approximately less than one year.

The EPPS questions were structured using one of the three designs: (1) Select the most relevant Multiple Choice response, (2) Select-All-That-Apply (SATA) response,
or (3) an Ordinal Scaled matrix responses, with appropriate survey questions including an ‘other’ text option enabled for expanded responses. The series of survey
questions that adopt the Ordinal Scaled matrix responses are compared on either a 5-point Likert Scale ranging from ‘Strongly disagree/dislike’ to ‘Strongly agree/like’ with
the point-3 representing the central ‘neutral’ or ‘unknown’ response; or an intensity 10-point scaling system ranging from 1 very little to 10 a lot. Classification of household
types and income levels were referenced from the 14th Annual Statistical Report of the HILDA Survey: The Household, Income and Labour Dynamics in Australia Survey

(Wilkins et al., 2019 pg. 8).

Participants

A sample size of 1,015 participants was surveyed. Recruitment of participants was achieved through the online market research agency, Qualtrics XM who project
managed and recruited participants from their existing Australian panellists. The participant selection criteria sort representatives that were:

Australian permanent residents;

A mix of males and females;

Proficiency in English;

Aged 18 and over (targeting a normal distribution of ages);

A cross-section of the nation’s population within each State and Territory based on reported ratios from the Australian Demographic Statistics (ABS, 2019);
Primary food purchasers and/or food preparers in a household;

Familiar with their allocated food waste group (filtered through pre-defined survey quotas set to capture approximately 200 users (20% of sample) per food group).
The survey filtered participants into one of the five food categories for specific enquires relating to: (1) Meat and Seafood, (2) Bakery, (3) Packaged and Processed
Foods, (4) Dairy and eggs, and (5) Fresh Fruit and Vegetables.

Participants were omitted if they returned incomplete or automatically completed surveys, identified as under 18, did not provide consent, and/or they did not meet the
selection criteria stipulated above.
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Q1: What gender do you identify as?

Self described

Male

Female
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Prefer not
to say

0.30%

Age group
Age group 18-25

66 and over

14.48% 12.22%
. (0]

Age group
56-65 Age group

26-35

21.66%

15.47%

Age group
46-55

Age group
36-45
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Grocery Shopping

Equally
responsible

Mainly
responsible
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Cooking/
Food preparation

Equally
responsible

Mainly
responsible



Single parent with
dependent children or others

Multiple-family
household

Other family household
Single parent with non-dependent children, with or

without others Couple with

dependent children

Group household

Single parent with
dependent children

Couple with dependent
children and others

Couple with non-dependent Single Person

children and others

Couple with
or without others
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New South Wales

Victoria

Queensland

Western Australia

South Australia

Tasmania

Northern Territory

Australian Capital
Territory

33%3
23.6%
20.0%
8.9%
5.4%
3.0%
3.0%
3.0%
| | | | | | |
0% 5% 10% 15% 20% 25% 30% 35%
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Trade qualification

6.9%

Did not complete
secondary school

8.9%

Certificate
qualification 207%
Completed
secondary school 21.0%
Diploma, degree or higher
42.6%
I I I I I
0% 10% 20% 30% 40% 50%
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Prefer not to say

$125,000 to $1450,000

Over $150,000 Under $25,000

Under $25,000

$25,000 to $50,0000
$100,001 to $150,000

$50,000 to $75,000
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$100-$199

45.2%
$200-$299 20.1%
Under $100 19.6%
$300-$399 7.6%
$400-$499 2.6%
$500-$599 1.8%
| prefer not to say 1.4%
$600-$699 0.7%
$700-$799 0.6%
Above %800 0.5%
| | | | |
0% 10% 20% 30% 40% 50%
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50.6%

Main Shopping Top up Shopping

. Everytime |:| Most times . About half the time . Sometimes . Never
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None of these

Bulk store (e.g., Costsco)

Hopping centre food
market (e.g., Westfield)

Major supermarkets (Wool-
worths, Coles, ALDI)

Market (e.g., farmers market, fresh
food,market, etc.)

Green grocers

Independent stores (IGA, 7/11) Butchers
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Major supermarkets
(Woolworths, Coles, ALDI)

7.0% - Everyday

66% - A few times a week

B 0.0% - Once a week

0.0% - More than weekly
but less than a month

1.0% - Less often (e.g. monthly

Butchers

0.6% - Everyday

5.2% - A few times a week

0.0% - Once a week

0.0% - More than weekly
but less than a month

Independent stores (IGA, 7/11)

2.1% - Everyday

12.0% - A few times a week

0.0% - Once a week

0.0% - More than weekly
but less than a month

Bulk store (e.g. Costco)

0.8% - Everyday

2.3% - A few times a week

0.0% - Once a week

0.0% - More than weekly
but less than a month
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Green grocers

1.4% - Everyday

7.5% - A few times a week

0.0% - Once a week

0.0% - More than weekly
but less than a month

Shopping centre food
market (e.g. Westfield)

1.6% - Everyday

9.2% - A few times a week

0.0% - Once a week

0.0% - More than weekly
but less than a month

Market (e.g. farmers market,
fresh food market, etc.)

0.6% - Everyday

5.2% - A few times a week

0.0% - Once a week

0.0% - More than weekly
but less than a month
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Check what food is Check for promotions and
already in the house specials (e.g., catalogues or online)
1.6%

Write a shopping list Plan the meals to be cooked
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Ask other household remembers what food or meals they want

OIEECN

Everytime

Most times
About half the time

Sometimes

Never




Religious consideration (e.g. kosher, halal etc.)

Food miles (e.g. the distance food travels)

Free-from foods (e.g. foods NOT containing dairy, nut, egg, gluten, FODMAP, shellfish etc.)
Provonence (e.g. farming region, farming techniques etc.)

Genetically modified (GM) foods

Organic food

Medical advice (e.g. nutritional value, diets, personal health issues etc.)
Ethical food (e.g. free range, animal welfare etc.)

The way the food products are packaged

The use of additives ( such as preservatives and colouring) in food products
Food waste

Food safety (e.g. Salmonella and E.Coli)

Food labelling (e.g. ‘use-by’ date; storage instructions)

Level of ingredients in food (e.g. amount of salt, fat, sugar etc.)

How long fresh food lasts for

The taste of food

The quality of food

The price of food
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74%

70%



Try to buy the freshest food

Buy what is on the shopping list

Buy on price

Buy seasonal product

Buy based on the visual quality of food

Buy food to complement food already at home

Buy food based on what is on special (including 2 for 1 deals)

Buy things without plastic where possible

Try to buy something with the least packaging

Try to buy the most environmentally responsible products

Buy the smallest packs so | don’t waste food

Buy items ‘in bulk’

2.02

2.84

| | | | | | J
0.5 1.0 1.5 2.0 2.5 3.0 3.5
(O-5 scale)

0

o
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I am concerned about food packaging waste

Packaging is not required for fresh food

Packaging helps to reduce food waste

211

2.23

274

0.0 0.5 1.0 1.5 2.0 25 3.0

(O-5 scale)
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| buy food in packaging that suits my needs
(e.g. resealable packaging, portioning, easy to open etc.)

I buy refill packs wherever possible 272

| look for packaging that is recyclable

| bring my own refillable containers/bags and products unpacked

| refuse to buy products in unnecessary amounts of packaging

| buy fresh food packaged, rather than loose

| actively search out products in degradable/ compostable packaging 326

0.0 0.5 1.0 1.5 2.0 25 3.0 3.5
(O-5 scale)
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Consider the best way to store food to keep it as fresh as possible

Use storage tools (e.g. sealable containers/bags, bag clips, elastic
bands, wrappers to prolong the life of food etc.)

211

Freeze food to extend its shelf life

Move the oldest food items to the front or top so
they can be used or eaten first

| don't store food for long because | eat it quickly

Find it hard to fit food into the fridge/freezer because it is full

Can't see what is in the fridge/freezer so things get forgotten

3.69
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3.5

(O-5 scale)




Try to use up the oldest food first

Try to use food that’s getting close to its use-by date

Consider how much each person is likely to
eat when serving onto dinner plates

Consider portion sizes and only make as much as you need

Make extra for a future planned meal
(e.g. lunch/dinner the next day)

Make food based on what | feel like, rather than planned

Measure ingredients while cooking

Make extra for ‘just in case’ it is needed

Make extra because | can't predict how hungry everyone will be

Find it difficult to prepare a meal from
remaining ingredients or food at hand
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1.93

3.6l

0.0 0.5 1.0 1.5 2.0 2.5 3.0 35 4.0
(0O-5 scale)
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. Everytime |:| Most times . About half the time . Sometimes . Never
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Save leftovers in the fridge/freezer

Feed leftovers to pets/animals

Find that | don’t consume saved leftovers and dispose of them

Put leftover food into the garden bin

Dispose of leftovers immediately after the meal

Put leftover food into the compost
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3.76

00 OS5 1.0 1.5 20 25 3.0 3.5

4.0

(O-5 scale)
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Number of cups left over each week

Medium 3

High 88
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I’'m not sure

1.6%

Food must NOT be sold after this date

Food should not be eaten after this

Food must be sold at a date as it may be unsafe

discount after this date

58.4%

Food is still safe to eat after this
date as long as it is not damaged,
deteriorated or perished
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Food should not be eaten after this
date as it may be unsafe

Food is still safe to eat after this
date as long as it is not damaged,
deteriorated or perished

Food must be sold at a
discount after this date

Food must NOT be sold after this date

I’'m not sure

14.6%

4.2%

20.7%

1.8%

58.7%

0%
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10% 20% 30% 40%

50%

60%
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Q20: How motivated are you to reduce your household’s food waste?

. Unmotivated D Passive D Motivated
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Saving money
(from the cost of food not eaten)

Doing the right thing

1.95

Saving time (e.g. less time cooking
or shopping for more food etc.)

Being more environmentally aware
(saving water, energy and other resources)

Education (teaching children and others)

Easing guilt (some feel guilty about wasting
food when others don’t have food to eat)

0.0
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0.5

1.0

1.5

2.0

2.5
(O-5 scale)
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The amount of plastic
packaging material used

The amount of food
packaging used in general

Weak packaging that doesn’t protect
and/or contain the product

The recyclability of packaging (e.g. it is
difficult, confusing etc.)

Labeling (e.g. communication on packaging about
the packaging and/or product etc.)

Packaging functionality (e.g. resealable, easy to
open, product protection etc.)

Pa(:kaging foeent keep oodsat —

The amount of non-plastic
packaging material used

Pack serving sizes are incorrect
(e.g. too large or small)

Advanced packaging technologies
(e.g. nano technology, Modified
Atmosphere Packaging (MAP) etc.)

Consumer Perceptions & Understanding of Packaging - Survey Data Set

2.96

3.0

(O-5 scale)
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Keeps product safe and hygienic

Protects the food
(from factory to the shop and on the way home)

Helps extend the shelf life of the product (keep it fresher for longer)

Gives important information on the labels
(e.g. ingredients, storage guidance etc.)

Protects the food in the home

Helps reduce food waste

Makes it easy to use/re-use products at home
(e.g. easy to empty packaging, resealable packaging etc.)

Makes it easy to transport products home

Makes it easier to buy the right quantity

Makes portioning easy

Allows out of season food to be purchased all year round

Makes it easier to buy several of the same item (e.g. bag of six apples;
kg of carrots; multi-packs of drinks etc.)

Makes the product more attractive

0.0 0.5 1.0 1.5 2.0 25 3.0

(O-5 scale)
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Impact on oceans and marine life

Litter in town and countryside

Goes to landfill

Impact on human health

Difficult/not possible to recycle

Lack of confidence that food packaging is being recycled

Use of resources to make it (e.g. Mining for
material, energy, water used etc.)

Contribution to climate change

Makes food go off quicker

Food packaging that is NOT resealable

Difficult to transport home/store at home

0.0 0.5 1.0 1.5 2.0 25 3.0
(O-5 scale)
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Q26: Have your views towards food waste changed in the past year, if at all?

B Much more concerned | | My views have notchanged [1] A lot less concerned

Consumer Perceptions & Understanding of Packaging - Survey Data Set
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Reffilable/ Re-usable

Packaging that keeps the product 202
fresher for longer ’

Resealable/Reclosable

Clearer storage information on the label (e.g. how to store the
product correctly to keep it fresher for longer, freezability etc.)

‘Split packs’ (e.g. 2 portions of chicken that are packaged separately so that you
can open one portion while keeping the remaining portion sealed in the original
packaging)

Packaging that monitors the freshness of the product (e.g. by changing
colour on an indicator tab)

Buying in bulk and packaging into 221
portion sizes

Smaller pack sizes

Packaging design is easy to empty

I I I I |
0.0 0.5 1.0 1.5 2.0 2.5
(O-5 scale)
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Freeze food

Don'’t over purchase items | don’'t need

Reuse leftovers for lunches

Repackage the food at home

Buy only what | need for certain days

Buy food that is packaged in resealable packs

Pre cook and freeze food into serving portions

Use up old vegetables in soups or sauces

Buy food packaged in smaller portions

Eat food that | purchased, even if | find that | don't like it
Shop more often

Eat food that | purchased, even if | find that | don't like it
Buy food packaged in vacuum packs (no air inside)
Use up old fruit into baked cakes or preserved jams

Use vacuum sealed bags to preserve food

Use sauces to freshen up stale food

0.0
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0.5

1.0

1.5

2.0

25

3.0

3.5
(0O-5 scale)
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Bakery products

(e.g. eggs, pastries, cakes, etc)

Meat and Seafood
(fresh or frozen)

Dairy and Eggs
Fruit and Vegetables (fresh) y 99

Packaged and Processed (e.g. tinned foods, chips, uncooked pasta/rice, flour,
processed meats/seafood and processed fruit/vegetables etc)
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Never

Very frequently

Rarely

Often

Sometimes
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| store the food in its original packaging

| store the food in its original
packaging, so it can breathe

Packaging is removed and the food is repackaged into
resealable containers/bags

| buy in bulk and separate portions
into containers/bags

Packaging is removed and the food is
stored in a vacuum sealed bag/pouch

Packaging is removed and food
is stored unpackaged

3.05

0.0 0.5 1.0 1.5 2.0 25
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3.0 35 4.0
(O-5 scale)
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Packaging is removed and the meat and seafood
is repackaged into containers and bags

| buy in bulk and separate portions into
containers and bags

| buy meat and seafood from the
deli/market as it has less packaging

I look for resealable packaging

| keep meat and seafood in its original
packaging when stored at home

I look for easy to open packaging

| buy vacuum packed meat and seafood for freshness 3.02

Packaging is removed and the meat and seafood
is sealed in vacuum bags/pouches

I I I I I I |
0.0 0.5 1.0 1.5 2.0 2.5 3.0 3.5
(O-5 scale)
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| keep dairy and eggs in its original pack-
aging when stored at home

I look for easy to open packaging

I look for resealable packaging

| buy dairy from the deli/market
as it has less packaging

| buy vacuum packed diary
for freshness

I buy in bulk and separate portions into con-
tainers and bags

Packaging is removed and the diary and/or eggs are
repackaged into containers/bags

Packaging is removed and the diary is sealed
in vacuum bags/pouches

Consumer Perceptions & Understanding of Packaging - Survey Data Set

3.0

35 40
(0O-5 scale)
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| store bakery items in their
original packaging

I look for resealable packaging

I look for easy to open packaging

| buy freshly baked bakery
items to avoid packaging

Packaging is removed and the
bakery items are repackaged
into containers or bags

| buy in bulk and separate portions into
containers and bags

Packaging is removed and the
bakery items are sealed in a
vacuum containers/bags

| buy bakery items in my own
reusable bags/containers

Consumer Perceptions & Understanding of Packaging - Survey Data Set

3.12

3.61

0.0 0.5 1.0 1.5 2.0 25

3.0

35 4.0
(O-5 scale)
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I look for resealable packaging

| store the food in its original packaging 2.89

Look for easy to open packaging

Packaging is removed & sealed
in a vacuum bags/pouches

| buy in bulk & separate portions
into containers and bags

Packaging is removed & is repackaged
into containers and bags

0.0 0.5 1.0 1.5 2.0 25 3.0 3.5
(O-5 scale)

Consumer Perceptions & Understanding of Packaging - Survey Data Set

41



Spoilt or off food

70.9%
Food in the general bin (landill 67.8%
Leftovers 318%
Fruit and vegetable peels, skins, seeds, etc. 26.9%
Food pulp after juicing 24.0%
Food scraps in compost 17.0%
Leftover food fed to pets 16.1%
Food scraps in worm farms 14.5%
I I I I I I I |
0% 10% 20% 30% 40% 50% 60% 70% 80%
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Rubbish bin (landfill general bin)

Compost/worm farm systems

Recycling bin

Green bin

Sink (e.g. pouring liquids or small
scraps down the sink)

Soft-plastics recycling

16.02%

15.08%

13.20%

0% 10% 20% 30% 40% 50%
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60%

70%

80%
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Number of cups of edible food thrown out each week

Consumer Perceptions & Understanding of Packaging - Survey Data Set 44



Cleaning out the fridge/freezer/cupboard

I’'m not sure if food was safe to eat based
on seeing, smelling and/or tasting

I’'m not sure if certain fresh fruit and
vegetables could be frozen

I’'m not sure if it will get eaten

I’'m not sure how | will use it up

I’'m not sure how safe it is to eat reheated leftovers

I’'m not sure how long you can keep cooked rice/pasta

I’'m not sure how long leftovers last in the freezer

I’'m not sure how long to keep seafood for

I’'m not sure if there was enough space
in the fridge/freezer

I’'m not sure if the eggs were fresh or had gone off

I’'m not sure if defrosted food can be frozen again
I’'m not sure if the fridge had consistently
been at the right temperature

I’'m not sure of the meaning of expiry /
use-by / best-before dates

I I I I I I I |
0.0 0.5 1.0 1.5 2.0 25 3.0 3.5 4.0

(O-5 scale)
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0.9%

Food waste rating Plastic packaging rating

- Extreme environmental issue I:l Large environmental issue - Moderate environmental issue - Small environmental issue - NOT an environmental issue
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| feel my efforts to reduce food
waste are worthwhile

| am prepared to make lifestyle
compromises to benefit the environment

Other waste streams (e.g. medical, industrial, etc) are
larger environmental issues than food waste

It's only worth doing environmentally
friendly things if they save your money

Food waste is out of my control

Food waste is too much of a hassle
to other worrying about

Consumer Perceptions & Understanding of Packaging - Survey Data Set

0.0

0.5

1.0

1.5

2.0

25

3.0

35 4.0
(0-5 scale)
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Understanding the perception and use of packaging by consumers and how this plays a role in household food waste
generation is an important first step in this project. With a greater understanding of how people appreciate and use
packaging, along with the food waste they generate, we can design improved packaging and communications on
food waste avoidance that will ultimately reduce food waste.

This project aims to understand consumer perceptions of the role of packaging in reducing food waste by:

discovering target areas that will help drive packaging design decisions.

discovering key consumer behaviours that may be adapted to reduce food waste.

determining potential consumer responses to labelling and packaging alternatives in relation to food packaging.
providing formative information for partners’ new product development processes.

designing packaging solutions to reduce food waste.

designing more effective consumer education

campaigns to reduce food waste.

The project partners are:

~

woolworths
The fresh food pesple
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