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Executive Summary

The project FOODprint - “Awareness — raising campaign to prevent and manage food waste among
consumers, the food and hospitality industries”, co-funded by the Life Programme of the European
Union (LIFE19 GIE/CY/001166) aims to reduce food waste in Cyprus through awareness campaigns,
educational activities and the creation of tools to combat food waste. The project’s duration is
September 2020 to April 2023.

An integral part of the FOODprint project, is research through public surveys to better understand the
habits and perceptions of Cypriot households regarding food and food waste. The responsible partner
for the co-ordination of this activity is K. Parpounas Sustainability Consultants Ltd. The research
activities in their entirety comprise of three main quantitative surveys conducted at the beginning,
middle and end of the project and a series of 12 short online polls conducted throughout the project.
The survey and polls are questionnaires designed to understand the habits and perceptions of Cypriot
households regarding food and food waste.

The research is conducted throughout the project’s duration so that the changes in habits and
perceptions can be showcased and at the same time evaluate the effectiveness of the project’s
activities. At the time of writing this report the 15t and 2" main quantitative research surveys have
been completed and the 7 out of a total of 12 quantitative online polls. In the report “Project Baseline
Report” (November 2020) the results of the 1t main quantitative research survey and the 1%
quantitative online poll were analysed. In this report the results of the 2" main quantitative research
survey (completed in May 2022) and the 2™ to 7*" quantitative online polls (completed during the
period January 2021 — May 2022) are analysed.

2" main quantitative research survey

The 2nd main quantitative research survey (referred to as 2nd survey or 2022 survey in this report)
was conducted between 11/05/2022 — 13/05/2022 and covered 551 people aged 18 and over, who
are either responsible for their household shopping or household food preparation. The methodology
used was the Computer Aided Web Interviewing (CAWI) and the sample was selected from a panel of
participants in online surveys. The geographical distribution of the sample was proportional to the
actual distribution of the population.

The 2nd survey comprised of 16 questions, 8 of which are repetitions from the 1st main survey in
order to evaluate whether there are changes in behaviours between the 2020 and 2022 survey. Some
guestions are also repetitions of previous online poll questions (5 questions out of the 16). The main
results of the 2nd survey are described in the following paragraph:s.

When buying and consuming food, the most common behaviours of Cypriot consumers are checking
the expiration date of food (95% of the participants answered positively), paying attention to how the
food is stored (90%) and creating a list before the visit in supermarkets (89%). All three of these habits
help reduce food waste.

Most households tend to buy more food than needed. When asked why they buy more than the
necessary quantities of food, most answered that they prefer to have stocks in case something
happens (43% answered positively), feel safe when there is a lot of food at home (34%), and they want
to be prepared for guests at home (33%). Only 26% said they do not buy more than they need.
Compared to 2020, in 2022 there has been a small increase in the percentage for most of the reasons
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for buying more food than needed, while the percentage who said they do not buy more than required
remains at the same level (27% in 2020 and 26% in 2022).

When on outings or when they have guests at home, the majority (61%) state they order/prepare
more food than expected to be needed, in order to ensure they will not run out of food.

Regarding the management of surplus food, it seems that the most common actions of Cypriots are
consuming leftovers in the following days, using it for feeding pets and storing in the freezer for future
use. Only 9% of households compost leftovers on a regular basis. Compared to 2020, in 2022 all the
positive actions regarding food waste management show an increase except the habit of using
leftovers for pet food which remains at the same level.

Fruits and vegetables are the food categories most often thrown in the trash. When asked what the
three main reasons for throwing away food are, the most popular reasons were that food has passed
the expiration date (44%), more food is being prepared than needed in the household (28%), some
members of the household do not consume all their food (27%) and more food is bought than needed
(27%). 15% said they do not throw away food in the trash.

Regarding the feelings consumers associate with throwing food in the trash, the most common feeling
is remorse (59%), then comes waste of money (51%) and then the damage to the environment (33%).
4% state they feel indifferent. References to all three of these negative feelings have increased over
the last two years, while the percentage who declares indifference has decreased during the
corresponding period from 10% to 4%.

Given that in the average Cypriot household 50% of waste is food waste, participants were asked to
estimate the percentage of food waste compared to total waste in the household. 78% of consumers
estimate they throw away less than 50%. This confirms there is an underestimation of the magnitude
of the food waste problem, since in fact the most recent measurements show that organic waste in
Cyprus is between 47-52% by weight of Municipal Solid Waste.*

When asked whether they consider the reduction of food waste important for the protection of the
environment, 8 out of 10 participants consider it very important (41%) or quite important (39%).

Participants were asked to give the two main reasons why they want to reduce food waste. Saving
money (48%) and “it is the right thing to do” (46%) were chosen to a greater degree than the concern
for the environment (39%). Although there is popular belief that reducing food waste is important for
the protection of the environment, this is not the first feeling associated with throwing food in the
trash. On a personal level, the most likely feelings are guilt and waste of money and third is the damage
to the environment.

Results of the 2022 survey compared to the 2020 survey, show there is a slight improvement in
consumer habits regarding the purchase, preservation and consumption of food and the management
of surplus food. The results also indicate a change in the views and perceptions of Cypriot consumers
because food rejection seems to be more strongly associated with negative feelings compared to two
years ago.

However, some negative habits and perceptions persist, such as the need of Cypriots to feel there is
ample food in their home and during outings, and at the same time to not properly manage the
leftovers. In addition, the problem of food waste is not properly assessed. There is not enough

! Estimate from Life - FOODprint's "Project Baseline Report", Section 4.2, November 2020
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awareness/knowledge about the environmental cost of food waste nor understanding of the scale of
the problem. Consumers believe they are throwing away less than they actually are.

Quantitative online poll results (2" — 7 polls)

The quantitative online polls were conducted via the DIAS Group websites (Sigmalive,
Sportime.com.cy, | love Style, City.com.cy, Check In, Economy Today, MuCyprusTravel.com), during
the period January 2021 to May 2022. The main objective of these online polls was to further
investigate issues that cannot be explored in the main surveys due to the limited number of questions
and to determine the impact of project interventions over time. An average of 1288 people
participated in the polls so far, mainly from Cyprus but also from other countries (Greece, UK and EU).
The main results of the 2" to 7t" quantitative online polls are described in the following paragraphs.

As showcased in the survey, similarly in the polls there is an underestimation of the magnitude of the
problem of food waste. Four in ten consumers believe their food waste in relation to total household
waste is less than the average Cypriot household which is 50%.

When asked why they purchase more than the necessary quantities of food, the most popular answer
given was “l do not buy more than the necessary quantities of food”. The next most popular reason
the feeling of safety when there are stocks available in the household.

Certain initiatives for the reduction of food waste could be more successful than others, such as buying
ugly fruits and vegetables and the creation of platforms for the give-away of unwanted food.

The habit of freezing fruits and vegetables to be consumed later is not widespread. One in two “never”
or “rarely” adopt this habit. To reduce food waste more could be done to promote the habit of freezing
food for later consumption.

Several knowledge gaps were identified such the optimal freezer temperature, how to best store
potatoes and how to preserve mushrooms in the freezer.

Incorrect preservation and limited knowledge about correct food storage methods may lead to
unnecessary food waste. Therefore, continuous public information campaigns are necessary to
improve awareness on how to better preserve food and prolong its shelf life.

Conclusions

The results described in this report, can be used to inform whether efforts made so far have been
successful and how public awareness campaigns can be improved or become more targeted. Overall,
the main results of the 2™ survey are similar to the 1t survey, therefore in this report the aim is to
collect new information or observe differences between the two research surveys and any new
information from polls, that will assist in the improvement of the campaign. The 2" survey and the
2" to 7™ online polls have provided several new insights and these are:

e 6 out of 10 prefer to prepare more food than needed when having guests at home or order
more when out in restaurants so that they don’t run out of food.

e Less than half take surplus food with them while out in restaurants. Given the tendency to
order more than necessary, the adoption of this habit is essential.

e Gross underestimation of the scale of the food waste problem. 8 out of 10 believe their food
waste is less than Cypriot average.

e  Certain good habits are more prevalent among older age groups such as the “first comes, first
consumed” habit and keeping fruits and vegetables in the freezer for future use.
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Even though 8 out of 10 Cypriot consumers understand that the reduction of food waste is
important for the environment, the most important incentives to reduce food waste are
saving money and good moral sense.

Only 1 in 5 Cypriot consumers have seen awareness campaigns regarding food waste
reduction on TV, radio and social media in the past three months.

Storing food in the freezer is not a popular habit. (Only 1 in 5 people use for storage of fruits
and veggies).

Consumers are willing to purchase ugly fruits and vegetables at discounted prices and to
participate in surplus food-give away platforms.

Even though many Cypriots state that they know how to store food the correct way to
prolong its life, there are several knowledge gaps such as the optimal freezer temperature,
how to store potatoes and how to freeze mushrooms.
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Introduction

This report is an integral part of the project FOODprint - “Awareness — raising campaign to prevent
and manage food waste among consumers, the food and hospitality industries”, co-funded by the Life
Programme of the European Union (LIFE19 GIE/CY/001166). It presents and analyses the results of
research conducted to understand consumer behaviours and beliefs regarding food waste. As there
isn’t much research about food waste and consumer habits in Cyprus, the results of this research are
valuable in achieving the aims of the FOODprint project to raise awareness and change habits to
reduce food waste.

The research activities in their entirety comprise of three main quantitative surveys conducted at the
beginning, middle and end of the project and a series of 12 short online polls conducted throughout
the project. The survey and polls are questionnaires designed to understand the habits and
perceptions of Cypriot households regarding food and food waste. The responsible partner for co-
ordinating this activity is K. Parpounas Sustainability Consultants Ltd.

At the time of writing this report the 1°t and 2" main quantitative research surveys and 7 out of a total
of 12 quantitative online polls have been completed. In the previous report “Project Baseline Report”
(November 2020) the results of the 1% main quantitative research survey and the 1 quantitative
online poll were presented. In this report the results of the 2" main quantitative research survey
(completed in May 2022) and the 2™ to 7" quantitative online polls (completed during the period
January 2021 — May 2022) will be presented. The analysis of this report serves two purposes, to
evaluate the effectiveness of the project’s campaigns so far and to give insights for the design of future
campaigns until the end of the project.
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1. Public Opinion Surveys

Due to the need to understand the extent of the problem of food waste in Cyprus, the factors that
contribute to it, the pace at which it is produced and the identification of the places where they occur
most often, a number of questionnaires will be conducted throughout the implementation of the Life
FOODprint project.

The analysis included in this report is part of a series of questionnaires designed to understand
opinions and behaviours regarding food waste. Research with the use of questionnaires is conducted
in two ways throughout the project: A) 3 main quantitative research surveys and B) 12 quantitative
online polls.

During the implementation of the project, three main surveys are to be carried out at the beginning,
middle and end of the project. Each survey serves the respective objectives: a) 1 survey to determine
the baseline of the project (completed in October 2020); (b) 2" survey to determine the effectiveness
of the project activities during the first months of the communication campaign (completed in May
2022); and (c) 3™ survey to measure the results of the project based on the initial data and information
collected (to be conducted towards the end of the project).

The 1% main quantitative survey was conducted at the beginning of the project in October 2020 and
the results were presented and analysed in the FOODprint’s “Project Baseline Report” in November
2020. The 2" main quantitative research survey was completed in May 2022, the results of which are
presented in this report.

In parallel to the main surveys that will be performed in three waves, during the duration of the
project, 12 online polls will also be conducted on a quarterly basis. The purpose of the online polls is
to further investigate issues that cannot be investigated in the main surveys due to the limitation of
the number of questions and to give additional insights about the potential lack of knowledge in
parameters that are related to food waste. For this purpose, the questions for the first 7 surveys have
been structured to achieve this. Polls 8 to 12 will be designed in such a way to evaluate the impacts of
the project’s interventions over time. The online polls are carried out through the websites of the DIAS
Group (Sigmalive, Sportime.com.cy, | love style, City.com.cy, Check In, Economy today,
MyCyprusTravel.com) and the sample comprises of people living in Cyprus but also from abroad
(Greece, UK and EU). So far 7 online polls have been completed in the period November 2020 to May
2022 with a sample average of 1288 respondents. The results of the 15 online poll were presented in
the “Project Baseline Report”, while the results of the 2™ to 7™ online polls will be presented in this
report.

Section 1.1 provides the analysis of the results of the 2" main quantitative research survey and Section
1.2 the analysis of the results of the 2" to 7" online polls.
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1.1 Results of 2" main quantitative research (May 2022)

The 2™ main quantitative research survey, referred to as 2" survey or 2022 survey in this report was
conducted between 11/05/2022 — 13/05/2022 and covered 551 people aged 18 and over, who are
either responsible for their household shopping or household food preparation (see Annex A for the
detailed questionnaire). The sample was focused to ensure that the feedback comes from people with
good knowledge of food management in their household. The methodology used was the Computer
Aided Web Interviewing (CAWI) and the sample was selected from a panel of participants in online
surveys. The geographical distribution of the sample was proportional to the actual distribution of the
population. Details of the sample are showed in Table 1.

No. %
Age 18-24 57 10%
25-34 104 19%
35-44 108 20%
45-54 103 19%
55-64 85 15%
65+ 94 17%
Gender Male 265 48%
Female 286 52%
Social Class A-B 30 5%
r 172 31%
r2 235 43%
A-E 114 21%
Education Up to Secondary 159 29%
Tertiary (degree) 265 48%
Tertiary (master) 127 23%
Province Nicosia 218 40%
Limassol 160 29%
Larnaca 81 15%
Famagusta 36 7%
Paphos 56 10%
Area Urban 413 75%
Rural 138 25%
Total 551 100%

Table 1: Sample details

The aim of the 2" survey is to understand whether there have been any changes in consumers’ habits
and perceptions related to food waste and to determine the impact of the project’s activities so far.
As a result, 8 out of the 16 questions were repeated from the 1 survey to measure possible changes
in consumers’ attitudes and behaviours. Of the remaining 8 questions 5 were questions that had
previously been asked in online polls and the research team believed they are useful to be added in
this survey. Only 3 questions are new. Throughout the analysis of the results, it is specified for each
guestion whether it was used in the 1% survey or online polls previously. The results are compared to
the 1°t survey or to the online polls accordingly.
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General habits of buying & preparing food

Question 1: Here are some habits when buying and consuming food. Which of these do you do

in your household?

Save Food. Waste less.
Téppa ot omatdAn tpodipwy!

We check the expiration date /
consumption date 94%
We pay attention to how we keep / store
the food / food in the refrigerator 87%
We make a list of what we need before
we go shopping 85%
We check what we have in the fridge
before we buy anything 87%
We check what we have in the fridge
before we buy anything 79%
i
We plan what we will cook 30%
We cook the amount we need
i _____ 65%|
We like to keep enough stocks at home 5°°
[ 63%|
We buy only what we need /D
We take food leftovers from restaurants
with us 54%
[ 52%| u
We use leftovers to prepare other foods 41% 2022
We throw away the old food when we 31% 2020

have fresh food.

35%

Figure 1: Food purchase & consumption habits

The most common behaviour of consumers, regarding the purchase and consumption of food, is the
checking of expiration dates, which is done by almost all consumers (95%). Behaviours that are also
common, reported by more than 8 out of 10 households are attention to proper food preservation
(90%), shopping list preparation (89%), checking products in the refrigerator before purchasing new
ones (86%), consuming food leftovers in the following days (86%) and planning ahead what to cook
(81%). Less common behaviours are the take-away of leftover food from restaurant outings (55%), the
use of leftovers for the preparation of other foods (52%) and throwing away the old food when fresh
food is bought (31%).

63% of consumers responded that they only buy what needed and 65% responded they like to keep
stocks at home. Of these responses, 33% state both simultaneously. We see two habits which under
normal circumstances would cancel each other out. This is very likely to show a perception shared by
a large portion of the population that keeping food stocks at home is essential and buying stocks is
not considered a purchase that is not required.

10
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In comparison to the 2020 survey for most of the positive actions regarding food purchase and
consumption there is a marginal increase in the percentage results. One of the negative actions shows
a small increase too. That is keeping stocks at home (65% in 2022 vs 58% in 2020).

Question 2: For which reasons do you purchase more than the necessary quantity of food?

I want to keep stocks in case something _

happens “u 0 |
I feel safe when there is a lot of food at |G
home T
I always want to be prepared for guests [ P
at home N

Not all family members eat the same food —
I can not calculate the quantities T will | NN g2
; )

need
I feel 'poor" if there is not much food at [ ESZ m 2022
home i May
2020
I do not buy more that the necessary | RN J Nov
quantities 2L '

Figure 2: Reasons to buy more food than needed

It seems that most households buy more food than necessary. In this case the percentage of
consumers who do not buy more food than necessary remains quite low (26%) and does not show a
change from the previous survey (27% in 2020). On the contrary, there is a marginal increase in the
purchase of more than the necessary food due to the desire to keep stocks in case of emergency (43%),
the feeling of security when there is a lot of food at home (34%), the probability of unexpected visitors
(33%) and the particular preferences of household members (31%).

For the answer “l do not buy more that the necessary quantity” we observe that the highest
percentages are found in lower economic classes, less educated consumers, in households without
kids, in households with fewer members and in apartments instead of houses.

Compared to the 2020 survey, the most common reasons for buying more food than needed show a
small increase, while the percentage who responded they do not buy more than required remains at
the same level (27%in 2020 and 26% in 2022). Household habits probably indicate cultural perceptions
that there is a need for more food at home and at the table than is needed. Consumer views are also
likely to be influenced by current events. Given that the survey was conducted in May 2022, the
increase in the percentages compared to 2020 for reasons such as "stocks in case something happens"
and "a sense of security when there is a lot of food" may have been affected by the Ukraine - Russia
war which poses risks for food shortages and uncertainty about the future. There is also a possibility
that these percentages were higher than normal in the previous survey (October 2020) due to the
change in people’s routines with the COVID-19 pandemic and the fear of lack of products on
supermarket shelves.

11
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Question 3: In terms of managing the food you have in your household, how often do you
apply the ‘First Comes, First Consumed’ practice? That is, | consume first what | buy first. You
would say that this happens in your household...

41%
26%
14% 14%
5% I
Never Not so often Sometimes  Quite often Always

Figure 3: 'First comes, first consumed' habit frequency

The practice 'First comes, first consumed' is applied “always” by 14% of the consumers and “quite
often” by 41%. About half of the households (45%) apply it sometimes, occasionally, or never. This
habit is also associated with the proper storage of products in the refrigerator and cabinets. In
Question 1, 95% of the participants stated that they check the expiration/consumption dates and 90%
pay attention to how they store food in the refrigerator. Given these percentages, one would expect
the percentage for the habit "First comes, First consumed" to be higher.

The demographics of this question show that this habit is mostly applied by higher age groups, middle
and lower economic classes and households with two or more persons.

This question was not used in the previous survey or polls.

Question 4: How often do you keep fruits and vegetables in the freezer to keep them from
spoiling?

36%
27%
14% 18%
y
l 5%
Never Rarely Sometimes Quite often Constantly

Figure 4: Freezing fruits and vegetables
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The results show that about one fifth (23%) of households systematically store fruits and vegetables
in the freezer for preservation. On the contrary, more than a third (36%) never adopt this habit, while
41% do it sometimes or rarely. The habit of freezing food is more common among the elderly (age
group 65 and above) and in lower economic classes.

This question was previously used in the 5™ online poll conducted in November 2021 (See Section 1.2,
5% online poll, Question 1). Results are more positive for this sample as 37% of the respondents stated
they store food in the freezer ‘constantly’ and ‘quite often’ in comparison to 23% in the 2022 survey.

Question 5: Which of the two statements best suits your behaviour when you have guests at
home for dinner or when you go out to a restaurant?

I prepare /
order as much
food as needed
so that there is

no leftover

39%

I prepare / order
more than I need
to make sure we
do not run out of
food 61%

Figure 5: Preparation/ordering of food

The majority of consumers (61%) state that they order/prepare more food than needed, to ensure
they will not run out of food. The demographics for this question show that the habit of
preparing/ordering more food than necessary is more prevalent among middle age groups (25-54
years of age), middle economic classes and consumers with a higher educational level.

This question was not used previously in the 1%t survey or polls.
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Surplus management

Question 6: How often do you do the following in relation with leftover food:
Results of the following question are presented in Figures 6-13.

Consuming in the
following days

2020 LA
Nov.

mAlmost never Sometimes
m Often m Almost always

Figure 6: Consumption in the following days

The percentage of households that “almost always” or “often” consume food in the following days
amounts to 72% and shows an increase compared to the 2020 survey (64%).

12%
2022 28% 37%
May
Feeding pets
12%

2020 31%
Nov.

m Almost never Sometimes

m Often m Almost always

Figure 7: Food for pets

The percentage of households that “almost always” or “often” give the leftover food to pets is 35%
and is at the same levels as in the previous survey in 2020 (36%).
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2022
May
Placing in the
freezer for future
use
2020
Nov.
m Almost never Sometimes
m Often m Almost always

Figure 8: In the freezer for future use

About one third of households (32%) keep leftovers in the freezer “often” or “almost always”, for
future consumption. The results of the 2022 survey show an increase compared to 2 years ago (23%
in 2020).

5%
2022 49%
May
Using in the 5%
preparation of
other meals 2020 35%
Nov.
mAlmost never Sometimes
m Often m Almost always

Figure 9: Preparation of other meals

25% of households use “often” or” almost always”, excess food for the preparation of other meals.
The equivalent percentage in 2020 was 18% therefore there has been an improvement with regards
to this behaviour.
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8%
2022 24% 13%
Feeding farm May
animals 8%
2020 22% 109
Nov.
m Almost never Sometimes
Often m Almost always

Figure 10: Food for farm animals

Excess food used “often” or “almost always” for farm animals amounts to 21%. As expected, this habit
is more prevalent in rural areas rather than urban areas. The equivalent percentage in 2020 was 18%.

2%
2022 4 37%  13%
May
Giving to other
people 3%
2020 30% 8%
Nov.
m Almost never Sometimes
Often m Almost always

Figure 11: Giving to other people

One in seven households (15%) gives “often” or “almost always”, left-over food to other people. This
habit is more common among the younger age groups and in higher economic classes. The equivalent

percentage in the 2020 survey was lower (11%) showing an increase in the frequency of this habit over
this two-year period.
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5%
2022
May 4%
Composting 49
0
2020
Nov. 4%
m Almost never Sometimes
Often m Almost always

Figure 12: Composting

The results show that composting is not popular among the Cypriot population. Only 9% of households
compost food waste on a regular basis. The equivalent percentage in the 2020 survey is at the same
level (8%).

2022 43% 12%

May 3%
Thrown in the 11%
trash

2020 46% 36%

Nov. 7%

B Almost never Sometimes
Often m Almost always

Figure 13: Thrown in the trash

The percentage of food that that is “often” or “almost always” thrown in the trash amounts to 15%
and shows a small decrease compared to the 2020 survey (17%). This habit is more prevalent among
middle-aged and higher economic classes according to 2022 results.

All the responses for the above survey question show either an increase in the frequency of good
habits regarding the management of food leftovers or no change in the frequency of the habit.
Therefore, the results seem to indicate an overall improvement in the adoption of good food waste
management habits.
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Question 7: While you are out in restaurants and cafes, how often do you take surplus food
with you at home?

29%
21% 20%
15% | | 15%
Never Rarely Sometimes  Quite often Always

Figure7: Take away of food leftovers

Regarding the management of food surpluses during outings, 44% of consumers take away surplus
food with them for future consumption “quite often” and “always”. The majority (56%) do not seem

to apply this practice on a regular basis.

The same question was repeated in the first online poll during the period 05/11/20-10/11/20. The
results for the sample comprising only of Cypriot residents showed that 49% take away surplus food,
“always” and “quite often”. The results for this sample were more encouraging compared to the 2022
survey, but we don’t have more information about the sample in this case other than that they are
Cypriot residents. The results of this poll were presented in the “Final Baseline Report” (November

2020).
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Food waste

Question 8: Can you indicate how often you throw in the trash each of the following food
categories?

Times per Times per
week 2022 | week 2020

5%
Vegetables 38% 10% u

3% 4%
5%
3% 2%
rosacatery (I 28% 9% P
2% 3%
Dairy 19% 6% / - -
% 104
Meat 69% 17% 10% B [oss) [ (vos ]
30/°1.5%
expiration date 50/01 %
Sweets mo/o' - m
1% 194
e 829% w3 0 ()
1%
B More sparse 1 times per week 2-3 times per weeok

4-5 tmes per week m Everyday

Figure 8: Frequency of Food Waste Generation by Category

Vegetables and fruits are the types of food most often thrown in the trash. Specifically, 56% of
consumers throw vegetables at least once a week, while the corresponding percentage for fruits is
43%. For the remaining categories the percentage of consumers who throw away this type of food at
least once per week are the following: 41% pasta / bakery items, 31% meat, 30% dairy, 25% packaged
food with an expiration date, 24% sweets and 18% fish. Comparing to the 2020 survey, only the meat
category has recorded a decrease in the frequency thrown away in the trash (0.96 times per week in
2022 and 1.06 times per week in 2020).
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Question 9: What are the most common reasons that cause food, fruits and vegetables to
spoil in your home?

B
Not consumed at the expected speed
69%
30%
Forget to consume
9 : + 30%
30%
B th
uy more than needed _ 9%

. 16%
Storage conditions
fag . ‘ 15%
m 2022 May . - 9%
2020 Nov. rower quality. B 1%

Figure 14: Food waste generation reasons

With a large difference, the main reason that food spoils and is thrown in the trash is not consuming
itat the expected speed (69%). To a lesser extent, 30 % of consumers state that they forget to consume
food (30%) and buy more than needed (30%). Reasons given for food spoilage such as storage
conditions (16%) and food quality (9%) are not as common. There does not seem to be any difference
in the results between the 2020 and 2022 surveys.

Question 10: In a typical / reqular week, if all the foods, fruits and vegetables that you bought
correspond to 10 units, how many of them did you throw in the trash?

34%  32983%

0%
18%
15%
5% 2
64% °5% 3%29% 3%3% 2%3% o 10 0% 0%
n Mol s Do
Q)

olo olo olo olo o oo oo olo oo oo o
S :\/\ ,’1/\ :-,)Q\ © 590\ ,b°\ :\0\ 99\ 90\ \90"\ % of food
Y A thrown
Figure 15: Quantity of food thrown in the trash
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Only 5% of households state that they do not throw away food, fruits or vegetables. 81% of households
throw 10% - 30% of the food they purchase in a week, while 14% throw more than 30% of the items
they buy in a week. On average 22% of food, fruits and vegetables bought are thrown in the trash
every week. This percentage is higher among people aged 45 or less. Compared to 2020, there is no
significant change in the average percentage of food, fruits and vegetables thrown in the trash (23%).

Question 11: From the following, what are the top 3 reasons you throw food, fruits and
vegetables in the trash in your household?

Expiration date has passed 1 44%’90/0

Prepare more than needed _2525,}:/0
Some of the household members do GGG 7%
not consume all their food 26%

Buy more than needed _2 4202%

ion NN 24°
Not safe for consumption st °31%

Improper storage I 2201%)

Food is not tasty later on — 113?5}/;’
We prefer fresh food TN 1%;/ %

Nutritional value is reduced T 8(1)/80/
° m 2022 m 2020

Never waste food _1 213:/0

Figure 16: Reasons to throw food away

When participants were asked to state the main reasons for throwing away food, 15% spontaneously
responded that they never waste food. This percentage shows a marginal increase compared to 2020
(12%). The main reasons for throwing away food, fruits and vegetables remain the same between the
2020 and 2022 surveys. First on the list is the food past expiration date (44%) followed by the
preparation of more food than needed (28%), some household members not consuming all their food
(27%), the fact that they buy more than the necessary quantities (27%) and that the excess food is
spoiled and unsafe for consumption (24%).

Other reasons for throwing away food are the incorrect storage and therefore spoilage of leftover
food (21%), the food not being tasty when consumed later on (14%), the preference for fresh food
(11%) and loss in nutritional value (8%).

Compared to 2020 the main reasons for throwing away food are the same and the results did not
show much difference except for the reason that "food that is left over and stored, spoils and is not
suitable for consumption" (24%in 2022 to 31%in 2020). This may be due to better food storage, which
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as shown in Question 6, households tend to store leftover food in the freezer more often in 2022 (32%)
than in 2020 (23%).

Attitudes and views

Question 12: How do you feel when you throw food in the trash? (Answer all that apply to
you)

o)
9% 5o m 2022 May
51%
46%
2020 Nov.
o)
33 /0 300/0
10%
4%
Guilt Wasting my money Harming the environment  Unconcerned

Figure 17: Feelings when wasting food

As in 2020, the main feelings that consumers have when throwing away food are the feelings of guilt
(59%), money wastage (51%) and harming the environment (33%).

References to all three of these negative feelings have increased over the last two years, while the
percentage who declare indifferent has decreased during the corresponding period from 10 to 4%.
The results indicate an improvement in food wastage awareness but still the percentage of consumers
who feel they are harming the environment is the third in line with a low percentage of 33% while
food wastage is an important contributor to total greenhouse gas emissions. As reported by the
intergovernmental Panel on Climate Change (IPCC) it is estimated that global food losses are estimated
to contribute to 8%-10% of total greenhouse gas emissions caused by humans (2010-16 estimate)?.

The demographic analysis for this question indicates that consumers who feel guilty belong in younger
age groups and are mostly women. The consumers who feel they are wasting money mostly belong in
middle economic classes, are men, and better educated. The consumers who feel they cause harm to
the environment are mostly elderly and the consumers who stated they are indifferent were more
affluent.

2 IPCC, 2019: Summary for Policymakers. In: Climate Change and Land: an IPCC special report on climate change, desertification, land
degradation, sustainable land management, food security, and greenhouse gas fluxes in terrestrial ecosystems [P.R. Shukla, J. Skea, E. Calvo
Buendia, V. Masson-Delmotte, H.- O. Portner, D. C. Roberts, P. Zhai, R. Slade, S. Connors, R. van Diemen, M. Ferrat, E. Haughey, S. Luz, S.
Neogi, M. Pathak, J. Petzold, J. Portugal Pereira, P. Vyas, E. Huntley, K. Kissick, M. Belkacemi, J. Malley, (eds.)]. In press. Available online at:
https://www.ipcc.ch/srccl/chapter/summary-for-policymakers/
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Question 13: In the average Cypriot household, 50% of waste is food waste. In your household
food waste is...?

78%

20%

2%

Less than 50% of the About 50% of the More than 50% of the
total waste total waste total waste

Figure 18: Estimation of the percentage of food waste in the household

Even though respondents are informed that in the average Cypriot household 50%>. of the waste is
food waste, the majority of households (78%) state that in their own case food waste is less than 50%
of the total waste. Only 20% believe that their food waste is about equal to the national average and
only 2% state it is above the average. The notion that food waste accounts for less than 50% of waste
is more prevalent among older people and those with a lower level of education. Overall, it seems that
Cypriot consumers underestimate the amount of food wasted in their households.

The same question was repeated in the 2" online poll during the period 13/01/21-18/01/21 (See
Section 1.2, 2" Online poll, Question 2). The percentage of consumers who underestimated their
household waste in this case was 42.7% and those who stated that it is more or less equal to 50% were
50.5%.

3 Estimate from Life - FOODprint's "Project Baseline Report", Section 4.2, November 2020
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Question 14: Compared to other actions you can take, how important do you consider the
reduction of food waste to protect the environment?

390/0 4 10/0
0, 11%
20, 0 ﬂ
/ y
Not Not so Somewhat Quite Very

important important important important important

Figure 19: Importance of reducing food waste for environmental protection

Eight out of ten survey participants believe that reducing food waste to protect the environment is
either very important (41%) or quite important (39%). Consumers that give higher importance to
environmental protection through the reduction of food waste belong in older age groups, are in low
and middle economic classes and in larger households.

Although there seems to be a belief that reducing food waste is “quite” or “very important” for the
protection of the environment, this is not the main feeling that consumers feel when throwing food
in the trash. As we saw in Question 12 on a personal level, the main feelings are guilt and waste of
money and third is the damage to the environment. This is also evident in Question 15 where
consumers were asked to prioritise the incentives to reduce food waste. Saving money (48%) and that
thisis the right thing to do (46%) are more important reasons than concern for the environment (39%).

Question 14 was repeated in the 2" online poll during the period 13/01/21-18/01/21 (See Section 1.2,
2" Online poll, Question 3). The results showed that five out of ten believe that reducing food waste
for the protection of the environment is very important while one in four believe it is quite important.
The percentage of respondents who believe that reducing food waste to protect the environment is
very important is higher in the poll results (52.7%) than in the 2022 survey (41%).
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Question 15: Which two, if any, of the following reasons are the most important reasons for
you to reduce food waste?

Save money GGG 43%
1t's the right thing to do || | |G 46
Interest for the environment || NG 39%
Dealing with over-consumption [ RGN 338%

The expectation of the family [} 5%
Save time from shopping - 5%
It's easy I 1%

I am not trying to reduce food waste [} 3%

Figure 20: Incentives to reduce food waste

The results show that the most important reasons to reduce food waste are to save money (48%) and
because this is the right thing to do (46%). The consumers who believe that reduction of food waste
will save money are mostly men, of higher educational level and live in larger households. The
consumers who believe reducing food waste is the right thing to do are mostly men, in older age
groups, and at lower educational level.

Following the top two reasons, are the interest for the environment (39%) and tackling
overconsumption (38%), reported by four out of ten participants in the survey. On the positive side is
the fact that only 3% spontaneously state they do not make any efforts to reduce food waste. Most of
the consumers who responded they are not trying to reduce food waste belong in younger age groups.

This question was repeated in the 3™ online poll during the period 07/05/21-13/05/21 (See Section
1.2, 3" Online poll, Question 2). The results were different in this case. The most important reasons
were dealing with over-consumption (23.8%), it is the right thing to do (23.1%) and third was the
interest for the environment (22.4%). Saving money (15%) was fourth in line of incentives to reduce
food waste, in contrast to the 2022 survey where this was the most important incentive (48%). The
interest for the environment came third in both cases, the 2022 survey and the online poll.
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Revocation of information

Question 16: Have you seen or heard campaigns or information about the reduction of food
waste during the last three months? (On TV, radio or in other media)

I do not
remember I have seen
23% informative

messages in the
last 3 months
20%

I have not seen
any newsletters
in the last 3
months
57%

Figure 21: Revocation of information

Consumers were asked to recall if they had seen or heard on television, radio or other media,
information campaigns about the reduction of food waste during the last 3 months. Only 20% of the
consumers recall information messages about the reduction of food waste in the last 3 months. 23%
are not sure if they have seen or heard such campaigns, while the percentage who state they have not
seen or heard anything is 57%. Recall of communication messages for the reduction of food waste is
higher among older age groups and one-member households.
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Summarised 2" quantitative survey results

The results of the 2" quantitative survey completed in May 2022 indicate some improvement in the
adoption of habits to reduce food waste and better awareness of solutions for the reduction of food
waste, but the main conclusions are similar to the 1% survey. Below is a summary of the results.

When buying and consuming food, the most common behaviours of Cypriot consumers are
checking the expiration date (95% of the participants answered positively), paying attention
to how the food is stored (90%) and creating a list before the visit to supermarkets (89%). All
three of these habits help reduce food waste. The least common behaviours are the use of
leftovers to prepare other food (52%) and the rejection of old food when fresh is bought
(31%).

63% state they only buy what is needed and 65% state they like to keep stocks at home. Of
these, 33% state both at the same time. We see 2 habits which under normal circumstances
should cancel each other out, however this indicates there may exist a perception that keeping
stocks at home is necessary.

Compared to 2020, there is not much difference in the habits of buying and consuming food.
For most positive actions, there is a marginal increase in the percentage of households that
perform them in 2022 compared to 2020.

Most households tend to buy more food than needed. When asked why they buy more than
the necessary quantities of food, most answered that they prefer to have stocks in case
something happens (43% answered positively), feel safe when there is a lot of food at home
(34%) and they want to be prepared for guests at home (33%). Only 26% said they do not buy
more than they need.

Compared to 2020, in 2022 there has been a small increase in the percentage for most of the
reasons for buying more food than needed, while the percentage who said they do not buy
more than required remains at the same level (27% in 2020 and 26% in 2022). The results in
this case probably showcase certain cultural habits and perceptions of Cypriots such as the
need to have ample food at home and on the table. In addition, consumer views are also likely
to be influenced by current events. As the survey was conducted in May 2022, the percentage
increase compared to 2020 for reasons such as "stocks in case something happens" and "a
sense of security when there is a lot of food" may have been affected by the Ukraine - Russia
war which poses risks of food shortages and uncertainty about the future. There is also a
possibility that during the previous survey (October 2020) these percentages were higher than
normal due to the Covid-19 pandemic and the fear for lack of products on supermarket
shelves.

When asked if they apply the "First comes, first consumed" practice with food in the
household, 55% stated they do it “always” or “quite often”. This habit is also associated with
the proper storage of products in the fridge and cupboards. In a previous question, 95% of the
participants stated that they check the expiration/consumption dates and 90% that they pay
attention to how they store food in the refrigerator. Given these percentages one would
expect the percentage for the habit "First comes, First consumed" to be higher.

When asked how often they store fruits and vegetables in the freezer only 23% answered they
do it “always” or “quite often”.
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When on outings or when they have guests at home, the majority (61%) state they
order/prepare more food than expected to be needed, in order to ensure they will not run
out of food. This answer is consistent with previous results of the question “why do you buy
more food than needed?” where 43% answered they want to keep stocks at home and 33%
want to be prepared for guests at home.

Regarding the management of surplus food, it seems that the most common actions of
Cypriots are consuming leftovers in the following days, using it for feeding pets and storing in
the freezer for future use. Consumers were also asked about the frequency with which they
implement these actions. Eating leftovers in the following days is the most frequent habit
(72% do it “quite often” or “always”) while composting seems to be the least frequent habit
as only 9% of households say they compost leftovers on a regular basis. 15% report that excess
food ends up in the trash “quite often” or “always”.

Compared to 2020, all the positive actions regarding food waste management show an
increase except the habit of using surplus food for feeding pets, which remains at the same
level. Compared to 2020 the largest percentage increase in the frequency of habits regarding
leftovers is seen for the habits of storing food in the freezer for future use, the preparation of
other foods and offering it to other people.

When there is leftover food during outings in restaurants, only 15% “always” take it with them
and only 29% “quite often”. Comparing to question 12 (feelings associated with throwing
away food), while 96% of consumers feel negative emotions (guilt, waste of money, harming
the environment) when throwing food in the trash, only 44% take surplus food from
restaurants with them on a regular basis.

Fruits and vegetables are the food categories most often thrown in the trash. 56% of
consumers throw vegetables at least once a week, while the corresponding percentage for
fruits is 43%. Compared to 2020, all types of food are at similar levels in the frequency of
throwing in the trash except for the category of meat where a decrease in frequency is
recorded.

With regards to the reasons why food, fruits and vegetables are being spoiled the majority
(69%) claim that food is not consumed at the expected speed. Compared to 2020 the results
are almost identical.

When consumers were asked to calculate the amount of food, they throw away compared to
what they buy, most consumers (81%) answered that every week 10% - 30% of their food
purchases are thrown in the trash. Compared to 2020, this percentage remains the same
(81%). Only 5% of households say they do not throw away food, fruits or vegetables and this
percentage also remains at the same level as in 2020 (4%).

When asked what the three main reasons for throwing away food are, the most popular
reasons were that food has passed the expiration date (44%), more food is being prepared
than needed in the household (28%), some members of the household do not consume all
their food (27%) and more food is bought than needed (27%). 15% said they do not throw
away food in the trash.

28



EgIONDT ), e Save lh(]\;\l. \\"';19(;:: Iv.s.s’.
£ppa oTT) oA TAA Tpodipwy!
S

Th:
7

Compared to 2020 the main reasons for throwing away food are the same and the results did
not show much difference except for the reason "food that is left over and stored, spoils and
is not suitable for consumption" (24% in 2022 to 31% in 2020). This may be due to better food
storage habits, which as shown in question 4 of the 2022 survey, households that tend to store
leftover food in the freezer is higher in 2022 (32%) than in 2020 (23%).

Regarding the feelings consumers associate with throwing food in the trash, the most
common feeling is guilt (59%), then comes the waste of money (51%) and then the damage to
the environment (33%). 4% state they feel indifferent. References to all three of these
negative feelings have increased over the last two years, while the percentage who declares
indifference has decreased during the corresponding period from 10% to 4%. There seems to
be a positive change in consumers' perceptions as more people associate throwing food with
negative feelings. At the same time the feeling that environmental damage is being caused by
food waste remains third, as in 2020.

Given that in the average Cypriot household 50% of waste is food waste, participants were
asked to estimate the percentage of food waste compared to total waste in the household.
78% of consumers estimated that they reject less than 50%. This confirms there is an
underestimation of the magnitude of the food waste problem, since in fact the most recent
measurements show that organic waste in Cyprus is between 47-52% by weight of Municipal
Solid Waste*.

When asked how important the reduction of food waste is for the protection of the
environment, results showed that 8 out of 10 participants consider it very important (41%) or
quite important (39%).

In the following question (question 15) participants were asked to give the two main reasons
why they want to reduce food waste. Saving money (48%) and “it is the right thing to do”
(46%) were chosen to a greater degree than the concern for the environment (39%). Although
there seems to be a perception that reducing food waste is important in protecting the
environment (question 14), this is not the main feeling when throwing food in the trash. As
we saw in question 12, on a personal level, the main feelings are guilt and waste of money
and third is the damage to the environment.

Lastly, participants were asked to recall if they had seen, heard on television, radio or other
media, information campaigns about the reduction of food waste during the last 3 months.
Only 20% of the consumers recall information messages about the reduction of food waste in
the last 3 months while 23% do not remember.

The results of the 2022 survey compared to the 2020 survey, show there is a slight improvement in
consumer habits regarding the purchase, preservation and consumption of food and the management
of surplus food. The results also indicate a change in the views and perceptions of Cypriot consumers
because food rejection seems to be more strongly associated with negative feelings compared to two
years ago.

However, some negative habits and perceptions persist, such as the need of Cypriots to feel there is
more than enough food in their home and during outings, and at the same time to not properly

4 Estimate from Life - FOODprint's "Project Baseline Report", Section 4.2, November 2020
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manage the leftovers. In addition, the problem of food waste is not properly assessed. There is not
enough awareness/knowledge about the environmental cost of food waste nor understanding of the
magnitude of the problem. Consumers believe they throw away less than they actually are.
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1.2 Quantitative Online Polls via the Dias Media Group websites

This section presents the results of the 2" to 7™ online polls (included in Annex B) conducted via the
DIAS Group websites (Sigmalive, Sportime.com.cy, | love Style, City.com.cy, Check In, Economy Today,
MuCyprusTravel.com), during the period January 2021 to May 2022. The main objective of these
online polls is to further investigate issues that cannot be explored in the main surveys due to the
limited number of questions. An average of 1288 people participated in the polls so far, mainly from
Cyprus but also from other countries (Greece, UK and EU).

Up until May 2022, 7 out of the 12 online polls have been completed. The remaining 5 online polls will
be conducted between June 2022 until the end of the project to evaluate the impact and success of
the communication campaigns developed by the project team. The 5 new polls will be a repetition of
previous questions used either in the 1% and 2" survey or online polls 1-7.

Following are the results of the 2" to 7™ online polls.

2" online poll

The 2™ online poll was conducted in January 2021 (13/01/2021 - 18/01/2021) and concerned habits
and beliefs about food waste.

Question 1: What type of food is mostly discarded in your household?

39,7% 37,6%
600 /
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400
300
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0

Packaged food with  Fruits and Vegetables Meals that were not
expiry date consumed
A B C

Figure 22: Types of food mostly discarded
Sample size: 1,432 respondents

Out of the three categories the type of food that is thrown away most, is packaged products with
expiry dates (39.7%), then the meals that have not been consumed (37.6%) and lastly fruits and
vegetables (22.7%). There is a contrast here with Question 8 of the 2™ survey (See Section 1.1,
Question 8) even through the survey question gives more food category options to choose from. The
results for the survey indicated that the type of food most often thrown away is fruits and vegetables
whereas in the case of the online poll it is the type of food thrown the least often out of the three
categories.
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Question 2: In the average Cypriot household, 50% of waste is food waste. In your household
food waste is...

600 50.50%
0,
500 42.70%
400
300
200
6.70%
0
Less At the same level More
A B C

Figure 23: Cypriot household food waste estimation
Sample size: 1,009 respondents

Half of the respondents (50,5%) estimate that their household produces equal amount of food waste
compared to the average Cypriot household and only 6,7% consider that they produce more. A quite
high percentage (42.7%) believe that they produce less food waste than the average Cypriot
household. This question was also included in the 2" survey (Question 13, Section 1.1).

Question 3: Compared to other actions you can take, how important do you consider the
reduction of food waste to protect the environment?
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Figure 24: Importance of the reduction in food waste for environmental protection
Sample size: 943 respondents

More than half of the respondents consider the reduction of food waste “very important” (52,7%)
while only 5,4% consider it “not important”. This question was repeated in the 2" survey (Section 1.1,
Question 14). The results are similar in both cases and consumers seem to strongly associate the
reduction of food waste with the protection of the environment. However as seen from previous
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questions such as Question 15 of the 2" survey (Section 1.1, Question 15), when asked to prioritise
the reasons why they would reduce their food waste the environmental impact is not the most
important reason and comes third after the “saving money” and “it is the right thing to do” reasons.

3 online poll

The 3rd online poll was conducted in May 2021 (07/05/2021 — 13/05/2021) and concerned the
perceptions/beliefs of people regarding food purchases and food waste.

Question 1: Which of the following feelings do you associate purchasing food with?
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Figure 25: Feelings associated with the purchase of food
Sample size: 1,395 respondents

40.4% of the respondents stated that they associate food purchases with the feeling of satisfaction,
25.1% with the feeling of joy, 16% with the feeling of safety.
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Question 2: Which two, if any, of the following reasons are the most important reasons why
you are trying to reduce food waste?
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Figure 26: Prioritisation of reasons to reduce food waste
Sample size: 1,821 answers

The main reasons why consumers try to reduce food waste are to deal with overconsumption (23.8%),
because it is the right thing to do (23.1%) and because they are interested in the environment (22.4%).
The most insignificant reasons are family expectations (2.6%), convenience (3.6%) and saving time
(4.3%). 5.1% of the respondents stated that they are not trying to reduce their food waste. This
question was repeated in the 2" survey (Section 1.1, Question 15) where the most important reason
was saving money (48%) and not dealing with overconsumption.
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Question 3: In your household, why do you buy more than the necessary quantities of food?
(Select all that apply — answer 7 cannot be selected along with other answers)
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Figure 27: Reasons for buying more food than necessary
Sample size: 1420 answers

Surprisingly a high percentage of respondents (28.2%) stated that they don’t buy more food than
necessary. The most popular reasons for buying more food than needed were feeling the need to have
stocks at home (23.2%), not depriving the family of anything (14.8%) and that different members of
the family eat different things (12%). This question was repeated in the 2™ survey (Section 1.1,
Question 2).

4™ online poll

The 4th online poll was conducted in August 2021 (11/08/2021 — 17/08/2021) and concerned the
willingness to adopt habits that can potentially decrease food waste.
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Question 1: Many fruits and vegetables, although good in quality, due to their bad
appearance are rejected by the producers and do not reach the consumer. To what extent
would you be willing to buy good quality but ugly looking fruits and vegetables at discounted
prices?
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Figure 28: Willingness to buy ugly fruits and vegetables
Sample size: 1,559 respondents

Results are at the two extremes. The highest percentage of people (30.1%) responded “Not at all
willing” and the next lowest percentage (27.3%) responded “very willing”. Even though the highest
percentage of the sample is not willing to buy ugly fruits and vegetables at lower prices, a total of
47.2% are very willing or considerably willing to buy them. We could infer from these responses that
offering ugly fruits and vegetables at lower prices could be a successful tool in minimizing food waste.
Further analysis can be conducted to understand what the appropriate price could be for the sale of
ugly fruits and vegetables. Producers and retailers for example can co-operate in order to introduce
these schemes at lower prices. The retail shops could also prioritize such actions by facilitating a better
display of such products in their shops. For example, by promoting the initiative in their existing
advertising campaigns and by placing the ugly fruits and vegetables in prominent positions in their
shops, as part of their Corporate social responsibility strategies.
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Question 2: At the end of each day, many fruits and vegetables that are left are discarded by
the retailers who always want to offer the freshest to their customers. To what extent would
you be willing to buy good quality, but not fresh fruits and vegetables at significantly reduced
prices at the end of each day?
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Figure 29: Willingness to buy not as fresh fruits and vegetables at lower prices
Sample size: 1,105 respondents

Responses are skewed towards “not at all willing” with the highest percentage of 27.2%. Only 15.8%
responded “very willing” in this case. Since the question specifies that these items will be sold at
considerably lower prices, results indicate that price may not be the most important factor in making
the decision to purchase them. It seems that freshness is more important than price. Potentially, the
results are linked to culture and habits in Cyprus, being a country that cultivates fresh fruits and
vegetables, and consumers are used to buying fresh produce. We can conclude that this strategy will
not have significant success in Cyprus. However, this is a practice we have seen happening in many
vegetable/fruit stores and in some smaller supermarkets, which means there is a market for such
products. It is possible that we face here one of these cases where the self-declaration is different
from the actual behaviour. It could be the case that in theory people would prioritise freshness, but
still would buy not as fresh fruits and vegetables when they are significantly discounted. We can safely
assume that ugly fruits and vegetables would sell better than not as fresh ones when discounted.
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Question 3: Many households discard leftover food and foods that are nearing or out of date.
To what extent would you be willing to participate in a network through which these foods can
be offered for free to those in need?
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Figure 30: Willingness to participate in a network to give away food you don’t need
Sample size: 972 respondents

Results show that most respondents (38.6%) are “very willing” to participate in a food give-away
program. Only 18% responded “not at all willing”. The results are encouraging as most people are
“very willing” or “quite willing” (that is 63% of the sample) to join such a program than “not at all” and
“not very” (that is 25.7% of the sample). Results indicate that such programs could be successful in
Cyprus. Apparently, such programs are limited or non-existent today because people do not have
access to such networks. This is an interesting finding for the Life FOODprint project which has
developed and currently promotes a food exchange platform. Further analysis could indicate as to
‘how’ people are willing to participate. Are people willing to get out of their way to enter such a
program? How easy and convenient should this program be in order to succeed, and how long will it
be successful for?
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Question 4: To what extent would you be interested in purchasing packages of food
ingredients that contain everything you need to make a particular food?
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Figure 31: Willingness to purchase packs with complete ingredients for specific meals
Sample size: 922 respondents

Results show that most respondents (27%) are “not at all willing” to buy pre-packaged ingredients for
a meal. Only 17% responded “very willing”. However, a high percentage of 24.3% responded “quite
willing”. As this is a new and untested concept for the many in Cyprus, there can be other factors
influencing the results such as uncertainty, existing habits, convenience, price, not being a tested
solution, never done before, etc. It is not clear given these results, whether this strategy will be
successful in Cyprus. Perhaps an information campaign explaining how this strategy supports the
reduction in food waste will be the first step in adopting such a strategy.

This research can aid municipalities, producers, retailers and other food related stakeholders in
deciding which solutions are mostly suited in minimizing food waste in Cyprus. Overall, results indicate
that adoption of strategies such as the purchase of ugly fruits and vegetables at lower prices and
entering a food give-away program can be successful. Buying not as fresh fruits and vegetables at
considerably lower prices and purchasing of pre-packaged ingredients for the preparation of meals
proved to be less popular strategies.
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th online poll

The 5th online poll was conducted in November 2021 (19/11/2021 — 26/11/2021) and concerned the
management of surplus food.

Question 1: How often do you keep fruits and vegetables in the freezer to keep them from
spoiling?
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Figure 32: Using the freezer to store fruits and vegetables
Sample size: 930 respondents

From the answers given the highest percentages are at the two ends. Specifically, the majority (36.2%)
never adopt the habit of storing fruits and vegetables in the freezer and the next highest percentage
(21.3%) stated that they "constantly" adopt this habit. We could conclude from the answers that this
habit is not widespread. If we compare the answers at the two ends, 36.7% of the respondents keep
fruits and vegetables in the freezer "constantly" and "fairly often" while at the other end 54.5% adopt
this habit "rarely" and "never". It could be further investigated whether freezing fruits and vegetables
is a well-known habit, to distinguish whether people are aware of the habit and do not adopt it or if
people are not aware of the habit and hence do not adopt it. For certain types of food such as vine
leaves, broccoli, carrots, and olives it is well known in Cyprus that they can be preserved in the freezer,
however with proper preparation many more vegetables and fruits can be preserved in the freezer
such as zucchini, beans and tomatoes, if boiled, and grapes, oranges and other fruits can be kept
chopped and in freezer bags.
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Question 2: How well do you know the proper way to store food in order to maximise its shelf
life?
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Figure 33: Proper way to store food to maximise shelf life
Sample size: 742 respondents

As it seems, the answers turn to "well enough"” with the highest percentage of 35.8%, while 15%
answered “very well”. Only 12.7% answered "not well at all" in this case. Overall, the results look
positive in terms of knowledge of ways to maximise the shelf life of food since 50.8% of respondents
know "very well" and "well enough", while only 26.3% know "not well at all" and "not that well". Of
course, there are many ways of storing food and the answer in this case is subjective. What is more
prominent here is the people's perception of themselves about their knowledge on this subject. What
we do not know and could be further analysed in this case is whether what people say they know are
also habits they actually adopt. We may encounter here one of those cases where self-declaration
differs from actual behaviour, or intention differs from action.
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Question 3: Do you consider how to manage your leftovers before you cook, or order food?
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Figure 34: Leftovers management
Sample size: 716 respondents

The results show that most respondents (64.8%) know in advance what they will do with any leftover
food when they cook or order. This question explores whether people are concerned about wasting
food before they start cooking, or ordering food, or whether they do not take this issue into account
at all. Of course, the answer does not determine whether the way of storing and disposing of the
leftovers will help reduce waste, but the fact that the majority of participants say they are aware of
this issue and are concerned about it from the beginning, increases the chances of reducing food
waste.

6" online poll

The 6th online poll was conducted in February 2022 (07/02/2022 — 09/02/2022) and concerned the
knowledge of the public regarding the storage of food in the fridge and freezer.

Question 1: What temperature should your fridge be at?
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Figure 35: Fridge temperature
Sample size: 1,949 respondents
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In this case, answer B is the correct answer, while answer C is also correct, since temperatures 1°C —
3°C are also good for the preservation of food in the fridge. We come to the conclusion that the
majority of the respondents knew the correct temperature to preserve food in the fridge, but we
cannot ignore that a substantial percentage of the respondents (39.4%) were not aware of the correct
temperature. In this case, the wrong answer does not necessarily equate to a practically incorrect
temperature setting in the participants' fridges, but we can assume that if asked to reset the
temperature of their fridges, they would probably make the wrong temperature choice. This creates
the conditions for food wastage resulting from incorrect food preservation methods.

Question 2: What temperature should your freezer be at?
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Figure 36: Freezer temperature
Sample size: 1,717 respondents

The ideal temperature of the freezer is -18°C. The most popular answer was "at -18°C" with a
percentage of 45.6%, while the second most popular answer was "at -8°C" with a percentage of 32%.
Here we can conclude that almost half of the respondents know the correct temperature for the
freezer which maximises the lifespan of food stored. For both the fridge and freezer a quite high
percentage of respondents are not aware of the optimal temperatures. Therefore, an action that
could be implemented based on the answers to Question 1 and 2 of this poll, is a public information
campaign about the correct temperature of the fridge and freezer.
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Question 3: Food that enters the freezer loses its quality and is less nutritious. True or False?
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Figure 37: Quality of frozen food

Sample size: 1,666 respondents

Freezing food, when done properly, can retain more nutrients than other food preservation methods.
Therefore, in this case the correct answer is "False". According to the results, the most popular answer
was “False” with a percentage of 57.6% and the remaining 42.4% answered “True”. Most of the
respondents answered the question correctly, but still a large percentage of the respondents had a
different opinion. This suggests that there is a large portion of the population who mistakenly believe
that freezing food degrades it, and it is very likely that they do not follow this food storage practice.

Question 4: What is the best way to defrost food from the freezer?
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Figure 38: Best ways to defrost food

Sample size: 1,580 respondents
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The correct answer is option B and the majority of the participants (72.5%) answered correctly. The
next most popular answer was "On the kitchen counter until it thaws" (23.6%), and with a very small
percentage (3.9%) the answer "Placing it under lukewarm water". In this case, we can conclude that
the majority knows the correct way to defrost frozen food in order to avoid the formation of bacteria.

Food must be kept at a safe temperature during thawing. It should not be thawed on the kitchen
counter, outdoors or under warm water. These methods can leave food unsafe for consumption.
There are four safe ways to defrost food: in the fridge overnight, under cold water (not lukewarm), in
the microwave, and as part of the cooking procedure. Foods thawed in cold water or in the microwave
must be cooked immediately after thawing.

" online poll

The 7th online poll was conducted in late April to early May 2022 (29/04/2022 - 02/05/2022) and
concerned the best storage methods of fruits and vegetables. The survey comprised of 4 questions,
but the first was not considered clear enough to produce reliable answers, therefore this article
analyses only Questions 2-4 (The question excluded can be found in Annex B, 7™ Online poll, Question
1).

Question 2: What is the best way to store potatoes?
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Figure 39: Best way to store potatoes
Sample size: 1,508 respondents

The correct answer is "in a cupboard". It is recommended that potatoes and sweet potatoes are stored
in a dark and cool place and separately from onions and garlic. They can be stored either in the
basement or loose in a cool cupboard. Quite a high percentage (47.5%) answered "in an open space".
If the potatoes are stored in an open space, then it must be dark to prevent them from turning green.
Possibly some of the participants who answered “in an open space” had such storage conditions in
mind. If not, then for those who didn't know that a dark place is needed, then their answer is wrong.
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Question 3: Can mushrooms be frozen and consumed later?
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Figure 40: Freezing mushrooms
Sample size: 1,415 respondents

Mushrooms can be frozen either raw or cooked as long as they are stored properly. If they are to be
stored raw, they must be fresh, clean of dirt and the stalks slightly cut. If they are to be stored cooked,
then they can be steamed or fried before storing in the freezer. Therefore, the correct answer is B
(which has the lowest percentage of positive answers). Since most people are not aware that
mushrooms can be stored in the freezer, informing people about the possible ways to preserve
mushrooms can help reduce food waste.

Question 4: Can you eat fruits and vegetables that are past their expiration date?
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Figure 41: Eating fruits and vegetables past their expiration date
Sample size: 1,400 respondents

The majority, with a percentage of 72.6% answered "Yes as long as they still look good" which is also
the correct answer. Most often the spoilage that occurs in vegetables and fruits is not harmful to
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humans. There is no need to throw away vegetables and fruits with the slightest deterioration; we can
simply remove the spoiled part and consume what is in good condition. Also, some items such as for
example ripe tomatoes can be used to prepare sauce.

The research has shown that there are gaps in the public's knowledge about the correct ways to store
fruits and vegetables. There is no doubt that knowing proper food storage practices can reduce food
waste. For example, almost half (47.5%) of the respondents answered that potatoes are stored in an
open space and not in a cupboard, while in essence if they are stored in an open space which is bright,
they will spoil faster and possibly before they can all be consumed. Also, the majority (63.4%) believe
they cannot store mushrooms in the freezer and probably throw the surplus amount in the garbage
instead of storing them. Therefore, continuous information campaigns about the correct food storage
practices are necessary and an effective tool in reducing food waste.
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Summarised Online Poll Results

In summary, the results of the online polls are the following:

2" Online poll

The type of food most often thrown away is packaged food with expiry date. The type of food
thrown away the least is fruits and vegetables. However, the previous 2 quantitative surveys
in October 2020 and May 2022, showed that the category of food most thrown away is fruits
and vegetables.

One in two people believe that the percentage of food waste in relation to total household
waste is equal to the average Cypriot household which is 50%. However, four in ten believe it
is less than the average, hence many people may underestimate the problem of food waste.
One in two people believe that reducing food waste is very important for the protection of
the environment.

3 Online poll

Two out of five people associate buying food with the feeling of satisfaction.

The three most important reasons which incentivise people to reduce food waste are firstly
to deal with overconsumption, second “it is the right thing to do” and third because they are
interested in the environment. In the 2" quantitative survey in May 2022, the most popular
reason for the reduction of food waste was to save money.

When asked why they purchase more than the necessary quantities of food, the most popular
answer given was “l do not buy more than the necessary quantities of food”. The next most
popular reason for which people buy more food than necessary is the feeling of safety when
there are stocks available in the household. Protecting the environment comes third in the list
of reasons to reduce food waste even though half of the people understand that reducing
food waste is important for the protection of the environment (as observed in question 3 of
the 2" poll).

4t Online poll

Offering ugly fruits and vegetables at lower prices could be a successful tool in minimising
food waste since one in two people are either “very willing” or “quite willing” to adopt this
habit.

People are not very willing to buy ‘not as fresh’ fruits and vegetables at discounted prices, as
only three out of ten are “very” or “quite willing” to adopt this habit. Price might not be the
most important factor driving the purchase of such products and possibly other ways must be
found to utilise ‘not as fresh’ products such as making broths and sauces.

Six out of ten people are “willing” or “quite willing” to participate in platforms/networks
where they can give away surplus food.

Four out of ten people are “very willing” or “quite willing” to purchase pre-packaged food
ingredients to reduce food waste. The results showed that quite a high percentage of people
are not at all willing to adopt this habit (three out of ten). As this is a concept that has never
been introduced in Cyprus before, the results can be such because consumers are not aware
of this habit.

We can conclude that certain initiatives could be more successful than others, such as buying ugly
fruits and vegetables and the creation of platforms for the give-away of unwanted food. All the above
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food waste reduction solutions could be tested on a trial basis to see whether they would be successful
on a larger scale. As part of the FOODprint project actions, a Collaboration Network for Social Food
Donation has been created online and is currently being used (https://foodprintcy.eu/collaboration-
platform/).

5% Online poll

e The habit of freezing fruits and vegetables to be consumed later is not widespread. One in two
“never” or “rarely” adopt this habit.

e Oneintwo people know "very well" or "well enough" how to store food to maximise its shelf
life.

e Most people, that is six out of ten, know in advance how to manage their food leftovers.

The 5th poll results show that to reduce food waste more could be done to promote the habit of
freezing food for later consumption.

6" Online poll

e Sixout of ten people are aware of the optimal fridge temperature for the preservation of food.

e  When it comes to the freezer it seems that only about five out of ten are aware of the optimal
temperature.

e About six out of ten people believe that the nutritional and quality characteristics of food do
not change after freezing.

e In addition, most people (seven out of ten) are aware of the correct way to defrost food from
the freezer.

Even though for all questions half or more than half of the respondents answered correctly, these
figures could be improved through continuous information campaigns. Incorrect preservation and
limited knowledge about correct food storage methods may lead to unnecessary food waste. The
results of the 6™ poll are consistent with the result of the 5™ poll - question 2 stating that about half
of the consumers know “well” or “very well” of the correct ways to store food to maximise its shelf
life.

I”

7™ Online poll

e About half the people believe that the best way to store potatoes is in a cupboard and the
other half in an open space.

e Six out of ten people believe that you cannot freeze mushrooms. In reality you can, either raw
or cooked.

e Seven out of ten people believe that they can consume fruits and vegetables past their
expiration date as long as they still look good.

The 7 poll results showed that there are knowledge gaps that need to be targeted such as how to
store potatoes and how to freeze mushrooms to minimise food waste.
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2. Overall Research Conclusions

The 2" main quantitative research survey aimed to give further insights into the habits of Cypriot
households regarding food management and perceptions about food and food waste. Apart from the
main quantitative surveys, several online polls were completed throughout the period January 2021
to May 2022, which provide additional insights into the habits and perceptions of consumers. To
facilitate comparability with previous surveys and measure progress in certain areas, the 2" survey
included a combination of questions repeated from the 1°* survey and previous online polls, and some
original questions to provide further insights. The overall conclusions from the 2" main quantitative
survey and from the 2" to 7" online polls, are described in the following paragraphs.

Food management habits

According to the self-declarations of citizens several good practices for the management of food seem
to be followed by almost all Cypriot consumers (9 out of 10). These are checking the expiration dates,
taking care of storing food correctly, creating a list before going to the supermarket and checking what
is available in the fridge before shopping. In addition, about half of Cypriot consumers state that they
practice the “First comes, First consumed” principle in their household.

Despite the declarations above however, it seems that there is a tendency to purchase more food than
necessary. The need of Cypriot consumers to have ample food in the household and on the table is
highlighted in the results of this survey. The most popular reasons for this, as seen from both the polls
and surveys, are keeping stocks in case something happens, the feeling of safety and being prepared
for guests. Only 3 out of 10 reported that they do not buy more than the necessary quantities of food
in their household.

The tendency to have more food than needed is also evident on other occasions. More than half of
Cypriot consumers want to prepare or order more food than necessary when they have guests at
home or when out in restaurants, so that they don’t run out of food. In a different question, it was
reported that less than half take surplus food with them during restaurant outings. Hence there is a
tendency to over order and bad management of the surplus food. In general, when on a set menu (i.e.
meze), restaurants in Cyprus tend to serve too much food and many consumers judge a good
restaurant by the quantity and not the quality of the food. These habits exacerbate the problem of
food waste.

Even though 9 out of 10 consumers stated that they have the habit of checking the expiry dates of
food in their household, the most popular reason that food is thrown in the trash is that it is not
consumed before the expiration date. This may be the case because consumers tend to buy more than
what is needed and therefore food expires before it can be consumed.

The mostly discarded type of food are fruits and vegetables. At the same time, preserving fruits and
vegetables in the freezer is not a common habit as seen from both the survey and polls. Better use of
the freezer can be achieved by improving awareness. Certain knowledge gaps are evident from the
polls such as knowledge of the correct temperature of the freezer and what types of foods can be
frozen and how.

With regards to surplus food management the least popular habits are composting and “giving away
to other people” while the most popular practices are “consuming it in the following days” and “using
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it as pet food”. This is not a surprise, as home composting is not practiced regularly in Cyprus, while
networks to give food away to other people are either nonexistent or scarce.

Beliefs and perceptions

Another important challenge that evolved from the survey and polls, is a gross underestimation of the
scale of the food waste problem. The percentage of food waste in relation to total household waste
in Cypriot households is about 50% by weight>. However, 8 out of 10 Cypriot consumers, as measured
in the 2" survey, believe that the proportion of food waste in their household is less than 50%. The
fact that the problem is underestimated, limits the motivation to solve the problem. Similar results
however are found in international surveys comparing attitudes in different countries, where in most
of the countries the consumers underestimate the magnitude of the food waste problem?®. The scale
of the problem might be better understood by the citizens through the use of the online calculator
that was created as part of the actions of this project (Action D.1 and can be found at:
foodprintcy.eu/calculator/).

When asked specifically about the importance of reducing food waste for the protection of the
environment, most consumers believe it is “very” or “quite important”. However, when asked to
prioritise the incentives to reduce food waste, first comes “saving money”, second that “it is the right
thing to do”, third the “interest for the environment” and fourth “tackling overconsumption”, as seen
in the 2" survey.

Environmental concerns also came third in line when consumers were asked how they feel when they
throw away food. First was guilt, second was wasting money and third was harming the environment.
The overall aim is to reduce food waste but understanding the reasons behind this is very important.
Saving money is a well understood reason and guilt is possibly linked to other issues such as poverty
and famine. The environmental issue might be less well understood given that food is a natural
product that will eventually decompose in nature. However, the environmental cost is not only related
to what happens to food after it is thrown away but also the cost of production. Much of the food that
reaches our table has travelled thousands of miles and was processed several times before it reached
the consumer. Therefore, it may be equally important that consumers better understand where food
comes from, the processes involved in its production and how these may contribute to greenhouse
gas emissions.

Through the polls it is evident that consumers are willing to try out different solutions that were
suggested for the reduction of food waste. For example, the purchase of ugly fruits and vegetables at
discounted prices and participation in networks for surplus food give away to other people in need.
Such a network has been established as part of the actions of this project, the online Collaboration
Platform (Action D1.2 and can be found at foodprintcy.eu/collaboration-platform/).

The adoption of good practices seems to be less prevalent among the younger population. Certain
good habits are more prevalent among older age groups such as the “first comes, first consumed”
habit and keeping fruits and vegetables in the freezer for future use. This is a worrying finding of the
survey as it indicates that the food waste problem might get worse over time. There is a need for

5 Estimate from Life - FOODprint's "Project Baseline Report", Section 4.2, November 2020
6 Wagner, P., 2020. Infographic: Households Waste More Food Than Estimated. Statista Infographics. [online] Available at:
<https://www.statista.com/chart/15143/percieved-food-waste/> [Accessed 20 July 2022].
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better education regarding food waste at younger ages. The FOODprint project includes actions for
the education of primary (5™ and 6" grades) and upper secondary school children through workshops
and the use of online interactive tools with the assistance of the Cyprus Pedagogical Institute (Actions
B.2.3 and B.3.3 — the toolkit can be found at: https://www.foodprintcy.eu/wp-content/uploads/PCS-
FOODPrint-ONLINE-LESSONS28032022.pdf). The target of this action is that 4,000 children will be
taught about food waste through the workshops and 75,000 will use the online activity toolkit.

Differences in behaviours and perceptions between the 2020 and 2022 survey

Comparing the 2020 and 2022 survey, there seem to be slight improvements in consumer habits
regarding the purchase, preservation and consumption of food and the management of surplus food.
The results also indicate a change in the views and perceptions of Cypriot consumers because food
rejection seems to be more strongly associated with negative feelings in the 2022 survey compared
to two years ago.

More specifically, there are improvements in the adoption of good habits regarding the management
of surplus food. The most common habits of Cypriots regarding surplus food are “consuming leftovers
in the following days”, “using it as pet food” and “storing it in the freezer for future use”. Compared
to0 2020, all the positive actions regarding food waste management show an increase in the frequency

of adoption except the habit of “using it as pet food” which remains at the same level.

With regards to the feelings associated with throwing food in the trash, there seems to be a positive
change also. More Cypriots associate this action with negative feelings, while less associate it with
indifference. At the same time however, the feeling that environmental damage is being caused by
food waste remains third, as in 2020. Feeling guilt and feeling that they waste money when they throw
food, still prevail.

The main reasons for buying more quantities than needed remain the same, however in 2022 there
has been a small increase in the percentage of positive answers for most of the reasons, while the
percentage who said they do not buy more than required remains at the same level (27% in 2020 and
26% in 2022). As mentioned, these results may be influenced by special circumstances during the
period these surveys were conducted (the COVID-19 pandemic during the 1% quantitative survey and
the war in Ukraine in the 2" quantitative survey). For example, the reason “I feel safe when there is a
lot of food at home” has increased from 29% in 2020, to 34% in 2022. This may be related to the
Ukraine - Russia war which poses risks of food shortages and uncertainty about the future.

The main reasons for throwing away food are similar between the two surveys except for the reason
"food that is left over and stored, spoils and is not suitable for consumption" (24% in 2022 to 31% in
2020). This may be due to better food storage habits, which as shown in question 4 of the 2022 survey,
households that tend to store leftover food in the freezer is higher in 2022 (32%) than in 2020
(23%)Despite the fact that we can identify small but consistent improvements in certain behaviours
that are important for the reduction of food waste, some of the external circumstances indicated
earlier during the period have not been supportive to the scope of improvement. Both the COVID-19
pandemic and the war in Ukraine, have raised existential risks to the minds of people. The pictures of
people urging to the supermarkets, emptying the shelves, and fighting over products have been
common on both occasions, which contributes to the problem of overstocking and throwing away
food that deteriorates. Furthermore, it highlights the perception that people need to store food in
order to feel safe. The food crisis that follows the war in Ukraine, further fuels these feelings and
motivates people to stock food.
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Overall, we can say that despite some improvements, the main conclusions of the 2" survey are
similar to the 1% survey. Certain negative habits and perceptions on managing food persist, and these
should be further targeted in the remaining communication actions of the project.

Tackling Food waste

This Report was preceded by the “Project Baseline Report” in November 2020, which described the
1°t main quantitative survey and the first online poll results. The results were used to develop the
public awareness campaign of the FOODprint project (Action D.1.4) which utilised several media such
as TV, radio, social media and other means such as live links and promotional material. The key
messages of the campaign are ways to shop better (preparing a list, checking the expiry dates), ways
to store food at home (where to store certain types of food in the fridge), taking the food leftovers
from restaurants, and raising awareness about the food waste problem in Cyprus. The results
described in this report, can be used to inform whether efforts made so far have been successful and
how public awareness campaigns can be improved or become more targeted. As mentioned in
previous paragraphs the main results of the 2" survey are similar to the 1% survey, therefore in this
report the aim is to collect new information or observe differences between the two research surveys
and any new information from polls, that will assist in the improvement of the campaign. Below is a
list of new findings that can be used to tackle food waste:

e 6 out of 10 prefer to prepare more food than needed when having guests at home or
order more when out in restaurants so that they don’t run out of food.

e Less than half take surplus food with them while out in restaurants. Given the tendency
to order more than necessary, the adoption of this habit is essential.

e  Gross underestimation of the scale of the food waste problem. 8 out of 10 believe their
food waste is less than Cypriot average.

e (Certain good habits are more prevalent among older age groups such as the “first comes,
first consumed” habit and keeping fruits and vegetables in the freezer for future use.

e Even though 8 out of 10 Cypriot consumers understand that the reduction of food waste
is important for the environment, the most important incentives to reduce food waste
are saving money and good moral sense.

e Only 1in 5 Cypriot consumers have seen awareness campaigns regarding food waste
reduction on TV, radio and social media in the past three months.

e Storing food in the freezer is not a popular habit. (Only 1 in 5 people use for storage of
fruits and veggies).

e  Consumers are willing to purchase ugly fruits and vegetables at discounted prices and to
participate in surplus food-give away platforms.

e  Even though many Cypriots state that they know how to store food the correct way to
prolong its life, there are several knowledge gaps such as the optimal freezer
temperature, how to store potatoes and how to freeze mushrooms.
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Annex A — 2" Quantitative Survey questionnaire

ZToIXEIO ENAPNG:

Save Food. Waste less.

PRI NT : Téppa otn omatdAn tpodipwy!

'Qpa £vapéng 'Qpa ANEng Aidpkeia

Huepopnvia Mépa | Aeu. | Tp. | Ter. | Mep. | Nap. | ZaB. | Kup.
1 2 3 4 5 6 7

EIZAIQrH:

KaAnuépa / kaknonépa. AuTtn Tnv Nepiodo KAVOUKE HIa €PEUvA KOIVNG YVWMNG yia diapopa Béparta
Nou agpopouV TIC CUVNOEIEC ayopdc kal Xprnong gaynTou oTo oniTi. @a BéAape va oulnTroouE yia
Aiyo padi oac yia va akoUooupe Kal TIG JIKEC oag andwelc. H enmiAoyr oag oTo deiyha £YIVE EVTEAWG
TUxaia kal ol anavTnoelc oag 8a napapeivouv anoAUTwWS EPMIOTEUTIKEC. Aev Ba napoupe navw and 10

AENTA ano Tov Xpovo adc.

d1. ZekivovTag, Ba beAa va oac pwTnow KAaTtd N000 CUPUETEXETE OTNV ayopd Tpodipwv (wavia) yia

TO VOIKOKUPIO 0dC;

Nai, ANOKAEIOTIKG

1

Moipalopal Tnv euBUvn Pe AAAO PEAOC TOU VOIKOKUPIOU

2

Agv agyoAoUpual kaBoAou

3

@2. SUPPETEXETE OTNV ETOINACIA TOU (paynTou OTO VOIKOKUPIO OAC

Nai, ANOKAEIOTIKA 1
Moipalopal Tnv euBUvVN e GAAO JEAOC TOU VOIKOKUPIOU 2
EAN ®1=3 KAI ®2=3
Aev aoyoAoUpal kaBoAou 3 TEPMATIZTE
2ZYNENTEY=H
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KYPIO EPQTHMATOAOIIO:

Save Food. Waste less.

Téppa otn omatdAn tpodipwy!

5. ZekivwvTac, 6a BéAape va paboupe NOCO ouxva KAVETE Ta Mo KATW OE GXECN KE paynTo nou

nepiooelsl GTO OMITI:
MIA ANANTHZH I' IA KAGE AHAQZH

RANDOMISE STATEMENTS.
2xedov | ApkeTd | Kanoieg | Zxedov
navToTe | ouxva | (POPEC noTe
1. To KaTAVAAWVETE TIG ENOUEVEG LEPEG 4 3 2 1
2. To @UAATE 0TV KATAWUEn yia JEAOVTIKR 4 3 ’ 1
KaTtavalwaon
3.To XPF]GIUOI'IOIEiTE yla eTolpaaia aAwv 4 3 ) 1
aynTwv
4. Aivete o€ GA\a atopa (PIAOUC, OUYYEVEIC, 4 3 ) 1
10puiuaTa)
5. To diveTe yia Tpo®r) yia kaTtolkidia {wa 4 3 2 1
6. To nerdTe oTa okounidia 4 3 2 1
7. To KOUNOOTOMOIEITE 4 3 2 1
8. To diveTe yia Tpo®r oc {wa ekTPOPnC (KOTEC, 4 3 5 1
nanieg, KOuvéAia (KTA)

7. Tia kaBe pia ano T akOAoUBEeC kaTnyopieg Tpoidwy, Ba rBeha va unodeiEeTe ndco ouyvd

TIETATE TA TILO KATW €i6n ota okoumidia;

RANDOMISE STATEMENTS.
Kabnuepiva 4-5 2-3 1 popa Mo
(POPEC TN | POPEC TN ™ apaia
Bdoudada | Bdoudda | Bdouada
1. ®pouta 5 4 3 2 1
2. Aaxavika 5 4 3 2 1
3. KpeaTika 5 4 3 2 1
4. Yapika 5 4 3 2 1
5. TaAaKTOKOUIKG 5 4 3 2 1
6. Zupapika/apTookeudopara 5 4 3 2 1
7. TAukd 5 4 3 2 1
8. ZUGKEUCIO'IJEVC'I TPOQPINA pE 5 4 3 5 1
nuepounvia Agng

8. Molol ival ol mio guyvoi Adyol nou aAAoiwvovTal Ta TpOQIKa, GpoUTa Kal Aaxavikd oTo oniTl

oag;
SHMEIQZTE OZA IEXYOYN.
RANDOMISE STATEMENTS.

Ayopaloupe nepiogdTEPaA ano OTI UNAPYEl avaykn

Agv TQ KATAVAAWVOUUE PE TNV TAXUTNTA MNOU aVAUEVETAI

JuvBnkec anobnkeuanc/QUAAEnC Toug

ZexXVOUE VA TA KATAVAAWOTOUWE

Elval katwtepng moldTnTag ylati ayopAdotnkav os poodopd Kal oxtL dpEoka

VAR IWIN (=
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10. e pia Tunikr)/ ouvnBIouEvn €BOouada, av OAa Ta TPOPIUA, PPOUTA Kal Aaxavika rnou
ayopaodTe avTioTolxoUv e 10 povadec, nooa and auTa NeTA&aTe orta okounidia;
USE SLIDING SCALE FROM 0 TO 10.

11. Ano Toug akdAouBoug, nolol gival ol 3 KUPIOTEPOI AOYOI NMOU NETATE OTa akounidia TpOPIUa,
(poUTa Kal A\axavikd GTo VOIKOKUPIO 0ac;
ZHMEIQZTE MEXPI 3 AOIOYZ.
RANDOMISE STATEMENTS. ITEM 1 ALWAYS 1t AND CANNOT BE CODED WITH
OTHER ITEMS

Aev netape @ayntd kai T1pdeiua (EXCLUSIVE ITEM)

Kanoia péAn Tou voikokupioU 8ev KATavaAwvouv OAO TO (paynTo TOUC

To @aynTtd nou nepiogelsl kal UAAyeTal dev gival eUyeaTo PETA

To @aynTd nou neplooelsl Kal PUAAGYETAl XAvel ano Tn BpenTIKr Tou agia

lhWIN |-

To gaynTd nou nepioocUel Kal UAAYETal XaAd kai dev €ival aoPaAéc yia
KaTtavalwaon

H oikoyévela eniBupei navta Gpeoka TpOPIYa, ppolTa, Aaxavika

EToipaleTal nepioodTEPO PaynTo anod OTI UNApYEl avaykn yid KaTavaiwon

AyopalovTal nepioodTEPA and TIC NPAYUATIKEC AVAYKEC TOU VOIKOKUPIOU

Yo Rl )N o))

Mepva n nuepopnvia AN&ng/karavaiwong

—
o

Tpoiya, ppoUTa kal Aaxavikd dev anoBnkeuovTal opdda kal aAoiwvovTal

12. EOw €ival KANOIEG EVEPYEIEC OXETIKA HE TNV ayopd Kal KaTavaAwon TPogipwy. Molec anod auTég
KAVETE €0€IG OTO VOIKOKUPIO 0dG;
MIA ANMANTHZH I'IA KAGE AHAQZH

RANDOMISE STATEMENTS.
Nai ‘Oxi

EAEYXOULE TI £XOULE OTO WUYEIO MPIV ayopdooulE KATI 1 2
Kavoupe AioTa yia To Ti XpelalopaoTe npiv NAWE yia ayopeg 1 2
MpoypappaTifoupe T Ba payeipEWoupe 1 2
Ayopdaloupe povo OTI xpeialopaoTe 1 2
EAEéyxoups TNV nuepopnvia Aénc/katavaiwaong 1 2
Mpogexoupe yia To Nwe diaTnpoUpe/anobnkelUoupE To 1 2
(paynTd/TpOPIUa GTO WUYEIO
MayelpeUoUE TNV NOCOTNTA NoU XPelalOuaaTe 1 2
Xpnompnombus Ta UNOAEiPPaTa paynTou yia eToigacia aAAwv 1 2
QaynTov
KaTavaAwvoule To (paynTo nou NePIOOEUEl TIG AUETWC EMOMEVEC 1 )
NUEPES
'OTav £XOUUE (PPEOKA NMETOUYE TA NANId 1 2
Mac apéaoel va diaTnpoUlE dPKETA anoBEUaTa oTo oniTl 1 2
I'Iaipvquus padi pag To paynTd Nou NePICOEUEl anod €E6D0UG Ot 1 2
€0TIATOPIA

13. Ma noloug Adyoug ayopaleTe NEPIOCOTEPEG ANO TIC ANAPAITNTEG NOCOTNTEG TPOPILWV Kal
(aynTou;
ZHMEIQZTE OZA IZXYOYN.
RANDOMISE STATEMENTS. ITEM 1 ALWAYS 1t AND CANNOT BE CODED WITH
OTHER ITEMS

| Aev ayopalw NePICOOTEPEC anod TIC anapaitnTeg noooTnTec (EXCLUSIVE ITEM) |
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NoiwBw aopdleia dtav undpxel NoAU paynTo/TpOpIYa oTo oniTI

Q&AW va TNPW anobEuaTa os NePINTWan nou TUXEl KATI

©&éAw NAvTa va €ipal NPOETOINACKEVOG/N YIA ENIOKENTEC OTO ONITI

Agv Unopw va unoloyiow TIC NOCOTNTEC Nou 6d XPEIdoTW

Aev Tpwve OAa Ta PEAN TNC OIKOYEVEIAC TO 010 paynTod

NolwBw ‘@TwxOC’ €av dev UNApPXEl NOAU (paynTo OniTI

NoOunhWN

14. 'OTav anoppinTeTe 0Ta okounidia paynTa Kal TPOPIUA AIoOAVEDTE:
ZHMEIQZTE OZA IZXYOYN.

Adiagopia/Tinota (EXCLUSIVE ITEM)

TOyeig

'OT1 onataAnoa adika Ta XpruaTa Jou

N IWIN|—

'Om kavw {nuId oo nepiBaiiov

16. 3T0 VOIKOKUPIO 0ac, o€ OTI apopd Tn SIaXEipIon TWV TPOPIPWY MOU £XETE, NOCO GUXVA
€pappoleTe TNV NpakTikn Tou ‘MpwTto ‘Epxetal, MpwTo Katavaiwveral’; AnAadn katavaAmvw
NPWTO AuTO Nou ayopalw npwTo. Oa AeydTe OTI OTO VOIKOKUPIO 0aG auTO CUMPBAIVEl...

MIA ANMANTHZH.

MNote

‘Ox1 TO00 guyvda

Kanote

ApKETA ouxva

A WN -

Navra

17. Ndoo ouxva diaTnpeiTe oTnV KaTaywuen ¢pouTa kal Aaxavika yida va Jnv XaAaoouv;
MIA AMNANTHZH.

MNote

>navia

Msoa-péoa

ApKeTd guyva

VA WN -

JUVEXEla

18. >T10 peoo Kunpiakod voikokuplo, To 50% Twv anoBARTWV €ival anoppidpaTa TPOoQidwy. 2To
VOIKOKUPIO 0aG Ta anoppigpaTa Tpogipwy eival...

MIA ANMANTHZH.
AiyoTepa 1
270 idI0 €ninedo 2
MNeplogdTeEPa 3

19. ZuykpITIKG PE GAAEC EVEPYEIEC NOU WMNOPEITE va KAVETE, NOCO ONUAvVTIK BEwpEiTeE TN Peiwon
anoppIYKATWV TPOPIKWV Yid NpoaTaacia Tou NepIBAAAOVTOC;
MIA ANMANTHZH.

KaBoAou onuavrikn

'Ox1 kal TO0O ONUAvTIKA

Kanwe onuavrikn

ApPKETA oNUAvTIKA

VA WIN (=

MoAU onuavTikn

20. Moiol dUo, €av KANoiol, anod Toucg akdAouBouc AOYoug €ival ol GNUAvTIKOTEPOI AOYOI I TOUG
onoiou¢ NpoonabeiTe va PEIMOETE Ta anoppiypaTa gaynTou;
MEXPI AYO ANANTHZEIZ.
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RANDOMISE STATEMENTS. ITEM 1 ALWAYS 1t AND CANNOT BE CODED WITH
OTHER ITEMS

Agv npoonabw va Peiwow Ta anoppipparta ¢ayntou (EXCLUSIVE ITEM) 01
Eival eukoho 02
FAUTQVEIG AspTa 03
FAUTWVEIC XpOVO anod ywvia 04
Eival To 0woTO Npayua va KAavel Kanolog 05
O1 NpoodOKIEC TNC OIKOYEVEIAC 06
Evdlapépov yia To nepifdihov 07
AVTIUETOMION UNEPKATAVAAWTIOLOU 08

21. 'OTav €XETe KAAECWEVOUG OTO ONITI yia (aynTo | 0Tav ByaiveTe Og £0TIATOPIO, MOIA AMO TIG
OUOo dNAWOEIG avTanokpiveTal KAAUTEPA OTN CUHNEPIPOPA 0ag;

MIA ANMANTHZH.

RANDOMISE STATEMENTS.
>uvnbw¢ eToipalw/ napayyeAvw nepIcoOTEPO PpaynTo anod auTo nou xpeidleTal 1
yia va BeBaiwbw oTi dev Ba Espsivoupe and gpaynto
>uvnbwc eToiyalw/ napayyeAvw 600 paynto XpeIGleTal yia va Unv NEPICCOEWEI 2

22. Kara Tic €E600UC 0ag o€ €0TIATOPIA KAl KAPE, OTAV NEPIOTEUEl paynTo, ndoco ouxva To
naipvete padi oag yia katavakwaon oTo oniTl;
MIA ANMANTHZH.

MoTé

>navia

Kanote

ApKETA ouxVa

hWINF

Navra

23. Touc TeAeuTaiouc 3 PNVEC £xeTe Oel TNV TNAEOPAON 1) AkOUCEl 0TO PAdio N o AA\a pEoa
EVNUEPWONG KAUMNAVIEG 1] EVNUEPWON OXETIKA HE TN WEIWON onataing TPoPidwy;
MIA AMMANTHZH.

[y

Nai

N

‘Oxi

Aev Bupdapal 9
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Save Food. Waste less.
Téppa otn omatdAn tpodipwy!

AHMOTIPA®IKA:

S1. dUMo Avtpag 1
ruvaika 2

S2. Moia xpovoAoyia yewnOnkate; e Xpovohoyia

S3. Enapyia Asukwolia 1
NepEDOG 2
Adpvaka 3
ALUOXWOTOC 4
Nadgog 5

S4. Mepioxn Aotikn 1
AypoTKN 2

S5. YWnAOTEPO €NiNedo PHOPPWONG Mou MpwtoPaOpLa

oAOKANPWOaTe

AgutepoBadpLa / Texvikr oXoAn

TpttoBabuia (mruyio)

DIWIN|[—

TpltoPaduia (UeTATUXLOKO)

S6.  Moia ano TiG akdAouBEeG dNAWOEIG
nepIypagel KAAUTEPA TNV OIKOVOMIKN
KATAoTAon ToU VOIKOKUPIOU 0ac;

Avetn {wr), UTTAPXOUV TTAVTA XPH AT yLa
QTIPOYPAUMATLIOTEG ayopég / €€06a Ka
Yuxaywyia

Alatnpoupe Eva KoAO BLOTLKO emtinedo, dev
oTepoUOOTE TioTa

YTaBepod el06dnua, oAAA LE KATTOLOUC
TepLlopLopoUG ota £€oda

Kdrmolol meploplopoi 0Tto eloddnpa / OLKOVOULKA,
oL omoiol £xouV eMIBAAEL KATIOLEG TIEPLKOTIEG

MoAU 8UOKOAN OLKOVOLKN KaTtaoTtaon, eivat
Suokolo va ta BydAoupe mépa

S7.  ZU0vBeaon voIkoKuploU

'Eva aTopo

Zeuyapl Xwpig naidid

Zeuydpl pe maldla

JuyKaToiknan Ye EVANKEC, UN-OUYYEVEIC

D IWIN (=

IFS7=3 0OR 4
S8. ApIBUOG EAWV OTO VOIKOKUPIO:

ApIBUOC aviAIKV OTO VOIKOKUPIO

ApiBudC evAIKWV OTO VOIKOKUPIO
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S9. Eidog oikiag

niTi

AlgyEpiopa

doITnTIKA £0TiA

S10. ZTnVv Katoikia oag dIaBbETeTE:

Nai ‘Ox
Wuyeio 1 2
KataywlkTtn 1 2
Kado kopnoaoTonoinong 1 2
Kadoug avakUKAwong 1 2
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Annex B —Online Polls
2" online poll: General info on food waste management

1. Moto gidog tpodipwv amopplMTETAL TEPLOCOTEPO OTO VOLKOKUPLO OOC;

Ei6n dolpvou (Pwutd/ aApupd kot yYAuka) 1
Dpeoka Aaxavika kot ppouta 2
Kpéata kat Papikd 3

2. to pé€oo Kumplako volkokuplo, To 50% twv amofAnTwy eival amoppippata tpodipwy. Ito
VOLKOKUPLO oag Ta amoppippata tpodipwy eivat...

Ayotepa 1
210 (610 eninedo 2
Meploootepa 3

3. JUYKPLTLKA UE GANEG EVEPYELEC TTIOU UITOPELTE VA KAVETE, TOCO ONUAVTIKY Bewpeite TNV
HElWOoN TwV amoppLUPaTwy dpayntou ylo mpootoocia Tou reptBaAlovtog;
MoAU onUAVTIKN

APKETA ONUAVTIKN

Kamweg onuovtikn

‘OxL KOl TOGO ONUOVTLKA

Vi WIN|F

KaBoAou onpavtikn

3" online poll: Managing food purchasing and waste

1. Memola amno ta akolouba alcbrpata cuvdEeTe TNV ayopd daynTtol Kal Tpodiuwy;

Xopa 1
Ikavoroinon 2
Aocddrela 3
Adladopia 4
Bapeuapa 5

2. Moot &Uo, eav kamolol, and Toug akoAouBoug Adyoug elval oL GNUAVTLIKOTEPOL AGyoL yLa
TOUG omoiou¢ mpoonaBbeite va HELWOETE TA amoppippota payntou;
Agv mpoomoBw va HEWOoW Ta amoppippata ¢ayntol

Elvaw eUkoho

Mutwvelg Aedpta

MuTtwveLg xpovo amnod Pwvia

Elval To owoto mpdypa va KAVEL KATToLoG

OL IpOGSOKIEC TNG OLKOYEVELAG

EvSladépov yla to meptBaiiov

AVTLUETWITILON UTIEPKATAVOAWTLOUOU

V(NP IWIN|E-
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3. JTO VOLKOKUPLO 0aG, YLa TIOLOUC AOYOUC ayOopAlETE TIEPLOCOTEPEC ATIO TLG OTAPALTNTEG
TIOOOTNTEG TPOd WY Kal paynTtwy;

MOAAANANEZ ANMANTHZEIZ AEKTEZ.

H ANANTHZH ‘7" AEN MMNOPEI NA KOAIKOMOIHOEI ME AANAEZ ANANTHZEIZ.
To va £xou e amoBEpata oTo OMiTL HaG KAVEL Vo VIwBou e 1
aodpaiela

@£AoUE TAVTA VA E(LAOTE TIPOETOLUACHEVOL VLA ETILOKETTTEG

Agv umopoU e va UTIOAOYIOOU LE TIG TTOGOTNTEC TTOU XPELA{OUAOTE
Agv B€Noupe va otepnBel oTIONTIOTE N OLKOYEVELD

Tpwpe Stodopetikd daynTd T LEAN TNG OLKOYEVELAG

NwwBoupe ‘ptwyol’ eav Sev untapyel moAU daynto omitt

Agv ayopAloUE TIEPLOCOTEPEC ATO TLG OTAPAITNTEG TTOCOTNTEG

N ojunnbhwiNn

4 online poll: Adoption of actions 1

1. Apketd Aaxavikd Katl ppouTa, av Kal KAAQ otny moLotnta, Adyo doxnpng epdaviong
amnopplnrovtal and Toug mapaywyoug Kot eV GpTAVOUV OToV KOTAVOAWTH. € oo Babuo
Ba oactav SlateOelpévog/ n va ayopdoets KaAd o tolotnTa, aAAd doxnuo o epdavion
Aaxavika kot ppolTa O UELWUEVES TUUEC;

MoAv 1
ApKeTa 2
Kamnwc 3
OxL KoL T000 4
KaBdoAou 5

2. 210 TEAOG KABE NUEPOC, OPKETA AQXOVIKA KAl ppoUTa o HEVOUV armopplmtovtal and Ta
KOTALOTH LOTal ALOVIKAG TIWANONG TIou BEAoUV va MPpoodEPouv TTAvTa OTL TILo GPECKO OTOUG
TieA&TEG TOUG. S€ Ttoto BaOuod Ba noactav dlatebelpévog/ n va ayopdoete KaAd o
ToLOTNTA, AAAG OXL ppEoka AaXaVIKA Kal ppoUTa O ONUAVTIKA LELWHEVEC TLLEG OTO TEAOC
KABe pépag;

MoAU 1
ApKeTa 2
Kamnwc 3
OxL KoL 000 4
KaBoAou 5

3. ApPKETA VOLKOKUPLA amoppimtouv ¢paynto mou NMEPLOCEVEL KOL TPODLUA TTOU KOVTEUEL R £XEL
TEPAOEL N NUEPOUNVI KOTAVAAWGONG TOUG. 2 oo Pabuod Ba noaoctav dlatebetlpévog/ n va
CUUUETACYETE O€ €va SIKTUO HEOW TOU OToloU Umopeite va mpoodEpetal Ta TPOdLUO aUTA
WG SWPEAV YLA KATOVAAWON Ao ATOWO TIOU TO £XOUV OVAYKN;

MoAU 1
Apketa 2
Kamwg 3
OxL KoL T000 4
KaBoAou 5
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4. Jemolo BaBuo Ba cog evolEdpepe va ayopAlETE CUOKEUACLEG CUCTATIKWY ETOLHAGCLAG
daynTtol OTLC OTOLEG UTIAPXOUV HECA OAQ T ATOPALTNTA YLa VA PTLAEETE EVOL GUYKEKPLUEVO

daynto;

MoAv

Apketa

Kamnwcg

‘OxL KaL Ttooo

KaBoAou

VP IWIN|-

5% online poll: Adoption of actions 2

1. Noéoo cuxva duldyete otnv katapuén bpolta Kot Aaxavikd yLo vo. LNV XaAdoouy;

JuvEXeELd 1
ApKETA ouyva 2
Méoa-péoa 3
Inavia 4
Moté 5

2. Mooo kald yvwpilete Tov 0pB06 tpomo dpUAaENC paynTou Katl Tpodipwy yla peylotomnoinon
™¢ Stapkelag {wrg Toug;

MoAv

ApKeTa

Kamnwc

OxL koL T000

KaBoAou

VP IWIN|F

3. MayelpeUete N mapayyEAVETe daynTto, €xoviag UToyn tL Ba KAVETE OTL Pelvel woTe va
HeLwBoUV Ta anopplpparta;

Nat, E€pw amod mpLv L Oa KAvw Pe OTL Ba pelvel 1
Oy, 6ev mpofAnuatilopal anod mpLy e To TL Ba Kavw daynto mou 2
Ba peivel

6'" online poll: Knowledge quiz 1

1. e mola Bepuokpacia mpenel va Bploketal n cuvtripnon Tou Yuyeiou oag;

Mdvw a6 5°C kat kdtw and 8°C 1

Mdvw arnod 3°C kat kdtw amnd 5°C 2

Mdvw ard 0°C kat kdtw amd 3°C 3
2. Xemola Beppokpacio mpémel va Bpioketal o kataPUKTng oag;

Itoug-18°C 1

Itoug -15°C 2

Ztoug -8°C 3
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To dayntd nmou pnaivel otnv KATaPuén XAveL amo tnv moLoTnTA Tou Kol elval Alyotepo

BpemTiko.
0pbo 1
AaBog 2

Molog eival o KaAUTEPOG TPOTIOC YLa Eemaywpa daynTtou anod tnv katdauén;

TomoB£tnon katw and xAlapo vepo 1
TomoB£tnon oto Puyeio Katd TN SLAPKEL TNG VUKTOG 2
2TOV MIAYKO TNG Koullvag HEXPL VA EEMOYWOEL 3

7' online poll: Knowledge quiz 2

Molog gival o kaAUTepog TPOToC pUAaENS Aaxavikwy; (this question was not presented in
the report as it was not considered clear enough to produce reliable answers)

Ye éva kKAelotd Soxelo oTo KATW cuptdpl Tou Puyeiou 1
Y& xahapd Sepévn MAQOTIKY) 0OKOUAO OTO KATW CUPTAPL TOU 2
Yuyeiou

EAeUBepa 0TO KATW CUPTAPL TOU Puyeiov 3
Molog eival o kaAUTEpPOC TPOTIOC PUAAENG MATATWY;

210 Yuyeio 1
Y€ e€WTEPLKO XWPO 2
Y€ VTOUAQTL 3
Ta pavitapla pmopouv va kataduyBolv kal va katavalwbolv apyotepa;
Nat, aAAG pévo av lvat wd 1
Nay, elte wpa, site payelpepéva 2
'OxL 6ev pnopeig va katapuelg pavitapla 3

Mmopeic va katavaAwoelg dpoUuTa Kol AaXaVIKA TTou EXEL IEPACEL N NLEPOUNVIA

KOQTAVAAWGCNC TOUC;
Oyt 1
Nai, ebpocov dpaivovtatl akoun KaAd 2
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