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This deliverable reports the behaviour change results of the SavingFood project through a setwdiitaree
papers. A white paper format was chosen as to inform the reader about the actual set up of a behaviour
change intervention, as well as to report the results and lessons learned to a broader audience. The first white
paper focuses on the set up anddens learned of the awarenasssing events that were able to reach more

than 9000 citizens in the four pilot countries. The second white paper focuses on the pledge campaign,
crowdsourcing campaign and the ambassadorship. The final white paper focukesdevelopment of the
SavingFooglatform in relation to the engagement and behaviour change strateigly the organisation of

28 food saving events through the platforim all three white papers, positive outcomes are regubirt self
perceived charg towards awareness, knowledge, concern or actual participation in fighting food waste.
Results are reported through the collection of feedback from citizens (as volunteers), and from organised in
depth intervievg with the coordinators of the four food redribution organisations from the SavingFood
project.

As a next step, the white papers will be published and disseminated through the SavingFood channels, and in
the scientific community.

We want to thank all citizens who participated in the behavi@lvahge studies of the SavingFood project, as
well as the coordinators of the pilot organisations for their participation in the interviews and sharing of their
experiences.



This deliverable reports the outcomes of the behavihange aalysis that was performed during the pilot
implementation trials of the SavingFood project. Tikat frials were set up in 201&hd continued until April
2018, withcommunities othe SavingFootbod redistribution organizations in Greece (Borounk@ngry
(HFA), Belgium (Foodvyiand theUnited Kingdon(Feedback). During these pilot trials, the SavingFood
platform was usetbr organizing two types of food saving events, being (1) gleaning éveoltect leftover
ONR LJA TFNRY dandrotist8oNta DtordchiéntoRyanisationsand (2) farmetr @arket eventso
redistributeunsoldfood at the end of the market teecipientorganisationsThrough the SavingFood platform,
coordinators of the food redistribution organizations were abl@lém and schedule these events, while
citizens (owvolunteers could subscribe and find all the necessary details about it. Through the prt@ided
solution, the food redistribution organisations learnt new ways of how to organise their food savirsgrevent
a more connected way with volunteers, food donors i@uipientorganisations.

During the pilot implementation trials, the behaviour change analysis had the purpose to investigate changes
in behaviouon the following levels: (i) the degree of papiadion and volunteer effort in food waste reduction
such as during food saving everft§ the degree of knowledge about how to save food in a collective way and
informationgainedabout the food redistribution process, (iii) the degree of awareness &bodtwaste in
general.To reach these objectivean extensive engagement strategy vgas up thatincludeddifferent
behaviour change techniques, being motivational videos, a quantification report with statistics about the
amount of saved food, ambassadur leadership tactics, awareness raising events, socidiarmpietures
crowdsourcing tips for nedonors and charities, and a pledge campadidie engagementelated behaviour
change approach relied on principles of community based social maridetim & Kotler, 2015nd the 7E
framework(Bambust, 2015)or more information alua the outlined strategy, the following documents can

be consulted:

1 SavingFood Deliverable 2.5: Strategizing SavingAgiogigement and behaviours V1

1 SavingFood Deliverable 2.6: Strategizing SavingAgioggement and behaviours V2

1 Veekman C., Vanobberghen W., Kalemaki E., Madesi V., Theodoridis A. (2018) An Enrgagement
Related Behaviour Change Approach for SavingFood in Greece. In: Diplaris S., Satsiou A., Fglstad A,
Vafopoulos M., Vilarinho T. (eds) Internet Science. INSCI 201ire INdmtes in Computer Science, vol
10750. Springer, Cham

In the following deliverable, the behaviour change resutgeportedthrough a set of white papers. In total,

three white papersare provided that describe the processes of how to set up specific behaviour change
techniques, followed with results and lessons learned about crucial factors influencing behaviour change. The
NEadzZ §a 6SNB 02ttt SO0 SR -dépth lintengevd witf t®r8inEEDIQ of XhdzNIDES & &4
redistribution organisations.

Since the aim is to redistributéderthese white papers, and to be spread independensigme white papers

have repetitive sections in the introduction or theory. However, the actudéimgntation and results are

specific for each white paper.



A short description of each white paper is provided below:

1

In this white paper, explanation is provided of how an awareness raising event about food waste can
be organised, and how it can lead to behaviour change among cifffenschite paper specifically
investigates the change in beliefs and knowledge abood f@aste with citizens through the
participation in the awarenesaising everg Results and lessons learned are reported through a self
assessment survey filled in by volunteers and participants from the events in Greece, Hungary,
Belgium and the Uniteidingdom.

In this white paper, explanation is provided of how a crowdsourcing
campaign can be organised for collecting tips from citizeostgintential (new) food donors and
charities as recipients, how ambassador and leadership tactics can be set up, and how a pledge
campaign can be organised. Lessons learned are reported through collected logging statistics
interviewswith the four fod redistribution organisations.

Ehis white papefocuses on the actual usage of the SavingFood
platform for organising fmd saving event3.he development process of the platform is explained, in
relation to the development of the behaviour change strategy. Reanlislessons learned are
reported through a user survey witbgisteredusers from the platform, as well #sough indepth
interviews with coordinators of the SavingFood pilots.



This white papeearnsfrom food waste warriors about how to set up an awaremegsng event around food
waste,d dzOK | & éekents 0 festigaldahd wholesale marketsnd how it supports in reaching
behaviour change among citizens. The purpose of these agssising events is to raise public awareness
about food waste, and to inform citizens about the easy and effective whgsvdb rescue and redistribute
surplus foodDuring theSavingFoodwarenessaisingevents, @rticipants learhhowto make deliious meals
out of saved surplus food through cooking demonstrations, candd participate in lots of different side
activities such as informative workshops about food lakieteractive narration for children, photo
exhibitions, etcParticipantaverealso motivated to take direct action by joiningas a volunteeat thelocal
food redistribution organisationwith support ofthe SavingFoonline platform. Feedbackvas collected
from 175 participantsin the eventsthrough selassessment survey3te surveg investigatedthe self
perceivedchange in behaviours on the level of increased awarekesgjledge selfefficacyand intentional
behaviour towards fighting food wast&@he results indicate thdhe awareness raising evenigere an
effective measin supporting behavioural change towatlds former stated variables and helpcontributing
in increasing motivation towardeducing food waste on the individual and collective level.

During the SavingFood projédamary2016¢ April 2018) a series of awareness raising events were organised

by four local food redistribution organisations in Greece (Boroume), Hungary (HFA), Belgium (FoodWin) and
the UnitedKingdom (Feedback). In totalevenevents were organisethat reached in totalaround 9000

citizens in the four different countries. The purpose of these awarenessg eventsvasto increase public
awareness around food waste, and to motivate citizens in taking direct action by joining the collective
movementof saving and redistributing surplus food through the local organisationsviahdhe support of

the SavingFoodnlineplatform.

CSSRol O]l FYR C22R2AY | NB alSi@dcleleitsiateRun feasts @uiidg Which & A y
meals are cooked and msumed with surplus food that would have otherwise been wasted. In this format,
participantdearn how to make meals out ffod waste ingredients, after which they are invited to celebrate

it with a drink and a DJ party. Some side activities are alspisgdasuch as a series of talks, film screening,
juggling, fermenting/pickling workshops, etc.

Another format is the food festivats practiced by Borounend HFAThe bod festivalsvere largescale
organised events in the pubkpace, often inollaborativepartnerships with other organisationgo reach as

many citizens as possiblbdgse eventsvere promoted through radio announcements, television coverage,
press release etc.During these events, different types of activitiesre organisedo sensitizehe general
publicaround food wasteand whichwere made accessible fall age groupsExamples of activities include
cooking demonstrations by wédhown food bloggers, photo exhibitionsprkshops on sustainable food
systems,interactive rmrration for children and educational activitigs,a I @ OKSSaSé¢ LIK20G2
imperfect fruits and vegetables, et@st, there was also the format of wholesale markets as practiced by HFA,
which is very similar to the sap of food festivals, but mdgttargets farmers and food donors.



From the above examples, it is clear thadre is not a fixed formatn how to organise an awarenesssing
event.An awarenessgaising event can include many different activities that create enthusiasm, make it fun
and enjoyable, educate, and enable actiblowever, achoicein formatis being made depending on the
number of invited participants, the profile of the target audienée.g. wholesale marketsjhe type of
organised activities, and to what extéinis preferred to be positioned ascammunity feast (i.e. diecsous)

or as a larger public awareneasgsing campaign (i.e. food festivals).

The awarenesrising events organisead the framework othe SavingFood project wereostly done in
collaborative prtnerships with other organisatior(e.g. with Ethelon and WWF Greece for Boroume in
Greece) The partnerships were set up with organisations that set up similar activities with community groups,
and were open to partneup about this particulacause Thre partnerships strengthened the dissemination
efforts and recruitment capacities of the event, and resulted in a more effective organisation and cost
efficiency.

Depending on the type of activitifsat were organised during the awarengagsing eventsan appropriate
venuewas chosen eithéndoors or outdoors (or combined). Ideally, a vewas chosenvhere similar types
of events in sustainabilityere organised before, or whiockasmanaged by one of the hosts of the evefit.
venues wereeasily accesble for participants by public transport, awére located at a central spot in the
city where also passelsyweremotivated to participateAll venues hakllitchen facilities, cooking equipment,
and some tables and chaiFaurther, space was aléareseen for organising a DJ party afterwards.

In advance ofall awarenesgaising event, surplus foodwas collectedfrom food donorsin the local
neighbourhood, or through an organisgidaning or farmex iarket event. Through the SavingFood platform,
agleaning or farmer VI NJ S S@Syid OFy 6S 2NHIFIYA&ASR (GKNRJAZAK g4k
be redistributed, or from unsold food at the end of the far&nglarket(See White paper lJhe surplus food,

mostly fruits and vegetablewasuseal to cook ando demonstrate that delicious meals can still be made out

of the waste ingredients.

Besides the central cooking activities, lots of side activities were organised to make thefexeativeand

enjoyable at the same time. Examples d¢ sictivitiesvere: juggling, fermenting/pickling workshops, talks by
expertsin food sustainability, workshops about food labels and how to conserve food at home, interactive
narration for children, pottery sessions, photo exhibitions with food wasttedefactures and projections

FYR YyAYF{dA2ya 02dzi F22R ¢l adS YR K2g (2 LINBGSYyI
GAOGK LIAOGIINBE 2F LI NLAOALI YyiGa K2f RAYy3I GAYLISNFSOG¢
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2. Behaviour change through eliciting engagement

Within the SavingFood project, the main objective of the behaviour change campaign is to set up a social

movementconsistedf citizens(as volunteers), food donors and recipient organisations to save food surplus
through the organised food redistribution procesasig the SavingFood ICT solution, thereforeottime

platform. By creating synergies among these three staller®lthe project aims to increase the level of
participation and volunteer effort of all stakeholders in redistributing surplus food, increase the degree of
knowledge about how to save food in a collective way, and to increase the degree of awarenefsdbou

waste and food sustainability in general.

TheT behavpur chapge framgwork of the Sa\{lngFocigfo box 1 The 7Eramework

project consists of eight behaviour change techniques, or

interventions, that try tounderstand, and influence| The 7EHramework of Bambust (2015) we
OAGAT SyaQ oSKI@A2dz2NI NBft || ({Hé/Ropgdpn theexpetienges ¢f theSsgiled¢
is based on indigs from a largescale survey that 4Emodel developed by Defra in the UK. T
measured the initial motivations and barriers to takd1 9 Qa Y2 RS asia 2

action against food waste prior to the deployment of tha/inderstaring and influencing behaviour f¢
SavingFood platforinThis survey was launched amongustainable lifestyles, by using a mix

the existing communities of the four local foadinterventions labelled with an E: enable (m3
redistribution organisations, but also targetaticitizens | it easier), encourage (give the right signa
without volunteer experience or awareness about th&ngage (get people involved), exemplify (le
topic. The results showed that citizens were mainlhy example). The 7gamework adds thee

interested in joining the SavingFood project out of socig@ther interventions, being enthuse (mak
and intrinsic motivations. Citizens (vdiemrs) reported | people enthusiastic), enlighten (provig
that they would like to become part of a broader dikeinformation) and experience (reinforce th
minded online community and that they would like to| Positive choices). More information about tk
help and contribute to the organisation of food saving Eframework can be found here (in Dutck
events and matching of food donors with charityhttp://7e-model.be/.

organisations. Based on thesw®sights, the SavingFood

behaviour change framework outlined an approach with

T N.

eight interventions to reduce barriers for participation and increase benefits for the encouraged behaviour

The behaviour change framewaskunderpinned by principles of comnityrbased social marketihgnd the

7Eframework® (See info box 1)

Amongst those eight interventions, the awarenessing eventss one specifically chosen tactic to involve
citizens, and to let them experience food saving practices in an enjoyapldheaSavingFood awareness
raising events show that a group of people are behind the action, and share the same concerns and beliefs

1VeeckmarC., Vanobberghen W., Kalemaki E., Madesi V., Theodoridis A. (2018) An Eng&ggatedtBehaviour Change

Approach for SavingFood in Greece. In: Diplaris S., Satsiou A., Fglstad A., Vafopoulos M., Vilarinho T. (eds) Ingernet Scienc

INSCI 2017. Lectureotés in Computer Science, vol 10750. Springer, Cham

2McKenzieMohr,D.:Fostering Sustainable Behavior: An Introduction to ComnrRemsyd Social Marketing. New Society Publishers

(2011); Lee, N. R., & Kotler, P. (201%)cial Marketing: Changing Behasifir GoodSAGE Publications.

3 Bambust, F. (2015ffectief gedrag veranderen met het-mBdel - Politeia Brussel: Uitgeverij Politeia. Retrieved from

http://www.politeia.be/ntbe/book/effectiefgedragverandereamet-het-7e-model/10916.htm

11


http://7e-model.be/

around food waste. The events support social behaviour and motivations, as participants could connect,
collaborate togetheon a specific task and feel connected.

To enable behavioural change outca@asound food wastethe followingprincipleswere appliedduring and
also after the everst

1 Supporing the groupin practising or showing the desired govironmental behawour towards
fighting food wasteDuring the SavingFood awareness raising events famous food bloggers were
present that gave cooking demonstrations. Thgayean (exclusive) example that otheuldfollow.
Furthermore, active volunteers of the local faedistribution organisations were also present during
the events. These active volunteers exchanged their experience with potential new volunteers, and
FOGSR a |y alYolaalR2NE G2 Y20A01GS yR o0dzif
standswere also available where participants could gather some brochures, were educated about
causes and impact of food waste, and could ask for more specific information about the food
redistribution model of SavingFood.

1 Puttingthe group into thespotlightthrough communicatingtories and pictures of participantho
adopt the desired behavioukfter and during the SavingFood awaren@ssing events, photographs
and videos were taken of participants that put the food saving behaviour into a positivghspotli
Pictures were taken of participants chopping and slicing vegetables and fruits, and these stories were
shared (realife) through Instagram and Facebook. As such, it triggered the curiosity of others, and
also a fear of missing out (lots of othersRr@ A y 3 A (X ¢gKe& aKzdzZ RyQid LKO®

1 Feeing the group People often practice (a new) behaviour when they fewripressure, or group
pressureDuring the SavingFood awareness raising events, a public event was created on Facebook
through which citizens couiddicate treir presence. This evok#tke possibility that also others in the
networksawthis, and reaador liked it. As such, it increaséide chance of moving from an intention
to join the eventowards actual participation. Further, during the eveptaticipants could also sign
(online and offline) a pledge to state their good intentions for joining the SavingFood movement and
fighting food waste. The amount of signed pledges is stated on the SavingFood website, which shows
the size of the communiignd motivate towards signing it by others.

12



Info box 2: More useful tips.

1 RECRUITMENT OF YAURIENCH he SavingFood project has several target audiences, |
farmers and food businesses that act as food donors, charity organisations that might v
become recipients, and the general public who would like to volunteer in the food redistrik
process.Aneventcanappeal to all three categories, but it also makes sense to focus on eithe
or twotarget groups (e.g. the wholesale markets of HFA for farmers)

1 TARGET YOUR AUDIEM@Ereness raising eventsan be advertisedn many ways. The
Savingood awareness raising events were advertised through radio announcements, tell
coverage, interviews with local or national press, press releases, social media, etc. Fly
posters of the events were also spread through local cafés, shops ated @iganisations.

1T CONTACT AND FEEDBB@itg the SavingFood awareneaising events, participants could pa
on their contact details to be further informed about the project activities through the newsle|
Volunteers had clipboardgady to talke names and email addresses for people who want tc
further informed abouthe initiative. Furthermore, short interviews were organised, and feedb
forms were distributed as to gather feedback about the event experience.

AFTER THE EVENTer the or@nisation of the awarenesaising event, participantsere
thanked for their participation and wenaformed about the main outcomeskor instance,
information about the portions of food savethich wereoffered to recipient organisations
amount of parttipants and attendees, media coverage, etc. Within the SavingFood projec
was also the perfection occasion to inyi&rticipantsto sign up for our newsletter, to sign ot
pledge, or not to forget to register as a volunteer on the platform.

3. Behavour change models and stages of change

For defining the behavioural tactic of the awareness raising events and measuring the actual change, principles
of several theories on behavioural chamgedels and stages of change were follow&ehaviour change

models help to explain specific behaviours by identifying the underlying factor that influence them. On the
contrary, theories of change explain how behaviour can be changed over time, and how behaviour changes in
stages from one type of behaviour to anetlon€’. This paragraph shortly reflects upthese theoretical
frameworkdor the development othe tactic.

Selfefficacy theory:The tactic oforganisingawarenessaising eventdor reaching behavioural change is
greatly in line with the principlesf the seltefficacy theoryof Bandura The selefficacy theory explains that

2y SQaAr v S Y S@relateéd dojutigeniedts of how well one can execute a specifidtaiskudgement

is based on different types of information that one has, sggbeasonal bad or good experiences related to

the task, vicarious knowledge gained through modelling, etc. The judgement abetficmtly will determine

if one has control to perform the behaviour or is less likely to dthibugh the awarenessisirg events,
2ySQa 2dzRISYSYy G YAIKEG oS FFFSOGSR o6& (GKS LINPJARSR
surplus redistribution, and through the direct experience of making meals out of surplus ingredients, or
modelling of the food saving baviour of other volunteers. The possession of the necessary skills and

1y26f SRIST YR 2ySQ& LISNOSAYSR OF LI oAtAGASE (G2 LX

4 Sweeney, D. (2009). Show me the Change. A review of evaluation methods for residential sustainability behavior change project
5Bandura, A. (1977%elfefficacy: toward a unifying theory of behavioral chafggchological revie®4(2), 191.
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sustainable change in behavibiuFherefore, the awareness raising events organised particular activities to
enhance skills and knowledge to influence theefiifacy of citizens towards food saving behaviour.

Selfperceptiontheory: Another related behaviour change model is siedfperception theoryof Bem. The
selfperception theoryinvestigates how people perceive themselves and develop attitudes after a certain
experience. People observe their olmehaviour andeflect if they will sustain the actionhd theory also
statesthat the more people are engaged in the desired behaviour, the greater the chances are to sustain it.
This happens because people tend to perceive themselves as the type of person who participates in these
types of actions, which upaeflectionalterstheir beliefs about themselves. In other words, when someone
engagesinanawarenedd A aAy 3 S@Syidz AG Aa fA(1Sfte OGKFG GKS LIS
¢ I NNXhgohgh the awareness raising events, people are also motivated to jaireir(fature planned)

actions, such as in volunteering in gleaning and faanfarket events, which in turn might lead to a gezat

belief in the importance of food surplus distribution and actual volunteering behalimiseHperception of

being a fod waste warrior is also reinforced through social media messages that are spread during and also
after the organised events.

Stages of changéast, the tactic of organising awarenesising events also greatly contributes to raising
consciousness amonmeople who are not yet aware of the food waste is$neorder to maintain the pro
environmental behaviour towards fighting food waste and volunteering in food redistribution processes, one
has to pass several stages from-poatemplation (not intendingotmake a change), towards contemplation
(intending to make a change), towards preparing the action, and maintaining it. Without the necessary
support, people will remain in the first stages due to lack of motivation, especially those who are in the pre
contemplation stage. Therefore, in line with Prochaska and Johnson§1i988)mportant to raise awareness

and consciousness about the issue and provide feedback and information about the causes. During the
SavingFood awarenessising events, informaticabout the causes of food waste and statistics were provided

at a booth or were shared by the food chefs who organised the cooking demonstraktiesnformation was
providedto raise consciousness about the food waste issue and find motivation to act.

6 Fishbein, M. (1995). Developing Effective Behaviour Change Interventions. Some Lessons Learned from Behavioural Research. NiD
Research Monograph, 155, pp 62261

7Bem, D. (1972). Sqierception Theory in: Berkowitz (L.) (ed.). Advances in Experimental Social Psychology, 6, London: Academic
Press, 62

8 Prochaska, J., Johnson, S., & Lee, P. (1998). The transtheoretical model of behavior ch8obamak®r, E. Schron, J. Ockene &

W. McBee (Eds.), The Handbook of Health Behavior Change, 2nd ed. New York, NY: Springer.
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4. Behaviour change results

During the SavingFood awarenesising events, feedback was collected from participants to rate their
experiencewith the event and to know if any change occurred in their ways of thinking, attitude or actual
behaviour toward fighting food wasteThe feedback about the awareness raigmagnts was collected in
different ways. In 2017eedback formsvere distributed during the eveniis Greece and Hungatiyat were
printed on postcard size. After the completion of the questiohe participants could tear a food saving recipe
along the dotted line from that postcard. In 2048urveywasdistributed during the evestin Belgium, the

UK and Greece and which participants caolmplete on paper or online through a tablet.

4.1. Fealback form¢ postcard
Design of théeedback form

In total, 91 responses were gathered through fibedback formduring the food festivaJavith 70 responses
from Hungary and 21 for Greece. The pastéacluded six questions: (1patisfaction score from 1 to 10 to
rate the overallexperience with the event, (2pemunication and dissemination channels through which
participantsheard about the event, (8) two rating scales to measure change towards food saving behaviour,
one speffically about knowledge increasedaone about seléfficacy, (5)he intention to join the SavingFood
platform,and(6) an goen text box for further feedback and comments.

Results

The mean satisfaction score about theerallexperience with the eventas 7.60(on a scale of 10with a

minimum score of 4 and a maximum score of107,60; SD= 1.68)he mean score for participantsGneece

((> = 9,66)was higher than in Hungafy = 6,98) Most participantsgot to knowthe event through local
organisations and volunteers who spread the word (63,74%), and social media (14,29%).

Theoutcomes on the behaviour change statements for increase in knowledge and percereffitaelf are
reported in the table below:

Mean Std. N
s@re Deviation
Knowledge: By participating in this event, | feel my knowledge ¢ 4.28 719 90
food waste and surplus redistribution has increased
Seltefficacy: By participating in this event, | feel | can take m 4.17 .691 90

individual action to helpeduce food waste

Thehighmean scorsindicate that participants in the food festivals, for both Hungary and Greece, perceived

to have learned something new about food surplus redistribution by participating in the events, and also felt
more able and confident to take individual actions agjdood wasteThese statements proof that organising
awarenessgaising eventss an effective mean for supporting behaviour change around food waste, and
supportin anincrease aff KS ySOSaal N ajAtfta IyR (1y26f SwtBeS | YR
behaviour

Furthermore, a linear relationship could be identified betwdes satisfaction score about the overall
experience with the event and theehaviour change statement on knowledge (r=.615, N=90, X000
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moderate to strong correlation), and the statement on -sffitacy (r=.737, N=90, p.000 strong
correlation).This means that a higher satisfaction about the overall experience with the event is correlated
with increases in rating of the behaviour chastggements, a better overall experience with the event will
thus more likely result in behaviour changewever, no significant results could be found between Hungary
and Greece for these two statements.

Last, participants could also indicate their ittien towards registering on the SavingFood platform as a
volunteer, donor or recipient organisation. 79,1% of the participants affirmed to do so, 17,6% would not and
3,3% was already a registered member. It should be noted that at that point in timavihgF®od platform

was still in betaesting phase, and not open to the general public. Only a selected group of volunteers was
permitted access to the platform for testing purposes. The intention to register on the SavingFood platform
was higher in Greecthan in Hungary although no significant differencegere found with the former
mentionedvariableson behaviour change

In the open text boxesome feedback was written down, such as the reasons for (not) willing or able to
NEIAZGSNE BSoRPYQU2]VRYWSKEogas: ao2dd R t20S G233 o0dzl

U

SavingFood : SavincFood
: Become pa;t of the
SavingFood community

. of donors, charities and
You can find the results of

the questionnaire along
with extra information at

volunteers.
Contribute to this food
saving endeavour,
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