Date Labels, Education, and
Innovation: Engaging the
Consumer Through Packaging

Packaging, when intelligently designed and
utilized, is a powerful, underutilized tool in
preventing and reducing consumer food waste.
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1. Packaging & Household Food Waste (FW)

- A significant % of household FW is directly or indirectly related to packaging issues.

- There is an emerging body of consumer studies on household FW and packaging,
which uncovers insights regardlng packaging's connection to household FW as a
driver and solution.
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FIGURE 3 Number of primary
consumer studies per-year where
packaging is mentioned in context of
household food waste
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Chan, Ruby BoYiu. "A review of packaging-related studies in the context of household food waste: Drivers,
solutions and avenues for future research." Packaging Technology and Science 35.1 (2022): 3-51.




supermarkets

are ditching

‘best before’ labels
to limit food waste

You're not alone.
Inconsistent date labeling
is a key cause of
household food waste.

The Consumer Goods Forum
and Champions 12.3 have
issued a worldwide call-
to-action to standardize
date labels by 2020.

2. Rethinking Date Labels:
Clarity for Consumers
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- Standardization &
Simplification: Advocate for
industry-wide adoption of
clearer, more consistent
labeling.

Replacing Use-By dates

- Direct Instruction: Explicitly
explain the difference between
quality and safety dates on
packaging.
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3. Beyond the Date: Packaging as
an Educational Medium

Moving beyond generic labels to tailored advice

» Specific Guidance Needed For:

) How specific foods should be treated & how
long food lasts

i)  Advise on correct temperature and modes of
storage: Clear instructions for fridge, freezer,
or passive (pantry) storage.

i) Tips on how to tell if food is in good order to
still eat: Emphasizing sensory cues (look,
smell, taste) over strict date adherence.

iv) Basic hygiene and preventing spoilage from
improper handling.




Additional Consumer Desires:
- How to repurpose and refresh fruit and vegetables.

- Thoughtful recipe ideas for leftover content.
- Indication of portion size and serves.
- Motivational messages about valuing the food.

Example behavioral tips and leftover recipes

"Adding a piece of kitchen towel to the bag could help to keep your
salad fresher for longer"

"Always keep bananas separate from other fruits unless you want
the other fruit to ripen quickly"

"Top tip - split [bread] slices in bags in smaller quantities for
convenience before freezing"

"Slices of bread can be toasted directly from the freezer or by
defrosting at room temperature"

"[tomatoes] can be frozen and used in spag bol"

wrap

HELPING CONSUMERS REDUCE FOOD
WASTE THROUGH BETTER LABELLING
AND PRODUCT CHANGES

Example motivational messages

"Juicy apples take 5 months to grow. Keep fresh in the fridge
not in a fruit bowl!"

"Up to 2%2 months to grow, a second to squish. Treat with a
little TLC in the trolley, love every leaf"

"150 days to grow is too good to throw. Get the most out of
your spuds by keeping them in the dark"




4. Packaging Design to Reduce Waste

It's not just about what's on the label, but how the entire
package functions as a communication tool.

Integrate Proactive Design: Food i‘ Containment | Protection
and beverage brands should |

mtelgrate V\]/caste reducing Functions of
packaging feature requirements in Packaging

all packaging design briefs to
reduce household FW.

And be thinking about this across
all functions of packaging!

Convenience | Communication
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Design For Shelf-life Extension Through
Physical Protection

Active Packaging...subsidiary constituents added to
enhance the performance...
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Better Decisions Through Interactive
Functionality & Communication
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Intelligent Packaging ...external or internal indicator to
provide information about the history and/or the
quality...
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Design for Convenience and Waste
Prevention in Handling

- Right-Sizing: Packaging for different household sizes to prevent
overbuying and subsequent waste.

- Portion Control: Understanding consumers’ requirements and providing
smaller sealed portion packs (modular packaging/ multi-compartment
designs).

- Ease of Use: Easy opening, effective re-closing mechanisms and
convenient dispensing.

BEEHIVE’f

NZ'S MOST DELICIOUS

Shaved
Honey Baked Ham

HALF LOAF




5. Challenges Of Engaging Consumers In FW
Prevention Through Packaging Solutions

A. Misperception of Packaging's Role

B. Communication and Education
Gaps

C. Economic and Practical
Considerations

D. Trust and Transparency




A. Misperception of Packaging's Role

Packaging as Wasteful
- Associate less packaging with more sustainability

Lack of Awareness of Protective Function

- Don't fully understand how packaging extends shelf life, protects food
from damage, and preserves quality

Focus on Disposal over Prevention
- Consumers are highly aware of the end-of-life of packaging (recycling,

landfill), but less soabout its upstream impact on FW prevention




B. Communication and Education Gaps

- Complex Information: Smart packaging technologies are
effective, but communicating their benefits and how to use
them effectively to a broad consumer base is challenging.

- Overcoming Greenwashing Fatigue: Consumers are
increasingly sceptical of "green” claims. If packaging boasts
"food waste reduction" without clear evidence or a broader
commitment to sustainability, it can be dismissed as
greenwashing.




C. Economic and Practical

Considerations

- Cost of Innovative Packaging: Can translate to higher

consumer prices. Consumers
premium for packaging that

- Limited Shelf Space/Aesthe
preferences for package aest

might not be willing to pay a
reduces FW.

tics: Retailers and consumers have
netics and size. A FW-reducing

package might be larger, oddly shaped, or less visually

appealing, impacting its mar

Ket acceptance.




D. Trust and Transparency

- Date Skepticism: Some consumers distrust date labels,
either throwing food out too early orignoring them
entirely. Building trust in these indicators, especially with
dynamic or "smart" labels, is crucial.

- Brand Reputation: A brand's overall commitment to
sustainability and ethical practices will influence how
consumers perceive their FW-reducing packaging
solutions.




To overcome these
challenges, a multi-
faceted approach is
needed, combining
Innovative packaging
design with clear
communication,
consumer education
campaigns, and
collaborative efforts
across the supply chain.




6. A Collaborative Journey:
Engaging All Stakeholders

- Consumers: Provide critical insights into needs, confusion
points, and desired solutions.

- Retailers: Facilitate in-store communication, manage inventory,
and implement dynamic pricing.

- Designers: Create intuitive, engaging, and clear communication
tools on and off packaging.

- Policymakers: Establish consistent requlations, incentivize
innovation, and protect consumers.
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Manufacturers

E.g.NZ’s Kai Commitment
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NGOs and NFPs

- E.g. NZ’s, Love Food Hate
Waste "Eat Me First"
Behavioral Packaging
Campaign

OEATME THE EASY WAY TO

SEIRST WASTE LESS FOS

86% of Kiwis who used the Eat Me First stickers found it
'‘Useful’ or 'Very Useful' in reducing food waste!




7. Conclusion: Let's "Break Bread” On A
Delicious Solution: A Sustainable FW-free Food

System!

Let's work together to empower consumers
with knowledge and tools, leading to
significant reductions in household FW.

Envision a future where packaging truly
engages and educates, turning confusion into
confidence and waste into resourcefulness!
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