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Five-Fold Environmental Ambition 

• About making a real difference for the environment 

• FDF members have good environmental records individually 

• This is a collective and more structured approach focusing on 
areas where we can make the biggest difference 

• Launched in 2007 

• Reviewed in 2010 

 



CO2 Emissions 

Ambition: 

- to achieve a 35% absolute reduction in CO2 emissions by 

2020 compared to 1990 

Achievement: 

-a reduction of 27% up to 2011 compared to 1990 

 



Packaging 

Ambition: 

– make a significant contribution to WRAP’s Courtauld 2 
target of reducing the carbon impact of packaging by 10% 
by 2012 against a 2009 baseline 

Achievement: 

-Delivered a 8.2% reduction in the carbon impact of 
packaging over first two years of Courtauld 2 

 



Water 

Ambition: 
- Achieve significant reductions in water use to help reduce 

stress on the nations supplies and contribute to an industry-
wide absolute target in the FISS to reduce water use by 20% 
by 2020 compared to 2007 

 
Achievement: 
- 14.4% reduction in water use  excluding that used in product 
under Federation House Commitment 

 



Transport 

Ambition: 
- to embed environmental standards in our transport practices 

to achieve fewer and friendlier food transport miles 
- to contribute to IGD’s Sustainable Distribution Initiative to 

save 200 million HGV miles over the period 2007-12 
Achievement: 
- Food and grocery sector removed 204 million HGV miles from 

UK road over period 2007-12  

 
 



Waste: ambition 

– to seek to send zero food and packaging 
waste to landfill by 2015 at the latest; 

– to make a significant contribution to 
WRAP’s Courtauld Commitment 2 target to 
reduce product and packaging waste in the 
supply chain by 5% by end of 2012 against a 
2009 baseline. 

 



Waste: achievements(1) 
• Nearly halved food and packaging waste to 

landfill (9% as of 2009) 
• 8.8% decrease in supply chain product& 

packaging waste in years 1&2 Courtauld 2 
• Contributed to savings of 1.2M tonnes food 

and packaging waste under Courtauld 1 
• 3% reduction in household food waste in first 

year Courtauld 2 
• Waste prevention reviews at 13 member sites 

 



Waste: achievements(2) 
• Helped shape WRAP implementation support 

under Courtauld 2 and member uptake  
• Work with leading UK foodbank and charity 

groups on ways to increase the amount of food 
sent for redistribution 

• Contributed to development of Government’s 
Anaerobic Digestion Strategy and Action Plan 
launched in 2011 

• Founding supporter to the WRAP HAFS Voluntary 
Agreement 



Waste: looking ahead 

• Complete delivery of remaining Courtauld 2 
targets 

• Work with WRAP on developing Courtauld 3, 
associated implementation support (including 
tools and guidance) and define alignment with 
Five-fold 

• Look to run a repeat of FDF waste survey  
• Promote actions to increase uptake of food 

redistribution 
 



Case study: Aunt Bessies 

• Achieved zero food and 
packaging waste to landfill 

• Reduced food waste by 25% 



• Bettys Bakery achieved zero food waste to 
landfill in 2011  

• sending its food waste for composting 
• supporting FareShare and donating any bread 

waste to the charity for distribution 

 
Case Study: Bettys and Taylors Group 

 



Case study: Mars 

• Three of Mars’ manufacturing sites 
achieved zero waste to landfill in 
2011 - bringing the total to six 
sites across the UK.  

• Mars Food is on course to stop 
sending waste to landfill with 
currently 91% of waste already 
being diverted.  

• All sites continue to work on 
additional ways to reduce the 
waste generated and to recycle 
and reuse as much as possible. 



Case Study: Premier Foods 

• In 2009 Premier Foods worked with a number of charitable 
organisations to donate approximately 116,000 cases of 
food to help people in urgent social need, both in the UK 
and in the developing world. 

• 1,050 tonnes of food waste diverted from landfill. 
• Equivalent to about 1.6 million separate meals with a value 

of £500,000 donated to charity. 
• 24 tonnes of saved CO2e 
 (methane) emissions. 

 



Case Study: Unilever UK & Ireland 
• From mid-2011 all UK sites became zero non-hazardous 

waste to landfill  
• In January 2013 all UK and Ireland factories achieved 100% 

Zero Waste to Landfill whilst annual sales up  €11 billion to 
€51billion 

• Unilever has already reached the milestone of 100 per cent 
of sites sending zero waste to landfill in 18 countries. This is 
equivalent to removing more than one million household 
bins of waste every year.  

• By end of  2015  252 factories across the world will not 
send any non-hazardous waste to landfill 

 



Case study: United Biscuits 

• Zero waste to landfill target 
reached across all UK sites in 
late 2011 

• Achieved by a mixture of 
prevention and recycling  

• Saved 9000 tonnes of waste 
to landfill since 2006 

 



Extending our influence 
New broader aims agreed in 2010: 
• Core role to supply consumers with safe, 

nutritious and affordable food and help them 
make sustainable choices 

• Promote more sustainable behaviours across 
supply chains 

• Encourage development of life cycle thinking 
• Promote innovation and technology to reduce 

waste 



Extending our influence 
• Biodiversity workshop (July 2011) 
• Every last drop leaflet launch(Dec 2011) 
• Secure and sustainable food conference(May 2012) 
• Sustainable sourcing: wheat workshop (Oct 2011) 
• Sustainable sourcing: guidance (Dec 2012) 
• Research/campaign on consumer attitudes to food 

waste and packaging (Mar 2013) 
• Defra Green Food project 
• EU Resource Efficiency Roadmap (ongoing) 
• WRAP Product Sustainability Forum (ongoing) 
 

 



 
 
 

Five Steps to Managing Supply Chain Risk 

Sustainable Sourcing 



Why sustainable sourcing matters Why sustainable sourcing matters 

The global food system is coming under increasing pressure 
from the impacts of: 
 

– Climate change 
– Population increase 
– Growing demand for limited resources 
– Changing diets 
 

Consumers are also increasingly expecting businesses to act 
sustainably 

 



 • Mitigates risk of limited resources 
• Increases resilience to future environmental, social and 

economic impacts 
• Simplifies compliance 
• Delivers bottom line benefits from                                  

improved resource efficiency 
• Improves business reputation 
• Builds trust around your products 
• Increases competitive advantage 
• Stimulates innovation 

The business case for sustainability 



Five Steps to Managing Supply Chain Risk 

Map your 
supply chain 

Identify 
impacts, risks 

& 
opportunities 

Assess & 
prioritise 

your findings 

Create a plan 
of action 

Implement, 
track, review 

& 
communicate 



REMEMBER 

This is a cyclical process that needs to be 
repeated on a periodical basis 



Sustainable sourcing – on line resources 

Developing extensive web-based resources 
including: 
• Quick start guide for SMEs 
• Case studies 
• Literature review 
• Expanded business case information 
• Risk assessment tool 
• Procurement guidance 

 



 For further information please visit: 
 
 Or contact Peter Andrews (peter.andrews@fdf.org.uk) 

 
 
 
The Food and Drink Federation is the 
voice of the UK food and drink 
industry, the largest manufacturing 
sector in the country. 
 

www.fdf.org.uk/sustainable-sourcing  

http://www.fdf.org.uk/sustainable-sourcing


Food waste along the supply chain 

 

Source: Table for one, the energy cost to feed one 
person, incpen, July 2009  



 

How good packaging can help 
consumers reduce food waste?  

• By buying the right amount of food e.g. pack size, 
split packs planning/ordering tools 

• By keeping what they buy at its best e.g. 
functionality, labelling and freezing guidance 

• By helping them use more effectively what they 
buy e.g. dispensing, portioning, shelf life and tips 

• By providing essential information about the 
product e.g. date marks, storage and portioning 
guidance 



Examples of action 



New research: Consumer attitudes to 
food waste and food packaging 

• FDF review of Five-fold 2010 
• Attitudes to packaging acting 
 as a barrier to reducing food waste 
• Collective desire amongst industry 
 to address negative press 
• WRAP LFHW calendar slot scheduled for 

Feb/Mar 2013 



Negative press 



Who carried out the research? 
 The research was commissioned by a Steering Group 

comprising representatives from INCPEN, WRAP, The 
Packaging Federation, FDF, Kent Waste Partnership, British 
Retail Consortium 

 WRAP and other SG partners co-funded the research 
 The research was undertaken by Icaro Consulting, between 

April and August 2012 
 Qualitative (accompanied shops \ home visits) and 

quantitative (survey of 4,000 consumers) elements 
 Attitudes to food and packaging explored together in a broad 

range of contexts  
 



What is different about this research? 

– For the first time attitudes to food and packaging have been 
explored together in a broad range of contexts 

– The research has also revealed which factors around 
packaging are considered most helpful (in avoiding food 
waste) and also what consumers are aware of (which is 
new) 

– The large sample size of 4000 UK consumers provides much 
more detail on different socio-demographics groups. This 
will help organisations develop more effective solutions for 
a wider range of consumers 

– Tested the scope to influence attitudes towards food waste 
and packaging 

 



What food issues concern consumers? 

 



Factors influencing choice in store 

* 
* * * * 

* 



In an environmental context…. 

% giving that answer 



In an environmental context…. 

% giving that answer % giving that answer 



Needs and attitudes depend on 
context 

 How long food lasts for, freshness and quality are priorities for 
consumers (in addition to price) 

 In a shopping context, packaging is a low priority, but plays a 
supporting and practical role in product choice 

 When prompted, consumers are concerned about the 
environmental impact of packaging, but this is matched by 
concerns about the impact of food waste 

 Concern about packaging does not appear to be 
compromising action on food waste reduction 

 Those most concerned about packaging are indeed also those 
most concerned about food waste 

 



Food waste versus packaging 

• Concern about food waste increases in 
response to more information, whilst concern 
about packaging reduces in response to more 
information 



Positive messages about packaging 
reduces concern 



Concerns about food waste increase 
with more information 



Insights 

How food packaging is perceived and used 

 



The perceived benefits of packaging 



Beliefs about packaging 

Younger people, are far more inclined to agree with this statement 
(41% of 18-34’s as opposed to just 16% of 55-74’s) 



Beliefs about packaging 
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Behaviour around packaging 

Store at home in 
original packaging 

Take out and use 
alternative wrapping 

Store in original 
packaging but ‘do’ 
something to it 

Take out of original 
packaging and store 
loose 

Apples Bananas Carrots 



Use of storage guidance 

% of people mentioning 



 
How food packaging is perceived and 

used 
 • There is recognition that packaging is important to keep food 

safe on its way to, and in, the store, but less recognition that it 
plays a role at home 

• In fact, the prevailing view is the opposite, i.e. that keeping 
food in packaging leads it to spoil more quickly 

• This in turn leads many consumers to take food out of its 
packaging, which potentially decreases how long it lasts 

• The majority of consumers are confident in their way of 
storing food, and do not make use of guidance on pack 



Insights 

• Recognition of, and demand for, packaging 
innovations 



What would consumers find most 
useful? 

% of people mentioning in their top 4 



What would be 
most useful vs 
what has been 
noticed 
 



Likely use of labels – some examples  

% giving that answer 



Packaging innovation 

• Re-closable packs, packaging that makes the product last 
longer and split packs are three of the innovations that 
consumers rated as being most useful to them 

• Re-closable packs are highlighted as being relatively prevalent 
in shops currently, but far fewer people have noticed ‘a lot’ of 
packaging that keeps food fresher or split packs 

• There is demand for better on-pack guidance about storage 
and the majority of consumers say that they would use this 



Packaging recycling and reduction 

• There is a strong correlation between concerns about 
packaging materials and how easy it is to recycle them 

• When asked what changes in packaging consumers would find 
most useful, ‘recyclable – i.e. can be recycled’ was the second 
highest 

• Levels of awareness of recyclable packaging was also high 
• There is recognition of progress in recent years to reduce the 

amount of packaging (90% say at least “a little”; 46% a “fair 
amount” or more) 

• Even those who consider packaging to be a major 
environmental problem acknowledge progress 



Key findings 
 How long food lasts for, freshness and quality are priorities for 

consumers (in addition to price) 
 Many consumers do not recognise that packaging protects 

food in the home 
 Consumer confidence around storing food is high, but can be 

misplaced 
 The information on labels, and how they are used, could both 

be more effective.  
 Re-closable packs, packaging that makes the product last 

longer and split packs are rated as being most useful 
 Concern about packaging does not appear to be 

compromising action on food waste reduction! 
 



Opportunities to reduce food waste 

• Consumers can all make more use of the information 
provided on packaging and the packaging itself 

• Local authorities, consumer groups and others can provide 
advice on buying food with the appropriate packaging 

• Trade associations should consider whether they, or their 
members, can do more to innovate their packaging or inform 
consumers about the innovations they are already making to 
raise awareness of the benefits and encourage consumers to 
make use of these 

• Love Food Hate Waste can do more to raise awareness of the 
benefits of reducing food waste, and the role that packaging 
can play in that 
 

 



Launch Day, 5 March 

• National launch, Kent (in conjunction with M&S) 
• Parliamentary launch: APPG for the Packaging 

Manufacturing Industry mtg 
• Radio day/poet 
• Blind date animation video 
• Trade and national press releases 
https://www.fdf.org.uk/fresher-for-longer.aspx 

 
 

https://www.fdf.org.uk/fresher-for-longer.aspx


Fresher for longer 

• behavioural change initiative under LFHW 
• template posters, postcards, bag clip postcards, 

editorial, tweets (M&S 3 mth exclusivity deal on 
storage wheel) 

• infographic 
• available to download and use from the partners 

website 
(http://partners.lovefoodhatewaste.com/) from 
5th March  

http://partners.lovefoodhatewaste.com/




Thank you 

 
 

David Bellamy 
Environment Policy Manager 

dbellamy@fdf.org.uk  
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