Resource pack for Hospitality and Food service sector
Engaging with consumers to help reduce plate waste
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Reduce food waste and save money
Research from WRAP in 2009 found
UK hotels, pubs, restaurants and
quick service restaurants disposed of
600,000 tonnes of food waste.
■■ Some of this is made up of things like peelings,
cores and bones, but the majority is (or once
was) perfectly good food.
■■ Little by little all this waste adds up.
■■ WRAP research indicates that by not throwing
away good food (and diverting food waste
such as peelings, bones etc. to anaerobic
digestion) pubs restaurants and hotels in the
UK could save more than £720 million a
year.

Here’s how two Hospitality and Food Service
businesses have made savings by tackling waste
and recycling more.
Strattons is a small, independent, family-run hotel
in Norfolk. In just one year (2010-11) the hotel
managed to save over £16,000.
Through a series of innovative measures, Spirit
Pub Company has saved over £1.6 million which
was some 65% of their total waste costs.
Wasted food is a major contributor to climate
change because most of it ends up in landfill
sites where it rots and releases methane, a
damaging greenhouse gas. It’s also a huge waste
of the energy, water and packaging used in its
production, transportation and storage.
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Your customers care about it too. The World
Menu Report 2 – Sustainable Kitchens, Unilever
Food Solutions 2011 - reports that 82% of the UK
public said they are concerned with the amount of
food that is thrown away every day in restaurants
and canteens.

Love Food Hate Waste
Love Food Hate Waste (LFHW) helps
everyone reduce food waste at home because
almost half of all food wasted in the UK comes
from households.
LFHW has now carried out consumer research
about food waste out-of-home and has
developed this Resource Pack to help you
engage with your customers to tackle plate
waste.
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Consumer research
WRAP has carried out extensive research in 2012-13 to identify why we
waste food when we eat out in UK:
■■ Restaurants
■■ Pubs
■■ Quick service restaurants
■■ Hotels
■■ Staff restaurants
■■ Leisure venues.
The research also looked at what food we leave on our plates and what
can be done to reduce the amount of food wasted.
Here’s a summary of the way the research was carried out.

Stage one

Stage two

Stage three

An on-line survey of more than
5,000 adults to find out why people
leave food when eating out. This
was followed by 12 discussion
groups. The groups involved in-depth
discussions about food waste when
eating out-of-home.

Six discussion groups were held.
Participants discussed what, if any,
messages would encourage them to
waste less food out-of-home.

Nine discussion groups were held.
The discussions explored messages
which were included on menus, table
cards, place mats and drinks mats
to find out what food waste reduction
messages might influence people and
where these messages could be used
to change food waste behaviour.
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Why customers leave food on their plates - research findings
This section has details of the research findings.
More details are available in the research report and PowerPoint slide decks available via links on page 7.

■■ The majority of people don’t want to think about food waste when
having a meal out. Three-fifths of people surveyed in stage one
agreed with the statement ‘I don’t want to think about leaving food
when I eat out’.

■■ People who leave food at the end of their meal are more likely to
be women – 59% women, 41% men.

■■ The main reason people gave for leaving food is that portion sizes
are too big - 41%.

■■ Having a meal out is often perceived as being a treat, an occasion
for people to indulge and a time when they don’t want to have to
worry about leaving food.

■■ Large portions of food are off putting to 44% of people.

■■ People feel portion sizes are predetermined for them and not
something they have control over.

■■ People who have eaten out for the ‘experience’ rather than simply
to ‘re-fuel’ are more likely to leave food at the end of their meal.

■■ Chips, vegetables and salad (including garnishes) are the types
of food most likely to be left on customers’ plates. People consider
some of this food to be ‘plate fillers’ rather than part of the
meal they ordered. Some didn’t even consider them to be food,
especially salad garnishes.

■■ People who leave food don’t appear to feel a sense of ownership
or responsibility over the food they leave. The amount of food they
get is considered to be out of their control and a sizeable number
of people won’t ask for anything different.
■■ If eating more than one course, people will often leave part of their
main dish and accompanying sides so they can eat a starter or
pudding.

■■ At a UK level 32% of people who left food, left chips or French
fries. 18% left vegetables, 11% left meat/meat products and the
same percentage left salad/coleslaw or potatoes.

continued...

■■ More people leave food on their plates in hotels, pubs and
restaurants than other venues.
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Why customers leave food on their plates - research findings
(continued)
■■ People want to feel comfortable asking
for different portion sizes and getting the
size of meal they want. The most popular
suggestion for ways to help reduce food
waste was around providing different
portions sizes, with 38% of people
suggesting this.
■■ People expect to pay less for smaller
portions - between 20% to 30% cheaper.
■■ ’Technical’ changes have to be made,
because messages by themselves won’t
change your customers’ behaviour.
Consider offering a chioce of portion size,
training staff and making menu options
available. Messages can support these
technical changes.
■■ Messages help give your customers
permission to ask about the food they’re
ordering and to find out more about the
options available, including portion sizes.
They can help boost customer confidence
to ask for that they want, which is one of
the key elements in helping to tackle plate
waste.

■■ The concept of using messages, which
will help reduce plate waste, was well
received in the research but the language
used needs to be carefully considered.
■■ Some people were keen for venues to
offer doggy bags, for them to take away
leftover food, rather than having to ask
for one. 42% of people agreed with the
statement ‘asking for a container to take
leftovers home is embarrassing’.
■■ Avoid linking messages about waste
to messages about choice and smaller
portions. Offering choice and portion
options will help to reduce plate waste but
people are not keen to see the direct link
when they order food.
■■ Use food ordering mediums for messages
about food choice, for example on menus.
■■ Use posters and table cards for ‘cues’
about food waste concerns or to publicise
the actions you’re taking to address food
waste. These ‘cues’ can help inform
customers about food waste and impact
on their behaviour.
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Detailed research findings
The full findings are available in a report and in PowerPoint
slide decks.
There are also sector- and nation-specific summaries of the stage one
research results:
■
England
Scotland
Wales
Hotels
Leisure venues
Pubs
Quick service restaurants
Restaurants
Staff restaurants
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Monitoring plate waste in your business
If you want to reduce the amount of food wasted
by your customers there are lots of things you
can do, based on providing choice, information
and by training your staff.
There are also quick and easy ways to cut down
on food waste costs with the Hospitality and Food
Service guide.
Step 1 How big a problem is it?
Carry out a survey, if possible over the period of a
week (to take into account busy and quiet days)
and monitor how much food waste is left by your
customers. It’s also helpful to look at what type of
food’s being left.
Step 2 How much could have been eaten?
Once you know how much food is wasted in this
way (and what food is most commonly left by your
customers) you can do something about it. This will
involve back-of-house changes as well as working
directly with your customers.

Step 3 Making changes
■■ If food is regularly left on customers’ plates, you
can offer smaller portion sizes at a reduced price.
■■ If salad garnish is usually left, consider making it
more appealing by adding a dressing, reduce
the size, don’t serve it at all or offer an alternative.
■■ If chips are left on a regular basis you can
consider reducing the portion size or offer smaller
portions/alternatives (mashed potatoes for
example).
■■ You can draw people’s attention to different
portion sizes on offer or make it clear that people
can customise their order. More information in the
next section.
Step 4 Evaluation
You should also evaluate the actions you’ve taken by
repeating the monitoring after a period of time (three
or six months) to see if the amount of customer food
waste has been reduced and if there have been any
savings to your business. Positive changes will provide
useful justification for continuing the activities. If the
outcomes are less positive you can review the actions
and tweak them as necessary to improve food waste
reduction in future.
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Acting to reduce plate waste
Once you’ve decided you want to help your
customers reduce the amount of food they
waste, there are straightforward actions you
can take. Here are suggestions based on the
research we’ve carried out.
Smaller portion sizes for a lower price
You can offer a choice of portion sizes for
different parts of the meal (first course, main
course, pudding). This needn’t be just for
children, portion size is important to many of
your customers including older people and
women. People expect to pay less for smaller
portions.
Menu choice
You can offer to swap chips for potatoes, salad
for vegetables etc. to help your customers get
the food they want (offer side order refills rather
than serving large portions). People need to feel
comfortable asking for changes to be made so
make this clear on menus before people order.
Doggy bags/boxes
Where appropriate (depending on the type of
food left on the plate) you can offer to package
it up for customers to take home with them.
Our research shows some people are keen
for venues to proactively offer doggy bags

for leftover food. Please note there are safety
and legal considerations involved with doggy
bags/boxes.
Staff
Front of house staff play a vital role in giving
customers information about the size of the food
portions served. The research we carried out
showed fewer than one-in-twenty people in the
UK had been offered advice on portion size,
on this eating out occasion compared to almost
two- fifths of people having been asked if they
want side orders or extras. Some people are
anxious about asking staff for different portion
sizes for fear of troubling them.
Training
You can train front of house staff so they can
talk to your customers with confidence about
portion sizes and provide more information
about the food you offer (ingredients, cooking
techniques etc.). Despite the research showing
people want a choice of portion sizes this
can be a sensitive subject, so discretion and
skill need to be used when staff engage with
customers about this. The sensitivity is linked to
dieting, eating too much and obesity, which
could discourage some customers from asking
about portion sizes.
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Messages to customers
You can include information and messages
about portion sizes and empower your
customers to ask for more information
generally.
This can be on menus, posters, table cards,
drinks mats, receipts, paper napkins, your
website, etc.
This will show your customers that some
requests for food customisation are encouraged
(swapping chips for potatoes, vegetables for
salad, or choosing a first course as your main
course, for example).
From the research, here are some ideas for
messages and where they are best used.
■■ Reducing food waste requires menu
changes as well as staff training and
involvement.
■■ Provide people with options and
suggestions for the food they’re ordering.

rather than including the information on a
menu you can put it on your website, a
poster or a receipt.
■■ Our research found people prefer messages
about portion size and choice to be
positioned at the top of a menu, poster etc.
so it’s clearly visible, otherwise they’ll stop
reading once they’ve reached the item they
want to order.
■■ Our research shows people like to see
the ‘Proud to support Love Food Hate
Waste’ logo to show your business is doing
something positive to help reduce food
waste. However, they prefer to see the logo
away from the point of ordering food. So
instead of adding it to a menu you could
include it on your website, on a poster, on a
window sticker or a receipt.

■■ Make your aim clear – what are you
offering: choice of portion size, customising
the food being ordered a choice of side
orders?

■■ Critical to the success of Love Food Hate
Waste is the positive tone of voice used by
all partners. The facts about food waste are
stated boldly but without accusation. The
solutions to food waste are communicated
through sharing positive tips and not by
lecturing on how to do things differently.
■■ All communications are approachable,
friendly, useful and interesting. Our research
shows language that sounds like an order
isn’t well received by customers.
■■ People eat out to relax and for the social
experience. ‘Soft’, positive, short and
straightforward messages work best.
■■ There are lots of messages about food
which your customers hear daily so be
careful not to use food waste messages that
conflict with other messages you’re using
(for example healthy eating).
■■ Avoid linking messages about waste
to messages about choice and smaller
portions. Offering choice and portion
options will impact on plate waste but
people are not keen to see the direct link
when they order food.

■■ Explain why it’s important to cut down food
waste. Our research shows this is best done
away from the point of ordering food. So

continued...
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Messages to customers (continued)
The people we spoke to in our
research had ideas of their own for
messages about portion sizes. Here
are some of them.

In stage three of our research, people were
asked to rank where message could be most
effectively placed to encourage them to
change their behaviour.

■■ “Downsize your meal”.

Ranked by behaviour change potential,
here’s what people said:

■■ “Light meals”.
■■ “Starter size”.
■■ “Have a lunch size meal for dinner”.
■■ “A meal to suit you”.
■■ “Meals to suit everyone”.
■■ “Choose which portion suits you”.
■■ “Not that hungry? Smaller portions for a
smaller price”.
In summary, when communicating with your
customers about food waste it’s useful to
remember:
■■ Customers don’t want to think about food
waste when eating out.

1. Information about portions/choice
on a blackboard menu
■■ Relevant and clear information.
■■ Shows that venue actually cares.
■■ Catches and draws your attention.
■■ Doesn’t clutter table.
■■ Used for ‘specials’ normally so will be read
or will be pointed out by staff.
■■ Message would be best positioned at the
top of a menu blackboard.

■■ People don’t like being told what to do.

■■ Make price differences (for different
portions sizes) obvious.

■■ Many of your customers will think it’s your
responsibility to help them reduce the amount
of food they waste.

Most appropriate for use in: restaurants,
pubs, staff restaurants and hotels.

2. Information about portions/choice
on a menu (card or printed menu)
■■ Time is spent looking at menus.
■■ This is the most likely place to notice
messages and to look for messages.
■■ Make sure messages are easy to read (size
of font use).
■■ Position messages where they can be
clearly seen.
Most appropriate for use in: restaurants,
pubs, some quick service restaurants and
hotels.
3. Information about portions/choice
Message on a table card
■■ Would notice it and interact with it.
■■ Would get in the way – intrusive.
■■ Can be irritating, having it on the table.
Most appropriate for use in: quick service
restaurants, pub chains, casual restaurants,
staff restaurants, hotels and leisure venues.
continued...
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Messages to customers (continued)
4. Information about portions/choice
on a place mat (place mat menu)
■■ Right in front of you as you sit down.
■■ Permanence of this medium.
■■ Particular place in market – transport cafés.

Most appropriate for use in: staff
restaurants, quick service restaurants, pubs,
leisure venues and hotels.
6. Information about portions/choice
on a drinks/beer mat

■■ Need to know the size and price of
different portions.

■■ Grabs attention.

Most appropriate for use in: quick service
restaurants, pubs, restaurants (casual and
chain), staff restaurants and cafés.

■■ Message will get obscured by drink.

5. Information about portions/choice
on a poster
■■ Not deemed appropriate for most venues.

■■ Not appropriate for food messages.
■■ Some people thought this was the most
irritating medium.
■■ Won’t be looked at on both sides (if they
are two-sided).
Most appropriate for use in: pubs and some
quick service restaurants.

■■ Link to website particularly not understood
for this medium.
■■ Would be best with food waste facts, in
right venue.
■■ Some people thought this was irritating.
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Work with Love Food Hate Waste to reduce
customer food waste
Love Food Hate Waste:

The benefits

■■ Is a trusted brand.

Working with Love Food Hate Waste to reduce
customers’ food plate waste will help:

■■ Carries out, and shares, consumer research
and insights.

■■ Save your business money.

■■ Provides information about which food
waste reduction messages work best with
consumers (and which messages don’t
work well), in what context and where these
messages are most likely to work.

■■ Deliver what your customers want.

■■ Provides on-site workshops and training
sessions to help your staff understand the
issue and reduce food waste.

■■ Link to a trusted, independent food waste
campaign that is easily recognisable.

■■ Gain positive PR and enhance your
business’s corporate social responsibility
activities.
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Resources from Love Food Hate Waste
In addition to the support available from the
Hospitality and Food Service Agreement,
LFHW has a wide range of resources for
you to use.
We have insights and resources about ways to
reduce food waste at home - something your
staff may be interested in.
Website
lovefoodhatewaste.com is a one-stop-shop for
everything you need to know about food waste
and how to help prevent it, from recipes to food
statistics, videos to an on-line portion planner.

can meet your needs. The training’s fun and
interactive with lots of practical activities. It’s
great for your business because it provides
useful staff training, helps with team building and
raises everyone’s awareness of food waste.
Contact us for more information.
Proud to support
The ‘Proud to support Love Food Hate Waste’
logo is available from the partners’ site. It’s
designed for our partners to use on customerfacing materials and shows your business is
committed to reducing food waste.

We have a ’wall of fame’ where you can
show your support for LFHW and we can link to
your website. We can feature your recipes and
highlight the work you’re doing to help reduce
consumer food waste.
Free training
Love Food Hate Waste can provide training in
England for groups of 10 or more people. It
covers the background to, and issues around,
food waste; the key behaviours to help reduce
food waste and support with engaging with
others and passing the messages on.
Training sessions last about 3.5 hours, but
there’s flexibility around this so the sessions

Media
There are opportunities for you to raise
awareness of your food waste reduction work
to your customers and across the Hospitality
14

and Food Service sector. This can be achieved
by using your website, social media, press
releases and speaking opportunities at events.
We can share your food-waste-reduction ideas
on the LFHW website and we can highlight
your work to reduce customer food waste
via social media (Facebook, Twitter and the
LFHW blog).
Videos and animations
We’ve produced a short video where people
tell us more about the food they waste when
eating away from home.
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Good practice
There’s already lots of good practice in
the Hospitality and Food Service sector
where food service outlets - of all shapes
and sizes - are offering customers a
choice when they order food, which can
help to reduce the amount of food that’s
wasted in their venues.
A reminder that the research found:
■■ One of the main reasons for people leaving
food when they eat out is because they feel
portion sizes are too big.
■■ People who leave food don’t feel a sense of
ownership or responsibility over the food they
leave. The amount of food they get is considered
to be out of their control and a sizeable number
of people won’t ask for anything different.
■■ Some people were keen for venues to offer
doggy bags for leftover food, rather than having
to ask for one.
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Examples of meal choice / customisation
Chop’d - create your own salad

Beefeater Grill –
swap your side dish

Benito’s –
menu choice,
‘create your own’
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Examples of buffet messages
Food waste from buffets didn’t form part of the research we carried out, but these are examples of messages which
venues have used.
Hotel Guldsmeden (Sweden) – messages on napkins

Le Grandeur Palm Resort, (Kuala Lumpur) – LFHW message cards
on buffets, ‘Please take only what you can eat’
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Examples of portion sizes
Sizzling Pubs - portion and menu choice

Tossed - portion and menu choice
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Contacts
If you have any good examples of how you’ve helped
customers reduce food waste please let us know.
For more information contact us.
Follow us on Facebook and Twitter for up to date information and
don’t forget to read the Love Food Hate Waste blog.
• Love Food Hate Waste website
• Hospitality and Food Service Agreement
• Technical support to reduce waste in your business
• E-mail Love Food Hate Waste
• Download LFHW app
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Appendix - advice for using doggy bags / boxes
The Food Standards Agency (FSA) supports eradication of food waste
where this can be done without a detrimental effect on public health.
There is nothing in food hygiene legislation to prevent catering
establishments giving out food in ‘doggy bags/boxes’.
In terms of how food safety and hygiene law might apply to doggy bags,
Article 14 of Regulation (EC) 178/2002 sets out clearly that all food
businesses are responsible for the safety of food ‘placed on the market’
(effectively all food which is supplied or handled by food businesses). So
food businesses cannot abrogate responsibility just because the food has
left the restaurant if it was unsafe at the point the food was placed on the
market (e.g.in the restaurant concerned).

The FSA would therefore advise catering establishments giving out
doggy bags to give consideration to how it can be done safely, and the
information below is designed to assist in that. The FSA is not in a position
to give advice on the possible exposure of a business to criminal or civil
liability if a customer were to become ill, and businesses may wish to seek
individual legal advice from their solicitors on this point.
Hygiene advice for doggy bags / boxes
■■ If you want to store the food, as a general rule (for foods
other than rice) chill the food quickly, ideally within 2
hours as chilling food properly helps to stop the growth of
harmful bacteria and consume the food within 2 days.

The position becomes more complicated if the food was made and
handled safely by the food business, but becomes unsafe because of the
conditions under which it was transported, stored or used by the customer
who has taken the food away in the doggy bag. This of course is not
the same as takeaway food or fast food where there is an expectation
that the food will be consumed immediately or soon after purchase and
the food business concerned will have food safety measures in place
precisely for such supply of food.
The definition of “unsafe” in Article 14.3 of 178/2002 takes account of
“normal conditions of use by the consumer” and “information provided to
the consumer”, so were there for example appropriate safety advice on
the doggy bag (some has been provided in the box below), this would
affect considerations of whether or not the food was judged to be safe.

■■ If you reheat the food, you should do so until it is ‘steaming
hot’ throughout , reaching a core temperature of 70˚C for
2 minutes or equivalent.
■■ Only reheat leftovers once.
■■ It is advised that rice should not be kept or reheated.

Food Standards Agency (FSA)
For the latest food news and information visit www.food.gov.uk
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