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Executive Summary  

The project FOODprint - ά!ǿŀǊŜƴŜǎǎ ς raising campaign to prevent and manage food waste among 
ŎƻƴǎǳƳŜǊǎΣ ǘƘŜ ŦƻƻŘ ŀƴŘ ƘƻǎǇƛǘŀƭƛǘȅ ƛƴŘǳǎǘǊƛŜǎέΣ Ŏƻ-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. ¢ƘŜ ǇǊƻƧŜŎǘΩǎ ŘǳǊŀǘƛƻƴ 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 projectΩǎ duration so that the changes in habits and 
perceptions can be showcased and at the same time evaluate ǘƘŜ ŜŦŦŜŎǘƛǾŜƴŜǎǎ ƻŦ ǘƘŜ ǇǊƻƧŜŎǘΩǎ 
activities. At the time of writing this report the 1st and 2nd main quantitative research surveys have 
been completed and the 7 out of a total of 12 quantitative online polls. In the report άtǊƻƧŜŎǘ .ŀǎŜƭƛƴŜ 
wŜǇƻǊǘέ όbƻǾŜƳōŜǊ нлнлύ ǘƘŜ ǊŜǎǳƭǘǎ ƻŦ ǘƘŜ мst main quantitative research survey and the 1st 
quantitative online poll were analysed. In this report the results of the 2nd main quantitative research 
survey (completed in May 2022) and the 2nd to 7th quantitative online polls (completed during the 
period January 2021 ς May 2022) are analysed.  

2nd 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 ς 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 
questions 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 paragraphs. 

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.1 

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 
ƳƻƴŜȅ όпу҈ύ ŀƴŘ άƛǘ ƛǎ ǘƘŜ ǊƛƎƘǘ ǘƘƛƴƎ ǘƻ Řƻέ όпс҈ύ ǿŜǊŜ ŎƘƻǎŜƴ ǘƻ ŀ ƎǊŜŀǘŜǊ ŘŜƎǊŜŜ ǘƘŀƴ ǘƘŜ ŎƻƴŎŜǊƴ 
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 

 
1 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 (2nd ς 7th polls) 

The quantitative online polls were conducted via the DIAS Group websites (Sigmalive, 
Sportime.com.cy, I 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 2nd to 7th 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 
ƎƛǾŜƴ ǿŀǎ άL Řƻ ƴƻǘ ōǳȅ ƳƻǊŜ ǘƘŀƴ ǘƘŜ ƴŜŎŜǎǎŀǊȅ ǉǳŀƴǘƛǘƛŜǎ ƻŦ ŦƻƻŘέΦ ¢ƘŜ ƴŜȄǘ Ƴƻǎǘ ǇƻǇǳƭŀǊ ǊŜŀǎƻƴ 
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.  

¢ƘŜ Ƙŀōƛǘ ƻŦ ŦǊŜŜȊƛƴƎ ŦǊǳƛǘǎ ŀƴŘ ǾŜƎŜǘŀōƭŜǎ ǘƻ ōŜ ŎƻƴǎǳƳŜŘ ƭŀǘŜǊ ƛǎ ƴƻǘ ǿƛŘŜǎǇǊŜŀŘΦ hƴŜ ƛƴ ǘǿƻ άƴŜǾŜǊέ 
ƻǊ άǊŀǊŜƭȅέ ŀŘƻǇǘ ǘƘƛǎ ƘŀōƛǘΦ 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 2nd survey are similar to the 1st 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 2nd survey and the 
2nd to 7th online polls have provided several new insights and these are:  

ω 6 out of 10 prefer to prepare more food than needed when having guests at home or order 
more when out in restaurants ǎƻ ǘƘŀǘ ǘƘŜȅ ŘƻƴΩǘ Ǌǳƴ ƻǳǘ ƻŦ ŦƻƻŘΦ  

ω 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.  

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

ω Certain good habits are more prevalent among older age ƎǊƻǳǇǎ ǎǳŎƘ ŀǎ ǘƘŜ άŦƛǊǎǘ ŎƻƳŜǎΣ ŦƛǊǎǘ 
ŎƻƴǎǳƳŜŘέ Ƙŀōƛǘ ŀƴŘ ƪŜŜǇƛƴƎ ŦǊǳƛǘǎ ŀƴŘ ǾŜƎŜǘŀōƭŜǎ ƛƴ ǘƘŜ ŦǊŜŜȊŜǊ ŦƻǊ ŦǳǘǳǊŜ ǳǎŜΦ  
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ω 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. 

ω 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.   

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

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

ω 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 - ά!ǿŀǊŜƴŜǎǎ ς raising campaign to prevent 
ŀƴŘ ƳŀƴŀƎŜ ŦƻƻŘ ǿŀǎǘŜ ŀƳƻƴƎ ŎƻƴǎǳƳŜǊǎΣ ǘƘŜ ŦƻƻŘ ŀƴŘ ƘƻǎǇƛǘŀƭƛǘȅ ƛƴŘǳǎǘǊƛŜǎέΣ Ŏƻ-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 
ƛǎƴΩǘ ƳǳŎƘ ǊŜǎŜŀǊŎƘ ŀōƻǳǘ ŦƻƻŘ ǿŀǎǘŜ 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 1st and 2nd main quantitative research surveys and 7 out of a total 
of 12 quantitative online polls have been completed. In the previous ǊŜǇƻǊǘ άtǊƻƧŜŎǘ .ŀǎŜƭƛƴŜ wŜǇƻǊǘέ 
(November 2020) the results of the 1st main quantitative research survey and the 1st quantitative 
online poll were presented. In this report the results of the 2nd main quantitative research survey 
(completed in May 2022) and the 2nd to 7th quantitative online polls (completed during the period 
January 2021 ς May 2022) will be presented. The analysis of this report serves two purposes, to 
ŜǾŀƭǳŀǘŜ ǘƘŜ ŜŦŦŜŎǘƛǾŜƴŜǎǎ ƻŦ ǘƘŜ ǇǊƻƧŜŎǘΩǎ ŎŀƳǇŀƛƎƴǎ ǎƻ ŦŀǊ 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) 1st survey to determine 
the baseline of the project (completed in October 2020); (b) 2nd survey to determine the effectiveness 
of the project activities during the first months of the communication campaign (completed in May 
2022); and (c) 3rd 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 1st main quantitative survey was conducted at the beginning of the project in October 2020 and 

the results were presented and analysed in the Chh5ǇǊƛƴǘΩǎ άtǊƻƧŜŎǘ .ŀǎŜƭƛƴŜ wŜǇƻǊǘέ ƛƴ bƻǾŜƳōŜǊ 

2020. The 2nd 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 projectΩǎ interventions over time. The online polls are carried out through the websites of the DIAS 

Group (Sigmalive, Sportime.com.cy, I 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 1st online poll were presented in 

the άtǊƻƧŜŎǘ .ŀǎŜƭƛƴŜ wŜǇƻǊǘέ, while the results of the 2nd to 7th online polls will be presented in this 

report. 

Section 1.1 provides the analysis of the results of the 2nd main quantitative research survey and Section 

1.2 the analysis of the results of the 2nd to 7th online polls.  
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1.1 Results of 2nd main quantitative research (May 2022)  

The 2nd main quantitative research survey, referred to as 2nd survey or 2022 survey in this report was 
conducted between 11/05/2022 ς 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 ɮ-ɰ 30 5% 
ɱм 172 31% 
ɱн 235 43% 
ɲ-ɳ 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 2nd survey is to understand whether there have been any changes in consumersΩ habits 
and perceptions related to food waste and to determine the impact of the projectΩǎ activities so far. 
As a result, 8 out of the 16 questions were repeated from the 1st survey to measure possible changes 
in ŎƻƴǎǳƳŜǊǎΩ 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 
question whether it was used in the 1st survey or online polls previously. The results are compared to 
the 1st 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? 

 

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. 
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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?  

 

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 άL Řƻ ƴƻǘ ōǳȅ ƳƻǊŜ ǘƘŀǘ ǘƘŜ ƴŜŎŜǎǎŀǊȅ ǉǳŀƴǘƛǘȅέ ǿe 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 ǇŜƻǇƭŜΩǎ Ǌƻǳǘines with the COVID-19 pandemic and the fear of lack of products on 
supermarket shelves. 
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Question 3: In terms of managing the food you have in your household, how often do you 
ŀǇǇƭȅ ǘƘŜ ΨCƛǊǎǘ /ƻƳŜǎΣ CƛǊǎǘ /ƻƴǎǳƳŜŘΩ ǇǊŀŎǘƛŎŜΚ ¢Ƙŀǘ ƛǎΣ L ŎƻƴǎǳƳŜ ŦƛǊǎǘ ǿƘŀǘ I buy first. You 
ǿƻǳƭŘ ǎŀȅ ǘƘŀǘ ǘƘƛǎ ƘŀǇǇŜƴǎ ƛƴ ȅƻǳǊ ƘƻǳǎŜƘƻƭŘΧ 

 

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

The practice 'First comes, first consumed' is applied άŀƭǿŀȅǎέ by 14% of the consumers and άǉǳƛǘŜ 
oftenέ ōȅ 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? 

 

Figure 4: Freezing fruits and vegetables  
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5%
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26%

41%

14%
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36%

27%

14% 18%
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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 5th online poll conducted in November 2021 (See Section 1.2, 
5th online poll, Question 1). Results are more positive for this sample as 37% of the respondents stated 
they store food in the freezer ΨŎƻƴǎǘŀƴǘƭȅΩ ŀƴŘ ΨǉǳƛǘŜ ƻŦǘŜƴΩ ƛƴ ŎƻƳǇŀǊƛǎƻƴ ǘƻ но҈ ƛƴ ǘƘŜ нлн2 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?  
 

 

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 1st 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.  

 

Figure 6: Consumption in the following days 

The percentage of households that άalmost alwaysέ or άoftenέ consume food in the following days 
amounts to 72% and shows an increase compared to the 2020 survey (64%). 

 

Figure 7: Food for pets 

The percentage of households that άalmost alwaysέ or άoftenέ 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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Figure 8: In the freezer for future use 

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

 
 

Figure 9: Preparation of other meals 

25% of households use άoftenέ orέ almost alwaysέ, 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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Figure 10: Food for farm animals  

Excess food used άoftenέ or άalmost alwaysέ 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%.  

 

Figure 11: Giving to other people 

One in seven households (15%) gives άoftenέ or άalmost alwaysέ, 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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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%). 

 

Figure 13: Thrown in the trash 

The percentage of food that that is άoftenέ or άŀƭƳƻǎǘ alwaysέ 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.   

2020
Nov.

2022
May

82%

80%

10%

11%

4%

5%

4%

4%

Almost never Sometimes
Often Almost always

2020
Nov.

2022
May

46%

42%

36%

43%

11%

12%

7%

3%

Almost never Sometimes
Often Almost always

Composting   

Thrown in the 
trash   



 
 

18 
 

Question 7: While you are out in restaurants and cafes, how often do you take surplus food 
with you at home?  

 

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 άquite oftenέ ŀƴŘ άŀƭǿŀȅǎέΦ ¢he 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, 
άŀƭǿŀȅǎέ and άquite oftenέ. The results for this sample were more encouraging compared to the 2022 
ǎǳǊǾŜȅΣ ōǳǘ ǿŜ ŘƻƴΩǘ ƘŀǾŜ ƳƻǊŜ ƛƴŦƻǊƳŀǘƛƻƴ ŀōƻǳǘ ǘƘŜ ǎŀƳǇƭŜ ƛƴ ǘƘƛǎ ŎŀǎŜ other than that they are 
Cypriot residents. The results of this poll were presented in the άCƛƴŀƭ .ŀǎŜƭƛƴŜ wŜǇƻǊǘέ (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? 
 

 

  
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? 

 

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 
it at 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 / regular 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? 

 

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? 

 

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) 
 

 

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)2.  

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. Pörtner, 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 isΧΚ 

 

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

Even though respondents are informed that in the average Cypriot household 50%3. 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 2nd online poll during the period 13/01/21-18/01/21 (See 
Section 1.2, 2nd 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? 

 

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 άquiteέ or άvery importantέ 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 
this is the right thing to do (46%) are more important reasons than concern for the environment (39%).  

Question 14 was repeated in the 2nd online poll during the period 13/01/21-18/01/21 (See Section 1.2, 
2nd 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? 

 

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 3rd online poll during the period 07/05/21-13/05/21 (See Section 
1.2, 3rd 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)  

 

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 2nd quantitative survey results 

The results of the 2nd 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 1st survey. Below is a summary of the results.  

ω 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. 

ω 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. 

ω When asked if they apply the "First comes, first consumed" practice with food in the 
household, 55% stated they do it άalwaysέ or άquite oftenέ. 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. 
 

ω When asked how often they store fruits and vegetables in the freezer only 23% answered they 
Řƻ ƛǘ άŀƭǿŀȅǎέ ƻǊ άǉǳƛǘŜ ƻŦǘŜƴέΦ  
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ω 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 άwhy do you buy 
more food than neededΚέ ǿƘŜǊŜ 43% answered they want to keep stocks at home and 33% 
want to be prepared for guests at home. 
 

ω 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 άquite oftenέ or άalwaysέ) 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 άquite oftenέ or άalwaysέ. 

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. 

ω When there is leftover food during outings in restaurants, only 15% άŀƭǿŀȅǎέ take it with them 
and only 29% άquite oftenέ. 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.  
 

ω 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. 
 

ω 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.  
 

ω 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%). 
 

ω 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.  
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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%). 

ω 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. 
 

ω 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 Waste4.  
 

ω 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%).  
 

ω 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 άƛǘ is the right thing to doέ 
(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. 
 

ω 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 2nd to 7th online polls (included in Annex B) conducted via the 
DIAS Group websites (Sigmalive, Sportime.com.cy, I 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 1st and 2nd survey or online polls 1-7.   

Following are the results of the 2nd to 7th online polls.  

2nd online poll  

The 2nd 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? 

 

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 2nd 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 isΧ 

 

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 2nd 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? 

 

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 άvery importantέ (52,7%) 
while only 5,4% consider it άnot importantέ. This question was repeated in the 2nd 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 2nd 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 άsaving moneyέ and άit is the right ǘƘƛƴƎ ǘƻ Řƻέ reasons. 

3rd online poll 

The 3rd online poll was conducted in May 2021 (07/05/2021 ς 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? 

 

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? 

 

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 2nd 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 ς answer 7 cannot be selected along with other answers)  

 

Figure 27: Reasons for buying more food than necessary 
Sample size: 1420 answers 

Surprisingly a high percentage of respondents (28.2%) ǎǘŀǘŜŘ ǘƘŀǘ ǘƘŜȅ ŘƻƴΩǘ ōǳȅ ƳƻǊŜ ŦƻƻŘ ǘƘŀƴ 
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 2nd survey (Section 1.1, 
Question 2).  

4th online poll 

The 4th online poll was conducted in August 2021 (11/08/2021 ς 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? 

 

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 άNot at all 
willingέ and the next lowest percentage (27.3%) responded άvery willingέ. 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. 

0

50

100

150

200

250

300

350

400

450

500

Very Quite Somewhat Not very Not at all

A B C D E

27.3%

19.9%

12.2%
10.5%

30.1%



 
 

37 
 

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? 

 

Figure 29: Willingness to buy not as fresh fruits and vegetables at lower prices 
Sample size: 1,105 respondents 

Responses are skewed towards άnot at all willingέ with the highest percentage of 27.2%. Only 15.8% 
responded άvery willingέ 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? 

 

Figure 30: ²ƛƭƭƛƴƎƴŜǎǎ ǘƻ ǇŀǊǘƛŎƛǇŀǘŜ ƛƴ ŀ ƴŜǘǿƻǊƪ ǘƻ ƎƛǾŜ ŀǿŀȅ ŦƻƻŘ ȅƻǳ ŘƻƴΩǘ ƴŜŜŘ 
Sample size: 972 respondents 

Results show that most respondents (38.6%) are άvery willingέ to participate in a food give-away 
program. Only 18% responded άnot at all willingέ. The results are encouraging as most people are 
άvery willingέ or άǉǳƛǘŜ willingέ (that is 63% of the sample) to join such a program than άnot at allέ and 
άnot veryέ (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 
ΨƘƻǿΩ ǇŜƻǇƭŜ ŀǊŜ ǿƛƭƭƛƴƎ ǘƻ ǇŀǊǘƛŎƛǇŀǘŜΦ !ǊŜ ǇŜƻǇƭŜ ǿƛƭƭƛƴƎ ǘƻ ƎŜǘ ƻǳǘ ƻŦ ǘƘŜir 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? 

 

Figure 31: Willingness to purchase packs with complete ingredients for specific meals 
Sample size: 922 respondents 

Results show that most respondents (27%) are άnot at all willingέ to buy pre-packaged ingredients for 
a meal. Only 17% responded άvery willingέ. However, a high percentage of 24.3% responded άǉǳƛǘŜ 
willingέ. 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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5th online poll 

The 5th online poll was conducted in November 2021 (19/11/2021 ς 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? 

 

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? 

 

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% 

ŀƴǎǿŜǊŜŘ άǾŜǊȅ ǿŜƭƭέΦ hƴƭȅ мнΦт҈ ŀƴǎǿŜǊŜŘ Ϧƴƻǘ ǿŜƭƭ ŀǘ ŀƭƭϦ ƛƴ ǘƘƛǎ ŎŀǎŜΦ hǾŜǊŀƭƭΣ ǘƘŜ ǊŜǎǳƭǘǎ ƭƻƻƪ 

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? 

 

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. 

6th online poll 

The 6th online poll was conducted in February 2022 (07/02/2022 ς 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? 

 

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 ς 
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? 

 

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? 

 

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 
ǿŀǎ άCŀƭǎŜέ ǿƛǘƘ ŀ ǇŜǊŎŜƴǘŀƎŜ ƻŦ ртΦс҈ ŀƴŘ ǘƘŜ ǊŜƳŀƛƴƛƴƎ пнΦп҈ ŀƴǎǿŜǊŜŘ ά¢ǊǳŜέΦ  aƻǎǘ ƻŦ ǘƘŜ 
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? 

 

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. 

7th 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, 7th Online poll, Question 
1).  

Question 2: What is the best way to store potatoes? 

 

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 άƛƴ ŀƴ ƻǇŜƴ ǎǇŀŎŜέ 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?  

 

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? 

 

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:  

2nd 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.  

3rd 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 άit is the right thing to doέ and third because they are 
interested in the environment. In the 2nd 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 άI do not buy more than the necessary quantities of foodέ. 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 2nd poll).  

4th 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 άvery willingέ or άquite willingέ to adopt this 
habit.  

¶ tŜƻǇƭŜ ŀǊŜ ƴƻǘ ǾŜǊȅ ǿƛƭƭƛƴƎ ǘƻ ōǳȅ Ψƴƻǘ ŀǎ ŦǊŜǎƘΩ ŦǊǳƛǘǎ ŀƴŘ vegetables at discounted prices, as 
only three out of ten are άveryέ or άquite willingέ to adopt this habit. Price might not be the 
most important factor driving the purchase of such products and possibly other ways must be 
ŦƻǳƴŘ ǘƻ ǳǘƛƭƛǎŜ Ψƴƻǘ ŀǎ ŦǊŜǎƘΩ products such as making broths and sauces.   

¶ Six out of ten people are άwillingέ or άquite willingέ to participate in platforms/networks 
where they can give away surplus food.  

¶ Four out of ten people are άvery willingέ or άquite willingέ 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/). 

5th Online poll 

¶ The habit of freezing fruits and vegetables to be consumed later is not widespread. One in two 
άneverέ or άrarelyέ adopt this habit.  

¶ One in two people know "very well" or "well enough" how to store food to maximise its shelf 
life.   

¶ 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.  

6th Online poll 

¶ Six out of ten people are aware of the optimal fridge temperature for the preservation of food. 

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

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

¶ 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 6th poll are consistent with the result of the 5th poll - question 2 stating that about half 
ƻŦ ǘƘŜ ŎƻƴǎǳƳŜǊǎ ƪƴƻǿ άǿŜƭƭέ or άǾŜǊȅ ǿŜƭƭέ ƻŦ ǘƘŜ ŎƻǊǊŜŎǘ ǿŀȅǎ ǘƻ store food to maximise its shelf 
life.  

7th Online poll 

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

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

¶ 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 7th 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 2nd 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 2nd survey 
included a combination of questions repeated from the 1st survey and previous online polls, and some 
original questions to provide further insights. The overall conclusions from the 2nd main quantitative 
survey and from the 2nd to 7th 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 

ǇǊŀŎǘƛŎŜ ǘƘŜ άCƛǊǎǘ ŎƻƳŜǎΣ CƛǊǎǘ ŎƻƴǎǳƳŜŘέ ǇǊƛƴŎƛǇƭŜ ƛƴ ǘƘŜƛǊ ƘƻǳǎŜƘƻƭŘΦ 

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, ǎƻ ǘƘŀǘ ǘƘŜȅ ŘƻƴΩǘ Ǌǳƴ ƻǳǘ ƻŦ ŦƻƻŘ. 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 άgiving away 

to other peopleέ while the most popular practices are άconsuming it in the following daysέ and άusing 
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it as pet foodέ. 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 weight5. However, 8 out of 10 Cypriot consumers, as measured 

in the 2nd 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 problem6. 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 άveryέ ƻǊ άquite importantέ. However, when asked to 

prioritise the incentives to reduce food waste, first comes άsaving moneyέ, second that άit is the right 

thing to doέ, third the άinterest for the environmentέ ŀƴŘ ŦƻǳǊǘƘ άǘŀŎƪƭƛƴƎ ƻǾŜǊŎƻƴǎǳƳǇǘƛƻƴέ, as seen 

in the 2nd 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 

ƎƻƻŘ Ƙŀōƛǘǎ ŀǊŜ ƳƻǊŜ ǇǊŜǾŀƭŜƴǘ ŀƳƻƴƎ ƻƭŘŜǊ ŀƎŜ ƎǊƻǳǇǎ ǎǳŎƘ ŀǎ ǘƘŜ άŦƛǊǎǘ ŎƻƳŜǎΣ ŦƛǊǎǘ ŎƻƴǎǳƳŜŘέ 

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 (5th and 6th 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 ς 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 άconsuming leftovers 
in the following daysέ, άusing it ŀǎ ǇŜǘ ŦƻƻŘέ and άstoring it in the freezer for future useέ. Compared 
to 2020, all the positive actions regarding food waste management show an increase in the frequency 
of adoption ŜȄŎŜǇǘ ǘƘŜ Ƙŀōƛǘ ƻŦ άusing it as pet foodέ ǿƘƛŎƘ ǊŜƳŀƛƴǎ ŀǘ ǘƘŜ ǎŀƳŜ ƭŜǾŜƭΦ  

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 1st quantitative survey and 
the war in Ukraine in the 2nd quantitative survey). For example, ǘƘŜ ǊŜŀǎƻƴ άL ŦŜŜƭ safe when there is a 
ƭƻǘ ƻŦ ŦƻƻŘ ŀǘ ƘƻƳŜέ Ƙŀǎ ƛƴŎǊŜŀǎŜŘ ŦǊƻƳ 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 2nd survey are 
similar to the 1st 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 ǘƘŜ άtǊƻƧŜŎǘ .ŀǎŜƭƛƴŜ wŜǇƻǊǘέ ƛƴ bƻǾŜƳōŜǊ нлнлΣ ǿƘƛŎƘ described the 
1st 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 2nd survey are similar to the 1st 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:  

 

 

 

 

 

 

ω 6 out of 10 prefer to prepare more food than needed when having guests at home or 
order more when out in restaurants ǎƻ ǘƘŀǘ ǘƘŜȅ ŘƻƴΩǘ Ǌǳƴ ƻǳǘ ƻŦ ŦƻƻŘΦ  

ω 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.  

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

ω Certain good habits are more prevalent among older age groups such aǎ ǘƘŜ άŦƛǊǎǘ ŎƻƳŜǎΣ 
ŦƛǊǎǘ ŎƻƴǎǳƳŜŘέ Ƙŀōƛǘ ŀƴŘ ƪŜŜǇƛƴƎ ŦǊǳƛǘǎ ŀƴŘ ǾŜƎŜǘŀōƭŜǎ ƛƴ ǘƘŜ ŦǊŜŜȊŜǊ ŦƻǊ ŦǳǘǳǊŜ ǳǎŜΦ  

ω 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. 

ω 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.   

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

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

ω 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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Annexes 

Annex A ς 2nd Quantitative Survey questionnaire  

ǴŰȌȆȐŮǿŬ ŮɸŬűǾȎ: 

 

ǣȍŬ ǽȊŬȍȋȄȎ  ǣȍŬ ȈǾȋȄȎ  ǧȆǼȍȇŮȆŬ  

      

ǪȉŮȍȌȉȄȊǿŬ  ǮǽȍŬ ǧŮȏ. ǵȍ. ǵŮŰ. ǲŮȉ. ǲŬȍ. ǴŬȁ. Ǭȏȍ. 

   1 2 3 4 5 6 7 

          

 

ǨǫǴǥũǹũǪ: 
ǬŬȈȄȉǽȍŬ / ȇŬȈȄůɸǽȍŬ. ǥȏŰǾ ŰȄȊ ɸŮȍǿȌŭȌ ȇǼȊȌȏȉŮ ȉȆŬ ǽȍŮȏȊŬ ȇȌȆȊǾȎ ȂȊȗȉȄȎ ȂȆŬ ŭȆǼűȌȍŬ ȅǽȉŬŰŬ 
ɸȌȏ ŬűȌȍȌȖȊ ŰȆȎ ůȏȊǾȅŮȆŮȎ ŬȂȌȍǼȎ ȇŬȆ ȐȍǾůȄȎ űŬȂȄŰȌȖ ůŰȌ ůɸǿŰȆ. ŪŬ ȅǽȈŬȉŮ ȊŬ ůȏȃȄŰǾůȌȏȉŮ ȂȆŬ 

ȈǿȂȌ ȉŬȃǿ ůŬȎ ȂȆŬ ȊŬ ŬȇȌȖůȌȏȉŮ ȇŬȆ ŰȆȎ ŭȆȇǽȎ ůŬȎ ŬɸȕȑŮȆȎ. Ǫ ŮɸȆȈȌȂǾ ůŬȎ ůŰȌ ŭŮǿȂȉŬ ǽȂȆȊŮ ŮȊŰŮȈȗȎ 
ŰȏȐŬǿŬ ȇŬȆ ȌȆ ŬɸŬȊŰǾůŮȆȎ ůŬȎ ȅŬ ɸŬȍŬȉŮǿȊȌȏȊ ŬɸȌȈȖŰȒȎ ŮȉɸȆůŰŮȏŰȆȇǽȎ. ǧŮȊ ȅŬ ɸǼȍȌȏȉŮ ɸǼȊȒ Ŭɸȕ 10 
ȈŮɸŰǼ Ŭɸȕ ŰȌȊ ȐȍȕȊȌ ůŬȎ. 

 
ū1. ǰŮȇȆȊȗȊŰŬȎ, ȅŬ ǾȅŮȈŬ ȊŬ ůŬȎ ȍȒŰǾůȒ ȇŬŰǼ ɸȕůȌ ůȏȉȉŮŰǽȐŮŰŮ ůŰȄȊ ŬȂȌȍǼ ŰȍȌűǿȉȒȊ (ȑȗȊȆŬ) ȂȆŬ 
ŰȌ ȊȌȆȇȌȇȏȍȆȕ ůŬȎ; 

ǯŬȆ, ǥɸȌȇȈŮȆůŰȆȇǼ 1 

ǮȌȆȍǼȃȌȉŬȆ ŰȄȊ ŮȏȅȖȊȄ ȉŮ ǼȈȈȌ ȉǽȈȌȎ ŰȌȏ ȊȌȆȇȌȇȏȍȆȌȖ 2 

ǧŮȊ ŬůȐȌȈȌȖȉŬȆ ȇŬȅȕȈȌȏ 3 

 
ʊнΦ ǴȏȉȉŮŰǽȐŮŰŮ ůŰȄȊ ŮŰȌȆȉŬůǿŬ ŰȌȏ űŬȂȄŰȌȖ ůŰȌ ȊȌȆȇȌȇȏȍȆȕ ůŬȎ 
ǯŬȆ, ǥɸȌȇȈŮȆůŰȆȇǼ 1  

ǮȌȆȍǼȃȌȉŬȆ ŰȄȊ ŮȏȅȖȊȄ ȉŮ ǼȈȈȌ ȉǽȈȌȎ ŰȌȏ ȊȌȆȇȌȇȏȍȆȌȖ 2 

ǧŮȊ ŬůȐȌȈȌȖȉŬȆ ȇŬȅȕȈȌȏ 3 

Ǩǥǯ ū1=3 Ǭǥǫ ū2=3 

ǵǨǳǮǥǵǫǴǵǨ 
ǴǶǯǨǯǵǨǶǰǪ 
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ǬǶǳǫǱ ǨǳǹǵǪǮǥǵǱǭǱũǫǱ: 
 

5. ǰŮȇȆȊȗȊŰŬȎ, ȅŬ ȅǽȈŬȉŮ ȊŬ ȉǼȅȌȏȉŮ ɸȕůȌ ůȏȐȊǼ ȇǼȊŮŰŮ ŰŬ ɸȆȌ ȇǼŰȒ ůŮ ůȐǽůȄ ȉŮ űŬȂȄŰȕ ɸȌȏ 
ɸŮȍȆůůŮȖŮȆ ůŰȌ ůɸǿŰȆ:  

Ǯǫǥ ǥǲǥǯǵǪǴǪ ũǫǥ ǬǥŪǨ ǧǪǭǹǴǪ 
RANDOMISE STATEMENTS.  

 ǴȐŮŭȕȊ 
ɸǼȊŰȌŰŮ 

ǥȍȇŮŰǼ 
ůȏȐȊǼ 

ǬǼɸȌȆŮȎ 
űȌȍǽȎ 

ǴȐŮŭȕȊ 
ɸȌŰǽ 

1. ǵȌ ȇŬŰŬȊŬȈȗȊŮŰŮ ŰȆȎ ŮɸȕȉŮȊŮȎ ȉǽȍŮȎ 4 3 2 1 

2. ǵȌ űȏȈǼŰŮ ůŰȄȊ ȇŬŰǼȑȏȋȄ ȂȆŬ ȉŮȈȈȌȊŰȆȇǾ 
ȇŬŰŬȊǼȈȒůȄ 

4 3 2 1 

3. ǵȌ ȐȍȄůȆȉȌɸȌȆŮǿŰŮ ȂȆŬ ŮŰȌȆȉŬůǿŬ ǼȈȈȒȊ 

űŬȂȄŰȗȊ 
4 3 2 1 

4. ǧǿȊŮŰŮ ůŮ ǼȈȈŬ ǼŰȌȉŬ (űǿȈȌȏȎ, ůȏȂȂŮȊŮǿȎ, 

ȆŭȍȖȉŬŰŬ) 
4 3 2 1 

5. ǵȌ ŭǿȊŮŰŮ ȂȆŬ ŰȍȌűǾ ȂȆŬ ȇŬŰȌȆȇǿŭȆŬ ȃȗŬ 4 3 2 1 

6. ǵȌ ɸŮŰǼŰŮ ůŰŬ ůȇȌȏɸǿŭȆŬ 4 3 2 1 

7. ǵȌ ȇȌȉɸȌůŰȌɸȌȆŮǿŰŮ 4 3 2 1 

8. ǵȌ ŭǿȊŮŰŮ ȂȆŬ ŰȍȌűǾ ůŮ ȃȗŬ ŮȇŰȍȌűǾȎ (ȇȕŰŮȎ, 

ɸǼɸȆŮȎ, ȇȌȏȊǽȈȆŬ (ȇŰȈ) 
4 3 2 1 

 

7. ũȆŬ ȇǼȅŮ ȉȆŬ Ŭɸȕ ŰȆȎ ŬȇȕȈȌȏȅŮȎ ȇŬŰȄȂȌȍǿŮȎ ŰȍȌűǿȉȒȊ, ȅŬ ǾȅŮȈŬ ȊŬ ȏɸȌŭŮǿȋŮŰŮ ˉˈˋˇ ˋˎ˔˄ʱ 
ˉʶˍʱˍʶ ˍʰ ˉʽˇ ˁʱˍ˖ ʶʾʵʹ ˋˍʰ ˋˁˇˎˉʾʵʽʰΤ 

RANDOMISE STATEMENTS.  

 ǬŬȅȄȉŮȍȆȊǼ 4-5 
űȌȍǽȎ ŰȄ 

ȁŭȌȉǼŭŬ 

2-3 
űȌȍǽȎ ŰȄ 

ȁŭȌȉǼŭŬ 

1 űȌȍǼ 
ŰȄ 

ȁŭȌȉǼŭŬ 

ǲȆȌ 
ŬȍŬȆǼ 

1. ūȍȌȖŰŬ 5 4 3 2 1 

2. ǭŬȐŬȊȆȇǼ 5 4 3 2 1 

3. ǬȍŮŬŰȆȇǼ 5 4 3 2 1 

4. ǸŬȍȆȇǼ 5 4 3 2 1 

5. ũŬȈŬȇŰȌȇȌȉȆȇǼ 5 4 3 2 1 

6. ǩȏȉŬȍȆȇǼ/ŬȍŰȌůȇŮȏǼůȉŬŰŬ 5 4 3 2 1 

7. ũȈȏȇǼ 5 4 3 2 1 

8. ǴȏůȇŮȏŬůȉǽȊŬ ŰȍȕűȆȉŬ ȉŮ 

ȄȉŮȍȌȉȄȊǿŬ ȈǾȋȄȎ 
5 4 3 2 1 

  
8. ǲȌȆȌȆ ŮǿȊŬȆ ȌȆ ɸȆȌ ůȏȐȊȌǿ ȈȕȂȌȆ ɸȌȏ ŬȈȈȌȆȗȊȌȊŰŬȆ ŰŬ ŰȍȕűȆȉŬ, űȍȌȖŰŬ ȇŬȆ ȈŬȐŬȊȆȇǼ ůŰȌ ůɸǿŰȆ 
ůŬȎ; 

ǴǪǮǨǫǹǴǵǨ ǱǴǥ ǫǴǷǶǱǶǯ. 
RANDOMISE STATEMENTS.  

ǥȂȌȍǼȃȌȏȉŮ ɸŮȍȆůůȕŰŮȍŬ Ŭɸȕ ȕŰȆ ȏɸǼȍȐŮȆ ŬȊǼȂȇȄ 1 

ǧŮȊ ŰŬ ȇŬŰŬȊŬȈȗȊȌȏȉŮ ȉŮ ŰȄȊ ŰŬȐȖŰȄŰŬ ɸȌȏ ŬȊŬȉǽȊŮŰŬȆ 2 

ǴȏȊȅǾȇŮȎ ŬɸȌȅǾȇŮȏůȄȎ/űȖȈŬȋȄȎ ŰȌȏȎ 3 

ǰŮȐȊȌȖȉŮ ȊŬ ŰŬ ȇŬŰŬȊŬȈȗůȌȏȉŮ 4 

ɳʾ˄ʰʽ ˁʰˍ˗ˍʶˊʹˌ ˉˇʽˈˍʹˍʰˌ ʴʽʰˍʾ ʰʴˇˊʱˋˍʹˁʰ˄ ˋʶ ˉˊˇˋ˒ˇˊʱ ˁʰʽ ˈ˔ʽ ˒ˊʷˋˁʰ 5 
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10. ǴŮ ȉǿŬ ŰȏɸȆȇǾ/ ůȏȊȄȅȆůȉǽȊȄ ŮȁŭȌȉǼŭŬ, ŮǼȊ ȕȈŬ ŰŬ ŰȍȕűȆȉŬ, űȍȌȖŰŬ ȇŬȆ ȈŬȐŬȊȆȇǼ ɸȌȏ 

ŬȂȌȍǼůŬŰŮ ŬȊŰȆůŰȌȆȐȌȖȊ ȉŮ 10 ȉȌȊǼŭŮȎ, ɸȕůŬ Ŭɸȕ ŬȏŰǼ ɸŮŰǼȋŬŰŮ ůŰŬ ůȇȌȏɸǿŭȆŬ; 
USE SLIDING SCALE FROM 0 TO 10.  

 
 

 
11. ǥɸȕ ŰȌȏȎ ŬȇȕȈȌȏȅȌȏȎ, ɸȌȆȌȆ ŮǿȊŬȆ ȌȆ 3 ȇȏȍȆȕŰŮȍȌȆ ȈȕȂȌȆ ɸȌȏ ɸŮŰǼŰŮ ůŰŬ ůȇȌȏɸǿŭȆŬ ŰȍȕűȆȉŬ, 

űȍȌȖŰŬ ȇŬȆ ȈŬȐŬȊȆȇǼ ůŰȌ ȊȌȆȇȌȇȏȍȆȕ ůŬȎ; 
ǴǪǮǨǫǹǴǵǨ ǮǨǷǳǫ 3 ǭǱũǱǶǴ. 

RANDOMISE STATEMENTS. ITEM 1 ALWAYS 1 st  AND CANNOT BE CODED WITH 
OTHER ITEMS  

ǧŮȊ ɸŮŰǼȉŮ űŬȂȄŰǼ ȇŬȆ ŰȍȕűȆȉŬ (EXCLUSIVE ITEM)  1 

ǬǼɸȌȆŬ ȉǽȈȄ ŰȌȏ ȊȌȆȇȌȇȏȍȆȌȖ ŭŮȊ ȇŬŰŬȊŬȈȗȊȌȏȊ ȕȈȌ ŰȌ űŬȂȄŰȕ ŰȌȏȎ 2 

ǵȌ űŬȂȄŰȕ ɸȌȏ ɸŮȍȆůůŮȖŮȆ ȇŬȆ űȏȈǼȂŮŰŬȆ ŭŮȊ ŮǿȊŬȆ ŮȖȂŮůŰȌ ȉŮŰǼ 3 

ǵȌ űŬȂȄŰȕ ɸȌȏ ɸŮȍȆůůŮȖŮȆ ȇŬȆ űȏȈǼȂŮŰŬȆ ȐǼȊŮȆ Ŭɸȕ ŰȄ ȅȍŮɸŰȆȇǾ ŰȌȏ ŬȋǿŬ 4 

ǵȌ űŬȂȄŰȕ ɸȌȏ ɸŮȍȆůůŮȖŮȆ ȇŬȆ űȏȈǼȂŮŰŬȆ ȐŬȈǼ ȇŬȆ ŭŮȊ ŮǿȊŬȆ ŬůűŬȈǽȎ ȂȆŬ 

ȇŬŰŬȊǼȈȒůȄ 

5 

Ǫ ȌȆȇȌȂǽȊŮȆŬ ŮɸȆȅȏȉŮǿ ɸǼȊŰŬ űȍǽůȇŬ ŰȍȕűȆȉŬ, űȍȌȖŰŬ, ȈŬȐŬȊȆȇǼ 6 

ǨŰȌȆȉǼȃŮŰŬȆ ɸŮȍȆůůȕŰŮȍȌ űŬȂȄŰȕ Ŭɸȕ ȕŰȆ ȏɸǼȍȐŮȆ ŬȊǼȂȇȄ ȂȆŬ ȇŬŰŬȊǼȈȒůȄ  7 

ǥȂȌȍǼȃȌȊŰŬȆ ɸŮȍȆůůȕŰŮȍŬ Ŭɸȕ ŰȆȎ ɸȍŬȂȉŬŰȆȇǽȎ ŬȊǼȂȇŮȎ ŰȌȏ ȊȌȆȇȌȇȏȍȆȌȖ 8 

ǲŮȍȊǼ Ȅ ȄȉŮȍȌȉȄȊǿŬ ȈǾȋȄȎ/ȇŬŰŬȊǼȈȒůȄȎ  9 

ǵȍȕűȆȉŬ, űȍȌȖŰŬ ȇŬȆ ȈŬȐŬȊȆȇǼ ŭŮȊ ŬɸȌȅȄȇŮȖȌȊŰŬȆ ȌȍȅǼ ȇŬȆ ŬȈȈȌȆȗȊȌȊŰŬȆ 10 

 
12. Ǩŭȗ ŮǿȊŬȆ ȇǼɸȌȆŮȎ ŮȊǽȍȂŮȆŮȎ ůȐŮŰȆȇǼ ȉŮ ŰȄȊ ŬȂȌȍǼ ȇŬȆ ȇŬŰŬȊǼȈȒůȄ ŰȍȌűǿȉȒȊ. ǲȌȆŮȎ Ŭɸȕ ŬȏŰǽȎ  
ȇǼȊŮŰŮ ŮůŮǿȎ ůŰȌ ȊȌȆȇȌȇȏȍȆȕ ůŬȎ; 

Ǯǫǥ ǥǲǥǯǵǪǴǪ ũǫǥ ǬǥŪǨ ǧǪǭǹǴǪ 
RANDOMISE STATEMENTS.  

 ǯŬȆ ǡȐȆ 

ǨȈǽȂȐȌȏȉŮ ŰȆ ǽȐȌȏȉŮ ůŰȌ ȑȏȂŮǿȌ ɸȍȆȊ ŬȂȌȍǼůȌȏȉŮ ȇǼŰȆ 1 2 

ǬǼȊȌȏȉŮ ȈǿůŰŬ ȂȆŬ ŰȌ ŰȆ ȐȍŮȆŬȃȕȉŬůŰŮ ɸȍȆȊ ɸǼȉŮ ȂȆŬ ŬȂȌȍǽȎ 1 2 

ǲȍȌȂȍŬȉȉŬŰǿȃȌȏȉŮ ŰȆ ȅŬ ȉŬȂŮȆȍǽȑȌȏȉŮ 1 2 

ǥȂȌȍǼȃȌȏȉŮ ȉȕȊȌ ȕŰȆ ȐȍŮȆŬȃȕȉŬůŰŮ 1 2 

ǨȈǽȂȐȌȏȉŮ ŰȄȊ ȄȉŮȍȌȉȄȊǿŬ ȈǾȋȄȎ/ȇŬŰŬȊǼȈȒůȄȎ 1 2 

ǲȍȌůǽȐȌȏȉŮ ȂȆŬ ŰȌ ɸȒȎ ŭȆŬŰȄȍȌȖȉŮ/ŬɸȌȅȄȇŮȖȌȏȉŮ ŰȌ 
űŬȂȄŰȕ/ŰȍȕűȆȉŬ ůŰȌ ȑȏȂŮǿȌ 

1 2 

ǮŬȂŮȆȍŮȖȌȏȉŮ ŰȄȊ ɸȌůȕŰȄŰŬ ɸȌȏ ȐȍŮȆŬȃȕȉŬůŰŮ 1 2 

ǷȍȄůȆȉȌɸȌȆȌȖȉŮ ŰŬ ȏɸȌȈŮǿȉȉŬŰŬ űŬȂȄŰȌȖ ȂȆŬ ŮŰȌȆȉŬůǿŬ ǼȈȈȒȊ 
űŬȂȄŰȗȊ 

1 2 

ǬŬŰŬȊŬȈȗȊȌȏȉŮ ŰȌ űŬȂȄŰȕ ɸȌȏ ɸŮȍȆůůŮȖŮȆ  ŰȆȎ ŬȉǽůȒȎ ŮɸȕȉŮȊŮȎ 

ȄȉǽȍŮȎ 
1 2 

ǡŰŬȊ ǽȐȌȏȉŮ űȍǽůȇŬ ɸŮŰȌȖȉŮ ŰŬ ɸŬȈȆǼ  1 2 

ǮŬȎ ŬȍǽůŮȆ ȊŬ ŭȆŬŰȄȍȌȖȉŮ ŬȍȇŮŰǼ ŬɸȌȅǽȉŬŰŬ ůŰȌ ůɸǿŰȆ 1 2 

ǲŬǿȍȊȌȏȉŮ ȉŬȃǿ ȉŬȎ ŰȌ űŬȂȄŰȕ ɸȌȏ ɸŮȍȆůůŮȖŮȆ Ŭɸȕ ŮȋȕŭȌȏȎ ůŮ 

ŮůŰȆŬŰȕȍȆŬ 
1 2 

 

13. ũȆŬ ɸȌȆȌȏȎ ȈȕȂȌȏȎ ŬȂȌȍǼȃŮŰŮ ɸŮȍȆůůȕŰŮȍŮȎ Ŭɸȕ ŰȆȎ ŬɸŬȍŬǿŰȄŰŮȎ ɸȌůȕŰȄŰŮȎ ŰȍȌűǿȉȒȊ ȇŬȆ 
űŬȂȄŰȌȖ; 
ǴǪǮǨǫǹǴǵǨ ǱǴǥ ǫǴǷǶǱǶǯ. 

RANDOMISE STATEMENTS. ITEM 1 ALWAYS 1 st  AND CANNOT BE CODED WITH 
OTHER ITEMS  
 

ǧŮȊ ŬȂȌȍǼȃȒ ɸŮȍȆůůȕŰŮȍŮȎ Ŭɸȕ ŰȆȎ ŬɸŬȍŬǿŰȄŰŮȎ ɸȌůȕŰȄŰŮȎ (EXCLUSIVE ITEM)  1 
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ǯȌȆȗȅȒ ŬůűǼȈŮȆŬ ȕŰŬȊ ȏɸǼȍȐŮȆ ɸȌȈȖ űŬȂȄŰȕ/ŰȍȕűȆȉŬ ůŰȌ ůɸǿŰȆ  2 

ŪǽȈȒ ȊŬ ŰȄȍȗ ŬɸȌȅǽȉŬŰŬ ůŮ ɸŮȍǿɸŰȒůȄ ɸȌȏ ŰȖȐŮȆ ȇǼŰȆ 3 

ŪǽȈȒ ɸǼȊŰŬ ȊŬ ŮǿȉŬȆ ɸȍȌŮŰȌȆȉŬůȉǽȊȌȎ/Ȅ ȂȆŬ ŮɸȆůȇǽɸŰŮȎ ůŰȌ ůɸǿŰȆ 4 

ǧŮȊ ȉɸȌȍȗ ȊŬ ȏɸȌȈȌȂǿůȒ ŰȆȎ ɸȌůȕŰȄŰŮȎ ɸȌȏ ȅŬ ȐȍŮȆŬůŰȗ 5 

ǧŮȊ ŰȍȗȊŮ ȕȈŬ ŰŬ ȉǽȈȄ ŰȄȎ ȌȆȇȌȂǽȊŮȆŬȎ ŰȌ ǿŭȆȌ űŬȂȄŰȕ 6 

ǯȌȆȗȅȒ óűŰȒȐȕȎô ŮǼȊ ŭŮȊ ȏɸǼȍȐŮȆ ɸȌȈȖ űŬȂȄŰȕ ůɸǿŰȆ 7 

 
14. ǡŰŬȊ ŬɸȌȍȍǿɸŰŮŰŮ ůŰŬ ůȇȌȏɸǿŭȆŬ űŬȂȄŰǼ ȇŬȆ ŰȍȕűȆȉŬ ŬȆůȅǼȊŮůŰŮ: 

ǴǪǮǨǫǹǴǵǨ ǱǴǥ ǫǴǷǶǱǶǯ. 

ǥŭȆŬűȌȍǿŬ/ŰǿɸȌŰŬ (EXCLUSIVE ITEM)  1 

ǵȖȑŮȆȎ  2 

ǡŰȆ ůɸŬŰǼȈȄůŬ ǼŭȆȇŬ ŰŬ ȐȍǾȉŬŰŬ ȉȌȏ 3 

ǡŰȆ ȇǼȊȒ ȃȄȉȆǼ ůŰȌ ɸŮȍȆȁǼȈȈȌȊ 4 

 
16. ǴŰȌ ȊȌȆȇȌȇȏȍȆȕ ůŬȎ, ůŮ ȕŰȆ ŬűȌȍǼ ŰȄ ŭȆŬȐŮǿȍȆůȄ ŰȒȊ ŰȍȌűǿȉȒȊ ɸȌȏ ǽȐŮŰŮ, ɸȕůȌ ůȏȐȊǼ 

ŮűŬȍȉȕȃŮŰŮ ŰȄȊ ɸȍŬȇŰȆȇǾ ŰȌȏ óǲȍȗŰȌ ǞȍȐŮŰŬȆ, ǲȍȗŰȌ ǬŬŰŬȊŬȈȗȊŮŰŬȆô; ǧȄȈŬŭǾ ȇŬŰŬȊŬȈȗȊȒ 
ɸȍȗŰȌ ŬȏŰȕ ɸȌȏ ŬȂȌȍǼȃȒ ɸȍȗŰȌ. ŪŬ ȈŮȂǼŰŮ ȕŰȆ ůŰȌ ȊȌȆȇȌȇȏȍȆȕ ůŬȎ ŬȏŰȕ ůȏȉȁŬǿȊŮȆé 
Ǯǫǥ ǥǲǥǯǵǪǴǪ. 

ǲȌŰǽ  1 

ǡȐȆ ŰȕůȌ ůȏȐȊǼ 2 

ǬǼɸȌŰŮ 3 

ǥȍȇŮŰǼ ůȏȐȊǼ 4 

ǲǼȊŰŬ  5 

 

17. ǲȕůȌ ůȏȐȊǼ ŭȆŬŰȄȍŮǿŰŮ ůŰȄȊ ȇŬŰǼȑȏȋȄ űȍȌȖŰŬ ȇŬȆ ȈŬȐŬȊȆȇǼ ȂȆŬ ȊŬ ȉȄȊ ȐŬȈǼůȌȏȊ 

Ǯǫǥ ǥǲǥǯǵǪǴǪ. 

ǲȌŰǽ  1 

ǴɸǼȊȆŬ 2 

ǮǽůŬ-ȉǽůŬ 3 

ǥȍȇŮŰǼ ůȏȐȊǼ 4 

ǴȏȊǽȐŮȆŬ  5 

 

18. ǴŰȌ ȉǽůȌ ǬȏɸȍȆŬȇȕ ȊȌȆȇȌȇȏȍȆȕ, ŰȌ 50% ŰȒȊ ŬɸȌȁȈǾŰȒȊ ŮǿȊŬȆ ŬɸȌȍȍǿȉȉŬŰŬ ŰȍȌűǿȉȒȊ. ǴŰȌ 
ȊȌȆȇȌȇȏȍȆȕ ůŬȎ ŰŬ ŬɸȌȍȍǿȉȉŬŰŬ ŰȍȌűǿȉȒȊ ŮǿȊŬȆé 
Ǯǫǥ ǥǲǥǯǵǪǴǪ. 

ǭȆȂȕŰŮȍŬ 1 

ǴŰȌ ǿŭȆȌ ŮɸǿɸŮŭȌ 2 

ǲŮȍȆůůȕŰŮȍŬ 3 

 
19. ǴȏȂȇȍȆŰȆȇǼ ȉŮ ǼȈȈŮȎ ŮȊǽȍȂŮȆŮȎ ɸȌȏ ȉɸȌȍŮǿŰŮ ȊŬ ȇǼȊŮŰŮ, ɸȕůȌ ůȄȉŬȊŰȆȇǾ ȅŮȒȍŮǿŰŮ ŰȄ ȉŮǿȒůȄ 

ŬɸȌȍȍȆȉȉǼŰȒȊ ŰȍȌűǿȉȒȊ ȂȆŬ ɸȍȌůŰŬůǿŬ ŰȌȏ ɸŮȍȆȁǼȈȈȌȊŰȌȎ; 
Ǯǫǥ ǥǲǥǯǵǪǴǪ. 

ǬŬȅȕȈȌȏ ůȄȉŬȊŰȆȇǾ 1 

ǡȐȆ ȇŬȆ ŰȕůȌ ůȄȉŬȊŰȆȇǾ 2 

ǬǼɸȒȎ ůȄȉŬȊŰȆȇǾ 3 

ǥȍȇŮŰǼ ůȄȉŬȊŰȆȇǾ 4 

ǲȌȈȖ ůȄȉŬȊŰȆȇǾ 5 

 
20. ǲȌȆȌȆ ŭȖȌ, ŮǼȊ ȇǼɸȌȆȌȆ, Ŭɸȕ ŰȌȏȎ ŬȇȕȈȌȏȅȌȏȎ ȈȕȂȌȏȎ ŮǿȊŬȆ ȌȆ ůȄȉŬȊŰȆȇȕŰŮȍȌȆ ȈȕȂȌȆ ȂȆŬ ŰȌȏȎ 

ȌɸȌǿȌȏȎ  ɸȍȌůɸŬȅŮǿŰŮ ȊŬ ȉŮȆȗůŮŰŮ ŰŬ ŬɸȌȍȍǿȉȉŬŰŬ űŬȂȄŰȌȖ; 
ǮǨǷǳǫ ǧǶǱ ǥǲǥǯǵǪǴǨǫǴ. 
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RANDOMISE STATEMENTS. ITEM 1 ALWAYS 1 st  AND CANNOT BE CODED WITH 

OTHER ITEMS  

ǧŮȊ ɸȍȌůɸŬȅȗ ȊŬ ȉŮȆȗůȒ ŰŬ ŬɸȌȍȍǿȉȉŬŰŬ űŬȂȄŰȌȖ (EXCLUSIVE ITEM)  01 

ǨǿȊŬȆ ŮȖȇȌȈȌ  02 

ũȈȏŰȗȊŮȆȎ ȈŮűŰǼ 03 

ũȈȏŰȗȊŮȆȎ ȐȍȕȊȌ Ŭɸȕ ȑȗȊȆŬ 04 

ǨǿȊŬȆ ŰȌ ůȒůŰȕ ɸȍǼȂȉŬ ȊŬ ȇǼȊŮȆ ȇǼɸȌȆȌȎ 05 

ǱȆ ɸȍȌůŭȌȇǿŮȎ ŰȄȎ ȌȆȇȌȂǽȊŮȆŬȎ 06 

ǨȊŭȆŬűǽȍȌȊ ȂȆŬ ŰȌ ɸŮȍȆȁǼȈȈȌȊ 07 

ǥȊŰȆȉŮŰȗɸȆůȄ ȏɸŮȍȇŬŰŬȊŬȈȒŰȆůȉȌȖ 08 

 

21. ǡŰŬȊ ǽȐŮŰŮ ȇŬȈŮůȉǽȊȌȏȎ ůŰȌ ůɸǿŰȆ ȂȆŬ űŬȂȄŰȕ Ǿ ȕŰŬȊ ȁȂŬǿȊŮŰŮ ůŮ ŮůŰȆŬŰȕȍȆȌ, ɸȌȆŬ Ŭɸȕ ŰȆȎ 
ŭȖȌ ŭȄȈȗůŮȆȎ ŬȊŰŬɸȌȇȍǿȊŮŰŬȆ ȇŬȈȖŰŮȍŬ ůŰȄ ůȏȉɸŮȍȆűȌȍǼ ůŬȎ; 
Ǯǫǥ ǥǲǥǯǵǪǴǪ. 

RANDOMISE STATEMENTS.  

ǴȏȊǾȅȒȎ ŮŰȌȆȉǼȃȒ/ ɸŬȍŬȂȂǽȈȊȒ ɸŮȍȆůůȕŰŮȍȌ űŬȂȄŰȕ Ŭɸȕ ŬȏŰȕ ɸȌȏ ȐȍŮȆǼȃŮŰŬȆ 
ȂȆŬ ȊŬ ȁŮȁŬȆȒȅȗ ȕŰȆ ŭŮȊ ȅŬ ȋŮȉŮǿȊȌȏȉŮ Ŭɸȕ űŬȂȄŰȕ  

1 

ǴȏȊǾȅȒȎ ŮŰȌȆȉǼȃȒ/ ɸŬȍŬȂȂǽȈȊȒ ȕůȌ űŬȂȄŰȕ ȐȍŮȆǼȃŮŰŬȆ ȂȆŬ ȊŬ ȉȄȊ ɸŮȍȆůůǽȑŮȆ  2 

 
22. ǬŬŰǼ ŰȆȎ ŮȋȕŭȌȏȎ ůŬȎ ůŮ ŮůŰȆŬŰȕȍȆŬ ȇŬȆ ȇŬűǽ, ȕŰŬȊ ɸŮȍȆůůŮȖŮȆ űŬȂȄŰȕ, ɸȕůȌ ůȏȐȊǼ ŰȌ 
ɸŬǿȍȊŮŰŮ ȉŬȃǿ ůŬȎ ȂȆŬ ȇŬŰŬȊǼȈȒůȄ ůŰȌ ůɸǿŰȆ; 

Ǯǫǥ ǥǲǥǯǵǪǴǪ. 

ǲȌŰǽ  1 

ǴɸǼȊȆŬ 2 

ǬǼɸȌŰŮ 3 

ǥȍȇŮŰǼ ůȏȐȊǼ 4 

ǲǼȊŰŬ 5 

 
23. ǵȌȏȎ ŰŮȈŮȏŰŬǿȌȏȎ 3 ȉǾȊŮȎ ǽȐŮŰŮ ŭŮȆ ůŰȄȊ ŰȄȈŮȕȍŬůȄ Ǿ ŬȇȌȖůŮȆ ůŰȌ ȍǼŭȆȌ Ǿ ůŮ ǼȈȈŬ ȉǽůŬ 

ŮȊȄȉǽȍȒůȄȎ ȇŬȉɸǼȊȆŮȎ Ǿ ŮȊȄȉǽȍȒůȄ ůȐŮŰȆȇǼ ȉŮ ŰȄ ȉŮǿȒůȄ ůɸŬŰǼȈȄȎ ŰȍȌűǿȉȒȊ; 
Ǯǫǥ ǥǲǥǯǵǪǴǪ. 

ǯŬȆ 1 

ǡȐȆ 2 

ǧŮȊ ȅȏȉǼȉŬȆ 9 
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ǧǪǮǱũǳǥūǫǬǥ: 

 

S1. ūȖȈȌ   

  

ɯ˄ˍˊʰˌ 1 

ɱˎ˄ʰʾˁʰ 2 

   

 

 

S2. ǲȌȆŬ ȐȍȌȊȌȈȌȂǿŬ ȂŮȊȊȄȅǾȇŬŰŮ; 
 

  

éééééé.. ǷȍȌȊȌȈȌȂǿŬ 

 

 
S3. ǨɸŬȍȐǿŬ 

 

  

ɽʶˎˁ˖ˋʾʰ 1 

ɽʶ˃ʶˋˈˌ 2 

ɽʱˊ˄ʰˁʰ 3 

ɮ˃˃ˈ˔˖ˋˍˇˌ 4 

ʃʱ˒ˇˌ 5 

  

 

 

S4.  ǲŮȍȆȌȐǾ 

  

ɮˋˍʽˁʺ 1 

ɮʴˊˇˍʽˁʺ 2 

   

 

 
S5.    ǶȑȄȈȕŰŮȍȌ ŮɸǿɸŮŭȌ ȉȕȍűȒůȄȎ ɸȌȏ 
ȌȈȌȇȈȄȍȗůŬŰŮ 

  
 
 

  

ʃˊ˖ˍˇʲʱʻ˃ʽʰ 1 

ɲʶˎˍʶˊˇʲʱʻ˃ʽʰ κ ˍʶ˔˄ʽˁʺ ˋ˔ˇ˂ʺ 2 

ʆˊʽˍˇʲʱʻ˃ʽʰ όˉˍˎ˔ʾˇύ 3 

ʆˊʽˍˇʲʱʻ˃ʽʰ ό˃ʶˍʰˉˍˎ˔ʽʰˁˈύ 4 

     

 

S6.  ǲȌȆŬ Ŭɸȕ ŰȆȎ ŬȇȕȈȌȏȅŮȎ ŭȄȈȗůŮȆȎ 

ɸŮȍȆȂȍǼűŮȆ ȇŬȈȖŰŮȍŬ ŰȄȊ ȌȆȇȌȊȌȉȆȇǾ 
ȇŬŰǼůŰŬůȄ ŰȌȏ ȊȌȆȇȌȇȏȍȆȌȖ ůŬȎ; 

 

 

   

ɯ˄ʶˍʹ ʸ˖ʺΣ ˎˉʱˊ˔ˇˎ˄ ˉʱ˄ˍʰ ˔ˊʺ˃ʰˍʰ ʴʽʰ 
ʰˉˊˇʴˊʰ˃˃ʱˍʽˋˍʶˌ ʰʴˇˊʷˌ κ ʷ˅ˇʵʰ ˁʰʽ 
˕ˎ˔ʰʴ˖ʴʾʰ 

1 

ɲʽʰˍʹˊˇˏ˃ʶ ʷ˄ʰ ˁʰ˂ˈ ʲʽˇˍʽˁˈ ʶˉʾˉʶʵˇΣ ʵʶ˄ 
ˋˍʶˊˇˏ˃ʰˋˍʶ ˍʾˉˇˍʰ 

2 

ʅˍʰʻʶˊˈ ʶʽˋˈʵʹ˃ʰΣ ʰ˂˂ʱ ˃ʶ ˁʱˉˇʽˇˎˌ 
ˉʶˊʽˇˊʽˋ˃ˇˏˌ ˋˍʰ ʷ˅ˇʵʰ 

3 

ɼʱˉˇʽˇʽ ˉʶˊʽˇˊʽˋ˃ˇʾ ˋˍˇ ʶʽˋˈʵʹ˃ʰ κ ˇʽˁˇ˄ˇ˃ʽˁʱΣ 
ˇʽ ˇˉˇʾˇʽ ʷ˔ˇˎ˄ ʶˉʽʲʱ˂ʶʽ ˁʱˉˇʽʶˌ ˉʶˊʽˁˇˉʷˌ 

4 

ʃˇ˂ˏ ʵˏˋˁˇ˂ʹ ˇʽˁˇ˄ˇ˃ʽˁʺ ˁʰˍʱˋˍʰˋʹΣ ʶʾ˄ʰʽ 
ʵˏˋˁˇ˂ˇ ˄ʰ ˍʰ ʲʴʱ˂ˇˎ˃ʶ ˉʷˊʰ 

5 

   

 

S7.  ǴȖȊȅŮůȄ ȊȌȆȇȌȇȏȍȆȌȖ  
 

 

   

ǞȊŬ ǼŰȌȉȌ 1 

ǩŮȏȂǼȍȆ ȐȒȍǿȎ ɸŬȆŭȆǼ 2 

ɵʶˎʴʱˊʽ ˃ʶ ˉʰʽʵʽʱ 3 

ǴȏȂȇŬŰȌǿȇȄůȄ ȉŮ ŮȊǾȈȆȇŮȎ, ȉȄ-ůȏȂȂŮȊŮǿȎ 4 

   

 

IF S7=3 OR 4  
S8. ǥȍȆȅȉȕȎ ȉŮȈȗȊ ůŰȌ ȊȌȆȇȌȇȏȍȆȕ: 

  

ǥȍȆȅȉȕȎ ŬȊǾȈȆȇȒȊ ůŰȌ ȊȌȆȇȌȇȏȍȆȕ  

ǥȍȆȅȉȕȎ ŮȊǾȈȆȇȒȊ ůŰȌ ȊȌȆȇȌȇȏȍȆȕ  
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S9. ǨǿŭȌȎ ȌȆȇǿŬȎ   

ǴɸǿŰȆ 1 

ǧȆŬȉǽȍȆůȉŬ 2 

ūȌȆŰȄŰȆȇǾ ŮůŰǿŬ 3 

  

 

S10. ǴŰȄȊ ȇŬŰȌȆȇǿŬ ůŬȎ ŭȆŬȅǽŰŮŰŮ:   

 ǯŬȆ ǡȐȆ 

ǸȏȂŮǿȌ 1 2 

ǬŬŰŬȑȖȇŰȄ 1 2 

ǬǼŭȌ ȇȌȉɸȌůŰȌɸȌǿȄůȄȎ 1 2 

ǬǼŭȌȏȎ ŬȊŬȇȖȇȈȒůȄȎ 1 2 
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Annex B ς Online Polls  

2nd online poll: General info on food waste management 

1. ʃˇʽˇ ʶʾʵˇˌ ˍˊˇ˒ʾ˃˖˄ ʰˉˇˊˊʾˉˍʶˍʰʽ ˉʶˊʽˋˋˈˍʶˊˇ ˋˍˇ ˄ˇʽˁˇˁˎˊʽˈ ˋʰˌΤ 

ɳʾʵʹ ˒ˇˏˊ˄ˇˎ ό˕˖˃ʽʱκ ʰ˂˃ˎˊʱ ˁʰʽ ʴ˂ˎˁʱύ 1 

ʊˊʷˋˁʰ ˂ʰ˔ʰ˄ʽˁʱ ˁʰʽ ˒ˊˇˏˍʰ 2 

ɼˊʷʰˍʰ ˁʰʽ ˕ʰˊʽˁʱ 3 

 
2. ʅˍˇ ˃ʷˋˇ ɼˎˉˊʽʰˁˈ ˄ˇʽˁˇˁˎˊʽˈΣ ˍˇ рл҈ ˍ˖˄ ʰˉˇʲ˂ʺˍ˖˄ ʶʾ˄ʰʽ ʰˉˇˊˊʾ˃˃ʰˍʰ ˍˊˇ˒ʾ˃˖˄Φ ʅˍˇ 

˄ˇʽˁˇˁˎˊʽˈ ˋʰˌ ˍʰ ʰˉˇˊˊʾ˃˃ʰˍʰ ˍˊˇ˒ʾ˃˖˄ ʶʾ˄ʰʽΧ 

ɽʽʴˈˍʶˊʰ 1 

ʅˍˇ ʾʵʽˇ ʶˉʾˉʶʵˇ 2 

ʃʶˊʽˋˋˈˍʶˊʰ 3 

 
3. ʅˎʴˁˊʽˍʽˁʱ ˃ʶ ʱ˂˂ʶˌ ʶ˄ʷˊʴʶʽʶˌ ˉˇˎ ˃ˉˇˊʶʾˍʶ ˄ʰ ˁʱ˄ʶˍʶΣ ˉˈˋˇ ˋʹ˃ʰ˄ˍʽˁʺ ʻʶ˖ˊʶʾˍʶ ˍʹ˄ 

˃ʶʾ˖ˋʹ ˍ˖˄ ʰˉˇˊˊʽ˃˃ʱˍ˖˄ ˒ʰʴʹˍˇˏ ʴʽʰ ˉˊˇˋˍʰˋʾʰ ˍˇˎ ˉʶˊʽʲʱ˂˂ˇ˄ˍˇˌΤ 

ʃˇ˂ˏ ˋʹ˃ʰ˄ˍʽˁʺ 1 

ɮˊˁʶˍʱ ˋʹ˃ʰ˄ˍʽˁʺ 2 

ɼʱˉ˖ˌ ˋʹ˃ʰ˄ˍʽˁʺ 3 

ʂ˔ʽ ˁʰʽ ˍˈˋˇ ˋʹ˃ʰ˄ˍʽˁʺ 4 

ɼʰʻˈ˂ˇˎ ˋʹ˃ʰ˄ˍʽˁʺ 5 

 

3rd online poll: Managing food purchasing and waste 

1. ɾʶ ˉˇʽʰ ʰˉˈ ˍʰ ʰˁˈ˂ˇˎʻʰ ʰʽˋʻʺ˃ʰˍʰ ˋˎ˄ʵʷʶˍʶ ˍʹ˄ ʰʴˇˊʱ ˒ʰʴʹˍˇˏ ˁʰʽ ˍˊˇ˒ʾ˃˖˄Τ 

ʋʰˊʱ 1 

ɹˁʰ˄ˇˉˇʾʹˋʹ 2 

ɮˋ˒ʱ˂ʶʽʰ 3 

ɮʵʽʰ˒ˇˊʾʰ 4 

ɰʰˊʶ˃ʱˊʰ 5 

 
2. ʃˇʽˇʽ ʵˏˇΣ ʶʱ˄ ˁʱˉˇʽˇʽΣ ʰˉˈ ˍˇˎˌ ʰˁˈ˂ˇˎʻˇˎˌ ˂ˈʴˇˎˌ ʶʾ˄ʰʽ ˇʽ ˋʹ˃ʰ˄ˍʽˁˈˍʶˊˇʽ ˂ˈʴˇʽ ʴʽʰ 

ˍˇˎˌ ˇˉˇʾˇˎˌ  ˉˊˇˋˉʰʻʶʾˍʶ ˄ʰ ˃ʶʽ˗ˋʶˍʶ ˍʰ ʰˉˇˊˊʾ˃˃ʰˍʰ ˒ʰʴʹˍˇˏΤ 

ɲʶ˄ ˉˊˇˋˉʰʻ˗ ˄ʰ ˃ʶʽ˗ˋ˖ ˍʰ ʰˉˇˊˊʾ˃˃ʰˍʰ ˒ʰʴʹˍˇˏ 1 

ɳʾ˄ʰʽ ʶˏˁˇ˂ˇ 2 

ɱ˂ˎˍ˗˄ʶʽˌ ˂ʶ˒ˍʱ 3 

ɱ˂ˎˍ˗˄ʶʽˌ ˔ˊˈ˄ˇ ʰˉˈ ˕˗˄ʽʰ 4 

ɳʾ˄ʰʽ ˍˇ ˋ˖ˋˍˈ ˉˊʱʴ˃ʰ ˄ʰ ˁʱ˄ʶʽ ˁʱˉˇʽˇˌ 5 

ʁʽ ˉˊˇˋʵˇˁʾʶˌ ˍʹˌ ˇʽˁˇʴʷ˄ʶʽʰˌ 6 

ɳ˄ʵʽʰ˒ʷˊˇ˄ ʴʽʰ ˍˇ ˉʶˊʽʲʱ˂˂ˇ˄ 7 

ɮ˄ˍʽ˃ʶˍ˗ˉʽˋʹ ˎˉʶˊˁʰˍʰ˄ʰ˂˖ˍʽˋ˃ˇˏ 8 
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3. ʅˍˇ ˄ˇʽˁˇˁˎˊʽˈ ˋʰˌΣ ʴʽʰ ˉˇʽˇˎˌ ˂ˈʴˇˎˌ ʰʴˇˊʱʸʶˍʶ ˉʶˊʽˋˋˈˍʶˊʶˌ ʰˉˈ ˍʽˌ ʰˉʰˊʰʾˍʹˍʶˌ 

ˉˇˋˈˍʹˍʶˌ ˍˊˇ˒ʾ˃˖˄ ˁʰʽ ˒ʰʴʹˍ˗˄Τ 

ʃʁɽɽɮʃɽɳʅ ɮʃɮɿʆɶʅɳɹʅ ɲɳɼʆɳʅΦ 
ɶ ɮʃɮɿʆɶʅɶ ˘т˘ ɲɳɿ ɾʃʁʄɳɹ ɿɮ ɼʁɲɹɼʁʃʁɹɶɸɳɹ ɾɳ ɮɽɽɳʅ ɮʃɮɿʆɶʅɳɹʅΦ 

ʆˇ ˄ʰ ʷ˔ˇˎ˃ʶ ʰˉˇʻʷ˃ʰˍʰ ˋˍˇ ˋˉʾˍʽ ˃ʰˌ ˁʱ˄ʶʽ ˄ʰ ˄ʽ˗ʻˇˎ˃ʶ 
ʰˋ˒ʱ˂ʶʽʰ 

1 

ɸʷ˂ˇˎ˃ʶ ˉʱ˄ˍʰ ˄ʰ ʶʾ˃ʰˋˍʶ ˉˊˇʶˍˇʽ˃ʰˋ˃ʷ˄ˇʽ ʴʽʰ ʶˉʽˋˁʷˉˍʶˌ 2 

ɲʶ˄ ˃ˉˇˊˇˏ˃ʶ ˄ʰ ˎˉˇ˂ˇʴʾˋˇˎ˃ʶ ˍʽˌ ˉˇˋˈˍʹˍʶˌ ˉˇˎ ˔ˊʶʽʰʸˈ˃ʰˋˍʶ 3 

ɲʶ˄ ʻʷ˂ˇˎ˃ʶ ˄ʰ ˋˍʶˊʹʻʶʾ ˇˍʽʵʺˉˇˍʶ ʹ ˇʽˁˇʴʷ˄ʶʽʰ  4 

ʆˊ˗˃ʶ ʵʽʰ˒ˇˊʶˍʽˁʱ ˒ʰʴʹˍʱ ˍʰ ˃ʷ˂ʹ ˍʹˌ ˇʽˁˇʴʷ˄ʶʽʰˌ  5 

ɿʽ˗ʻˇˎ˃ʶ Ψ˒ˍ˖˔ˇʾΩ ʶʱ˄ ʵʶ˄ ˎˉʱˊ˔ʶʽ ˉˇ˂ˏ ˒ʰʴʹˍˈ ˋˉʾˍʽ 6 

ɲʶ˄ ʰʴˇˊʱʸˇˎ˃ʶ ˉʶˊʽˋˋˈˍʶˊʶˌ ʰˉˈ ˍʽˌ ʰˉʰˊʰʾˍʹˍʶˌ ˉˇˋˈˍʹˍʶˌ 7 

 

4th online poll: Adoption of actions 1 

1. ɮˊˁʶˍʱ ˂ʰ˔ʰ˄ʽˁʱ ˁʰʽ ˒ˊˇˏˍʰΣ ʰ˄ ˁʰʽ ˁʰ˂ʱ ˋˍʹ˄ ˉˇʽˈˍʹˍʰΣ ˂ˈʴˇ ʱˋ˔ʹ˃ʹˌ ʶ˃˒ʱ˄ʽˋʹˌ 

ʰˉˇˊˊʾˉˍˇ˄ˍʰʽ ʰˉˈ ˍˇˎˌ ˉʰˊʰʴ˖ʴˇˏˌ ˁʰʽ ʵʶ˄ ˒ˍʱ˄ˇˎ˄ ˋˍˇ˄ ˁʰˍʰ˄ʰ˂˖ˍʺΦ ʅʶ ˉˇʽˇ ʲʰʻ˃ˈ 

ʻʰ ʺˋʰˋˍʰ˄ ʵʽʰˍʶʻʶʽ˃ʷ˄ˇˌκ ʹ ˄ʰ ʰʴˇˊʱˋʶˍʶ ˁʰ˂ʱ ˋʶ ˉˇʽˈˍʹˍʰΣ ʰ˂˂ʱ ʱˋ˔ʹ˃ʰ ˋʶ ʶ˃˒ʱ˄ʽˋʹ 

˂ʰ˔ʰ˄ʽˁʱ ˁʰʽ ˒ˊˇˏˍʰ ˋʶ ˃ʶʽ˖˃ʷ˄ʶˌ ˍʽ˃ʷˌΤ 

ʃˇ˂ˏ 1 

ɮˊˁʶˍʱ 2 

ɼʱˉ˖ˌ 3 

ʂ˔ʽ ˁʰʽ ˍˈˋˇ 4 

ɼʰʻˈ˂ˇˎ 5 

 
2. ʅˍˇ ˍʷ˂ˇˌ ˁʱʻʶ ʹ˃ʷˊʰˌΣ ʰˊˁʶˍʱ ˂ʰ˔ʰ˄ʽˁʱ ˁʰʽ ˒ˊˇˏˍʰ ˉˇˎ ˃ʷ˄ˇˎ˄ ʰˉˇˊˊʾˉˍˇ˄ˍʰʽ ʰˉˈ ˍʰ 

ˁʰˍʰˋˍʺ˃ʰˍʰ ˂ʽʰ˄ʽˁʺˌ ˉ˗˂ʹˋʹˌ ˉˇˎ ʻʷ˂ˇˎ˄ ˄ʰ ˉˊˇˋ˒ʷˊˇˎ˄ ˉʱ˄ˍʰ ˈˍʽ ˉʽˇ ˒ˊʷˋˁˇ ˋˍˇˎˌ 

ˉʶ˂ʱˍʶˌ ˍˇˎˌΦ ʅʶ ˉˇʽˇ ʲʰʻ˃ˈ ʻʰ ʺˋʰˋˍʰ˄ ʵʽʰˍʶʻʶʽ˃ʷ˄ˇˌκ ʹ ˄ʰ ʰʴˇˊʱˋʶˍʶ ˁʰ˂ʱ ˋʶ 

ˉˇʽˈˍʹˍʰΣ ʰ˂˂ʱ ˈ˔ʽ ˒ˊʷˋˁʰ ˂ʰ˔ʰ˄ʽˁʱ ˁʰʽ ˒ˊˇˏˍʰ ˋʶ ˋʹ˃ʰ˄ˍʽˁʱ ˃ʶʽ˖˃ʷ˄ʶˌ ˍʽ˃ʷˌ ˋˍˇ ˍʷ˂ˇˌ 

ˁʱʻʶ ˃ʷˊʰˌΤ 

ʃˇ˂ˏ 1 

ɮˊˁʶˍʱ 2 

ɼʱˉ˖ˌ 3 

ʂ˔ʽ ˁʰʽ ˍˈˋˇ 4 

ɼʰʻˈ˂ˇˎ 5 

 
3. ɮˊˁʶˍʱ ˄ˇʽˁˇˁˎˊʽʱ ʰˉˇˊˊʾˉˍˇˎ˄ ˒ʰʴʹˍˈ ˉˇˎ ˉʶˊʽˋˋʶˏʶʽ ˁʰʽ ˍˊˈ˒ʽ˃ʰ ˉˇˎ ˁˇ˄ˍʶˏʶʽ ʺ ʷ˔ʶʽ 

ˉʶˊʱˋʶʽ ʹ ʹ˃ʶˊˇ˃ʹ˄ʾʰ ˁʰˍʰ˄ʱ˂˖ˋʹˌ ˍˇˎˌΦ ʅʶ ˉˇʽˇ ʲʰʻ˃ˈ ʻʰ ʺˋʰˋˍʰ˄ ʵʽʰˍʶʻʶʽ˃ʷ˄ˇˌκ ʹ ˄ʰ 

ˋˎ˃˃ʶˍʱˋ˔ʶˍʶ ˋʶ ʷ˄ʰ ʵʾˁˍˎˇ ˃ʷˋ˖ ˍˇˎ ˇˉˇʾˇˎ ˃ˉˇˊʶʾˍʶ ˄ʰ ˉˊˇˋ˒ʷˊʶˍʰʽ ˍʰ ˍˊˈ˒ʽ˃ʰ ʰˎˍʱ 

˖ˌ ʵ˖ˊʶʱ˄ ʴʽʰ ˁʰˍʰ˄ʱ˂˖ˋʹ ʰˉˈ ʱˍˇ˃ʰ ˉˇˎ ˍˇ ʷ˔ˇˎ˄ ʰ˄ʱʴˁʹΤ 

ʃˇ˂ˏ 1 

ɮˊˁʶˍʱ 2 

ɼʱˉ˖ˌ 3 

ʂ˔ʽ ˁʰʽ ˍˈˋˇ 4 

ɼʰʻˈ˂ˇˎ 5 
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4. ʅʶ ˉˇʽˇ ʲʰʻ˃ˈ ʻʰ ˋʰˌ ʶ˄ʵʽʷ˒ʶˊʶ ˄ʰ ʰʴˇˊʱʸʶˍʶ ˋˎˋˁʶˎʰˋʾʶˌ ˋˎˋˍʰˍʽˁ˗˄ ʶˍˇʽ˃ʰˋʾʰˌ 

˒ʰʴʹˍˇˏ ˋˍʽˌ ˇˉˇʾʶˌ ˎˉʱˊ˔ˇˎ˄ ˃ʷˋʰ ˈ˂ʰ ˍʰ ʰˉʰˊʰʾˍʹˍʰ ʴʽʰ ˄ʰ ˒ˍʽʱ˅ʶˍʶ ʷ˄ʰ ˋˎʴˁʶˁˊʽ˃ʷ˄ˇ 

˒ʰʴʹˍˈΤ 

ʃˇ˂ˏ 1 

ɮˊˁʶˍʱ 2 

ɼʱˉ˖ˌ 3 

ʂ˔ʽ ˁʰʽ ˍˈˋˇ 4 

ɼʰʻˈ˂ˇˎ 5 

 

5th online poll: Adoption of actions 2 

1. ʃˈˋˇ ˋˎ˔˄ʱ ˒ˎ˂ʱʴʶˍʶ ˋˍʹ˄ ˁʰˍʱ˕ˎ˅ʹ ˒ˊˇˏˍʰ ˁʰʽ ˂ʰ˔ʰ˄ʽˁʱ ʴʽʰ ˄ʰ ˃ʹ˄ ˔ʰ˂ʱˋˇˎ˄Τ 

ʅˎ˄ʷ˔ʶʽʰ 1 

ɮˊˁʶˍʱ ˋˎ˔˄ʱ 2 

ɾʷˋʰ-˃ʷˋʰ 3 

ʅˉʱ˄ʽʰ 4 

ʃˇˍʷ 5 

 
2. ʃˈˋˇ ˁʰ˂ʱ ʴ˄˖ˊʾʸʶˍʶ ˍˇ˄ ˇˊʻˈ ˍˊˈˉˇ ˒ˏ˂ʰ˅ʹˌ ˒ʰʴʹˍˇˏ ˁʰʽ ˍˊˇ˒ʾ˃˖˄ ʴʽʰ ˃ʶʴʽˋˍˇˉˇʾʹˋʹ 

ˍʹˌ ʵʽʱˊˁʶʽʰˌ ʸ˖ʺˌ ˍˇˎˌΤ 

ʃˇ˂ˏ 1 

ɮˊˁʶˍʱ 2 

ɼʱˉ˖ˌ 3 

ʂ˔ʽ ˁʰʽ ˍˈˋˇ 4 

ɼʰʻˈ˂ˇˎ 5 

 
3. ɾʰʴʶʽˊʶˏʶˍʶ ʺ ˉʰˊʰʴʴʷ˂˄ʶˍʶ ˒ʰʴʹˍˈΣ ʷ˔ˇ˄ˍʰˌ ˎˉˈ˕ʹ ˍʽ ʻʰ ˁʱ˄ʶˍʶ ˈˍʽ ˃ʶʾ˄ʶʽ ˗ˋˍʶ ˄ʰ 

˃ʶʽ˖ʻˇˏ˄ ˍʰ ʰˉˇˊˊʾ˃˃ʰˍʰΤ 

ɿʰʽΣ ˅ʷˊ˖ ʰˉˈ ˉˊʽ˄ ˍʽ ʻʰ ˁʱ˄˖ ˃ʶ ˈˍʽ ʻʰ ˃ʶʾ˄ʶʽ 1 

ʂ˔ʽΣ ʵʶ˄ ˉˊˇʲ˂ʹ˃ʰˍʾʸˇ˃ʰʽ ʰˉˈ ˉˊʽ˄ ˃ʶ ˍˇ ˍʽ ʻʰ ˁʱ˄˖ ˒ʰʴʹˍˈ ˉˇˎ 
ʻʰ ˃ʶʾ˄ʶʽ 

2 

 

6th online poll: Knowledge quiz 1 

1. ʅʶ ˉˇʽʰ ʻʶˊ˃ˇˁˊʰˋʾʰ ˉˊʷˉʶʽ ˄ʰ ʲˊʾˋˁʶˍʰʽ ʹ ˋˎ˄ˍʺˊʹˋʹ ˍˇˎ ˕ˎʴʶʾˇˎ ˋʰˌΤ 

ʃʱ˄˖ ʰˉˈ рʁC ˁ ʰʽ ˁʱˍ˖ ʰˉˈ уʁC 1 

ʃʱ˄˖ ʰˉˈ оʁC ˁ ʰʽ ˁʱˍ˖ ʰˉˈ рʁC 2 

ʃʱ˄˖ ʰˉˈ лʁC ˁ ʰʽ ˁʱˍ˖ ʰˉˈ оʁC 3 

  

2. ʅʶ ˉˇʽʰ ʻʶˊ˃ˇˁˊʰˋʾʰ ˉˊʷˉʶʽ ˄ʰ ʲˊʾˋˁʶˍʰʽ ˇ ˁʰˍʰ˕ˏˁˍʹˌ ˋʰˌΤ 

ʅˍˇˎˌ -18 ʁC 1 

ʅˍˇˎˌ -15 ʁC 2 

ʅˍˇˎˌ -8 ʁC 3 
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3. ʆˇ ˒ʰʴʹˍˈ ˉˇˎ ˃ˉʰʾ˄ʶʽ ˋˍʹ˄ ˁʰˍʱ˕ˎ˅ʹ ˔ʱ˄ʶʽ ʰˉˈ ˍʹ˄ ˉˇʽˈˍʹˍʰ ˍˇˎ ˁʰʽ ʶʾ˄ʰʽ ˂ʽʴˈˍʶˊˇ 

ʻˊʶˉˍʽˁˈΦ  

ʁˊʻˈ 1 

ɽʱʻˇˌ 2 

 
4. ʃˇʽˇˌ ʶʾ˄ʰʽ ˇ ˁʰ˂ˏˍʶˊˇˌ ˍˊˈˉˇˌ ʴʽʰ ˅ʶˉʱʴ˖˃ʰ ˒ʰʴʹˍˇˏ ʰˉˈ ˍʹ˄ ˁʰˍʱ˕ˎ˅ʹΤ 

ʆˇˉˇʻʷˍʹˋʹ ˁʱˍ˖ ʰˉˈ ˔˂ʽʰˊˈ ˄ʶˊˈ 1 

ʆˇˉˇʻʷˍʹˋʹ ˋˍˇ ˕ˎʴʶʾˇ ˁʰˍʱ ˍʹ ʵʽʱˊˁʶʽʰ ˍʹˌ ˄ˏˁˍʰˌ 2 

ʅˍˇ˄ ˉʱʴˁˇ ˍʹˌ ˁˇˎʸʾ˄ʰˌ ˃ʷ˔ˊʽ ˄ʰ ˅ʶˉʰʴ˗ˋʶʽ  3 

 

7th online poll: Knowledge quiz 2 

1. ʃˇʽˇˌ ʶʾ˄ʰʽ ˇ ˁʰ˂ˏˍʶˊˇˌ ˍˊˈˉˇˌ ˒ˏ˂ʰ˅ʹˌ ˂ʰ˔ʰ˄ʽˁ˗˄Τ (this question was not presented in 

the report as it was not considered clear enough to produce reliable answers) 

ʅʶ ʷ˄ʰ ˁ˂ʶʽˋˍˈ ʵˇ˔ʶʾˇ ˋˍˇ ˁʱˍ˖ ˋˎˊˍʱˊʽ ˍˇˎ ˕ˎʴʶʾˇˎ 1 

ʅʶ ˔ʰ˂ʰˊʱ ʵʶ˃ʷ˄ʹ ˉ˂ʰˋˍʽˁʺ ˋʰˁˇˏ˂ʰ ˋˍˇ ˁʱˍ˖ ˋˎˊˍʱˊʽ ˍˇˎ 
˕ˎʴʶʾˇˎ 

2 

ɳ˂ʶˏʻʶˊʰ ˋˍˇ ˁʱˍ˖ ˋˎˊˍʱˊʽ ˍˇˎ ˕ˎʴʶʾˇˎ 3 

 
2. ʃˇʽˇˌ ʶʾ˄ʰʽ ˇ ˁʰ˂ˏˍʶˊˇˌ ˍˊˈˉˇˌ ˒ˏ˂ʰ˅ʹˌ ˉʰˍʰˍ˗˄Τ 

ʅˍˇ ˕ˎʴʶʾˇ 1 

ʅʶ ʶ˅˖ˍʶˊʽˁˈ ˔˗ˊˇ 2 

ʅʶ ˄ˍˇˎ˂ʱˉʽ  3 

 
3. ʆʰ ˃ʰ˄ʽˍʱˊʽʰ ˃ˉˇˊˇˏ˄ ˄ʰ ˁʰˍʰ˕ˎ˔ʻˇˏ˄ ˁʰʽ ˄ʰ ˁʰˍʰ˄ʰ˂˖ʻˇˏ˄ ʰˊʴˈˍʶˊʰΤ 

ɿʰʽΣ ʰ˂˂ʱ ˃ˈ˄ˇ ʰ˄ ʶʾ˄ʰʽ ˖˃ʱ 1 

ɿʰʽΣ ʶʾˍʶ ˖˃ʱΣ ʶʾˍʶ ˃ʰʴʶʽˊʶ˃ʷ˄ʰ 2 

ʂ˔ʽ ʵʶ˄ ˃ˉˇˊʶʾˌ ˄ʰ ˁʰˍʰ˕ˏ˅ʶʽˌ ˃ʰ˄ʽˍʱˊʽʰ  3 

 
4. ɾˉˇˊʶʾˌ ˄ʰ ˁʰˍʰ˄ʰ˂˗ˋʶʽˌ ˒ˊˇˏˍʰ ˁʰʽ ˂ʰ˔ʰ˄ʽˁʱ ˉˇˎ ʷ˔ʶʽ ˉʶˊʱˋʶʽ ʹ ʹ˃ʶˊˇ˃ʹ˄ʾʰ 

ˁʰˍʰ˄ʱ˂˖ˋʹˌ ˍˇˎˌΤ 

ʂ˔ʽ 1 

ɿʰʽΣ ʶ˒ˈˋˇ˄ ˒ʰʾ˄ˇ˄ˍʰʽ ʰˁˈ˃ʹ ˁʰ˂ʱ 2 

 

 


