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Practice what you peach:
attitudes towards food waste
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Infographic summary
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Practice what you peach

Gen Z and Gen Y households waste the most food in a typical week

e New Zealanders waste on average 12% of the food they buy each week. This equates to $1,071
every year.

Annually this equates to just over $1.8 billion of food wastage in New Zealand'.

Thinking about how much your household spends on food each week, what proportion do you
estimate goes to waste?
By generations
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Base: All respondents (2017: Gen Z: n=48, Gen Y: n=390, Gen X: n=321, Baby Boomers: n=244, Total: n=1,003)
. Tests for significance have been carried out for this question 1 Significantly higher than average | Significantly lower than average
REl Consulting 1 Estimate based on the number of households according to Stats NZ as at 31 March 2017 5
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Practice what you peach
The more often people eat out in a typical week, the more likely they are to

waste food each week - with people who eat out at least 3 times a week
wasting on average one fifth of the food they purchase

Thinking about how much your household spends on food each week, what proportion do you
estimate goes to waste?
By how often you eat a mean in a restaurant or café in a typical week
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Base: All respondents (2017: 0 times: n=461, Once: n=389, Twice: n=83, More than 3 times: n=70, Total: n=1,003)
. Tests for significance have been carried out for this question 1 Significantly higher than average | Significantly lower than average
Rl Consulting
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Practice what you peach

32% of Gen Z and 22% of Gen Y say it doesn’t really cross their minds when
food is wasted — a higher proportion than their older peers

When food is wasted how do you feel?
By generations

= Negative - | don't like wasting food = Neutral - It doesn't really cross my mind = Positive - | know | am not eating too much
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Base: All respondents (2017: Gen Z: n=45, Gen Y: n=374, Gen X: n=297, Baby Boomers: n=220, Total: n=936)
N Tests for significance have been carried out for this question 1 Significantly higher than average | Significantly lower than average

Rl Consulting 7
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Practice what you peach

70% of New Zealanders underestimated how much food is wasted in NZ each
year, with Gen Y (79%) the least informed

And in total, how much food do you think is wasted in New Annual total wastage in NZ
Zealand each year? is
By generations 122,547 tonnes’

= Around 20,000 tonnes = Around 40,000 tonnes = Around 60,000 tonnes
m Around 80,000 tonnes ® Around 100,000 tonnes = More than 100,000 tonnes
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Base: All respondents (2017: Gen Z: n=48, Gen Y: n=390, Gen X: n=321, Baby Boomers: n=244, Total: n=1,003)
. Tests for significance have been carried out for this question 1 Significantly higher than average | Significantly lower than average
Rl Consulting 1 http://www.wasteminz.org.nz/projects/love-food-hate-waste/ 8
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Practice what you peach

Gen Z and Gen Y, who on average waste the most food, are also most likely
to show wasteful behaviours in other aspects of their lives — particularly taking
long showers and buying clothes that they never wear

How often do you do the following?
By generation

= Sometimes = Always

Buy clothing/ shoes/ accessories that you never wear Shower for more than 4 minutes at a time
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Boomers Boomers
Drive to destinations where you could probably Leave appliances such as the TV, microwave
walk or catch public transport etc. on when I'm not using them
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< Base: All respondents (2017: Gen Z: n=48, Gen Y: n=390, Gen X: n=321, Baby Boomers: n=244, Total: n=1,003)
: . Tests for significance have been carried out for this question 1 Significantly higher than average | Significantly lower than average
&l Consulting
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Practice what you peach

New Zealanders who grow their own herbs or fruits/vegetables are more
conscious of where food is produced and are also more willing to pay extra for
locally sourced produced

To what extent do you agree with the following statements?
Agree - By whether people grow their own herbs/ fruits/

vegetables
I'm more likely to buy food that has been | would like to be able to buy produce directly
produced locally from the grower/ farmer more often
100% 100%
80% 64% 1 . 80% 72% 1 66%
59% 57% |
60% 50% | 60%
40% 40%
20% 20%
0% 0%
Grow your own Do not grow your own Total Grow your own Do not grow your own Total
I'm willing to pay more for food that has been | always check where the food has been
produced locally produced before | buy it
100% 100%
80% 80%
60% 60%
42% 1 38% 44% 1 . 39%
40% 30% | 40% 32% |
0% 0%

Grow your own Do not grow your own Total Grow your own Do not grow your own Total

Base: All respondents (2017: Gen Z: n=48, Gen Y: n=390, Gen X: n=321, Baby Boomers: n=244, Total: n=1,003)
Tests for significance have been carried out for this question 1 Significantly higher than average | Significantly lower than average
Note: Agree — includes respondents who said ‘Somewhat agree’ and ‘Strongly agree’ 10
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Practice what you peach

People who are more knowledgeable about farming and food production are
much more concerned about supermarket practices of rejecting
fruits/vegetables based on cosmetic standards

N

In New Zealand, 20-40% of fruit and vegetables supplied by producers is rejected by supermarkets
because it does not meet cosmetic standards - e.g. it has blemishes, imperfections or is the wrong
shape or size. How concerned are you about this?

By how much you know about farming and food production

= Not very concerned (0-2) = Neutral (3-7) = Highly concerned (8-10)
100%
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0%

Hardly anything at all A little bit Quite a bit A great deal Total

Base: All respondents (2017: Hardly anything at all: n=187, A little bit: n=521, Quite a bit: n=238, A great deal: n=57, Total: n=1,003)
N Tests for significance have been carried out for this question 1 Significantly higher than average | Significantly lower than average

Rl Consulting 1
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Practice what you peach

People highly concerned about supermarkets rejecting produce based on
cosmetic standards are much more likely to purchase imperfect fruit and
vegetables

Please see below for images of two carrots. Both carrots are exactly the same on the inside Carrot A costs
$2.00 per kilogram Carrot B costs $1.60 per kilogram.
Which carrot would you buy?
By concern about supermarkets rejecting fruits/ vegetables for not meeting cosmetic standards

100%

80%

m Carrot A = Carrot B

Carrot B

Ve |

70%

60% $1.60/kg

50%

Carrot A
40%

30%

20%

10%
$2.00/kg

0%

Not very concerned (0-2) Neutral (3-7) Highly concerned (8-10) Total

Base: All respondents (2017: Not very concerned (0-2): n=68, Neutral (3-7): n=558, Highly concerned (8-10): n=377, Total: n=1,003)
D . ote: Respondents who selecte on’t know’ or ‘Il am not sure’ were excluded from analysis
N N R d h I d ‘Don’'tk “or ’ luded fi lysi
Rl Consulting Tests for significance have been carried out for this question 12
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Practice what you peach
Only 26% of New Zealanders have ever purchased imperfect looking fruit or
vegetables

h

Are you aware of/ have you ever bought imperfect looking fruit and vegetables?
By generations

= Not aware of imperfect fruit and vegetables = Have not bought imperfect looking fruit and vegetables
= Have bought imperfect looking fruit and vegetables

100%
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GenZ GenY Gen X Baby Boomers Total

0%

Base: All respondents (2017: Gen Z: n=48, Gen Y: n=390, Gen X: n=321, Baby Boomers: n=244, Total: n=1,003)
N Tests for significance have been carried out for this question 1 Significantly higher than average | Significantly lower than average

Rl Consulting 13
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Practice what you peach

4 in 5 people who have purchased imperfect fruits/vegetables are likely to do
so again in future if the option was available to them; likelihood of purchasing

imperfect fruit in the future increases with farming and food production

knOWIedggsuming they were available in your local area, how likely are you to buy imperfect looking fruit and
vegetables?

= Unlikely (1-2) =3 = Likely (4-5)

By imperfect fruit/ .
yimp ) By region By how much you know about farming
vegetables buying i
. and food production
experience
100%
90%
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70%
60%
50%
40%
30%
20%
- I I
w TR == ' I I — s
Have NOT Have bought Auckland Outside Hardly anything A little bit Quite a bit A great deal Total
bought before Auckland at all
Base: All respondents (2017: Have NOT bought: n=757, Have bought before: n=246, Auckland: n=135, Outside Auckland: n=868, Hardly anything
. at all: n=187, A little bit: n=521, Quite a bit: n=238, A great deal: n=57, Total: n=1,003)
RFI COﬂSU|tln9 Tests for significance have been carried out for this question 1 Significantly higher than average | Significantly lower than average 14
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Key points

Practice what you peach: attitudes towards food waste

Gen Z and Gen Y households waste the most food in a typical week

The more often people eat out in a typical week, the more likely they are to waste food each week - with people who eat out at least 3 times a

week wasting on average one fifth of the food they purchase
32% of Gen Z and 22% of Gen Y say it doesn’t really cross their minds when food is wasted — a higher proportion than their older peers
70% of New Zealanders underestimated how much food is wasted in NZ each year, with Gen Y (79%) the least informed

Gen Z and Gen Y, who on average waste the most food, are also most likely to show wasteful behaviours in other aspects of their lives —

particularly taking long showers and buying clothes that they never wear

New Zealanders who grow their own herbs or fruits/vegetables are more conscious of where food is produced and are also more willing to pay

extra for locally sourced produced

People who are more knowledgeable about farming and food production are much more concerned about supermarket practices of rejecting

fruits/vegetables based on cosmetic standards

People highly concerned about supermarkets rejecting produce based on cosmetic standards are much more likely to purchase the imperfect

fruit and vegetables
Only 26% of New Zealanders have ever purchased imperfect looking fruit or vegetables

4 in 5 people who have purchased imperfect fruits/vegetables are likely to do so again in future if the option was available to them; likelihood of

purchasing imperfect fruit in the future increases with farming and food production knowledge
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Legal notice and disclaimer

- This presentation has been prepared by Retail Finance Intelligence Pty Limited ACN 121 015 192 and its associated entities worldwide (“RFi Group”) and is
provided to
you for the purposes set out in the agreement signed by you relating to this presentation.

- All information contained in this presentation (including this notice) (“Information”) is confidential. By receiving the Information you are deemed to agree that you
will hold

the Information in strict confidence and keep it secret, and not reproduce, disclose or distribute the Information to any third party or publish the Information for any

purpose. The obligations imposed upon you by this document are in addition to the obligations imposed upon you under any non-disclosure agreement or other
agreement

signed by you relating to the Information. You agree not to modify or alter the Information in any way. If you are not the intended recipient you must not use or
disclose the

information in this research in any way. If you received it in error, please tell us immediately by return e-mail and delete the document. We do not guarantee the
integrity of

any e-mails or attached files and are not responsible for any changes made to them by any other person.
- This Information shall not form the basis of any contract or commitment. No action should be taken on the basis of, or in reliance on, this presentation.
- Except as required by law, no representation or warranty, express or implied, is made as to the fairness, accuracy, completeness or correctness of the Information,
opinions

and conclusions, or as to the reasonableness of any assumption contained in this presentation. By receiving this presentation and to the extent permitted by law,
you

release RFi Group and its officers, employees, agents and associates from any liability (including, without limitation, in respect of direct, indirect or consequential
loss or

damage or loss or damage arising by negligence) arising as a result of the reliance by you or any other person on anything contained in or omitted from this
presentation.
- Any forward looking statements included in this presentation involve subjective judgment and analysis and are subject to significant uncertainties, risks and

contingencies, many of which are outside the control of, and are unknown to, RFi Group or its officers, employees, agents or associates. Actual future events may
vary

materially from any forward looking statements and the assumptions on which those statements are based. Given these uncertainties, you are cautioned to not
place

undue reliance on any such forward looking statements.
- Unless otherwise specified in any agreement to which this presentation relates, no responsibility is accepted by RFi Group or any of its officers, employees, agents
or

associates, nor any other person, for any of the Information or for any action taken by you on the basis of the Information.
- RFi Group is not licenced to, has not and does not provide any financial advice or deal with any financial products or securities in the process of assisting in the
compilation

of this Information. This Information does not constitute investment, legal, taxation, financial product or other advice and the presentation does not take into
account your

investment objectives, financial situation or particular needs. You are responsible for forming your own opinions and conclusions on such matters and should
make your

own independent assessment of the information and seek independent professional advice in relation to the Information and any action taken on the basis of the

Information. RFi Group does not make, adopt or endorse any recommendation in this document.
- Unless otherwise specified in any agreement to which this presentation relates, The “Intellectual Property Rights” (meaning any and all patents, rights in
inventions, trade

marks, service marks, copyrights and related rights, database rights, moral rights, rights in designs, know-h%m@!% aEXpQ@F&JQFﬁ”ﬁG@HﬁJu%@%ﬁH@a
property rights
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Contact us

RFi GROUP AUSTRALIA & NZ
Level 12

92 Pitt Street

Sydney NSW 2000

Australia

Telephone +61 2 9126 2600

RFi GROUP NORTH & LATIN
AMERICA

One Embarcadero Center, Suite 500
San Francisco, CA

94111, USA

Telephone +1 415 315 1690

RFi GROUP CANADA
100 King Street West
Suite 5600

Toronto, Ontario

M5X 1C9

Telephone +1 416 644 8524

RFi GROUP AUSTRALIA &
NZ

Level 2

The Lantern, 707 Collins
Street

Docklands Melbourne VIC
3008

Australia

Telephone +61 2 9126 2600

RFi GROUP ASIA
Level 12

Straits Trading Building
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Singapore 049910

Telephone +65 6597 7028

RFi GROUP NORTH ASIA
Unit 740, 2 Exchange Square
8 Connaught Place

Central

Hong Kong

Telephone +852 2297 2427

RFi GROUP EMEA

2nd Floor, Saxon House
48 Southwark Street
SE1 1UN

London, United Kingdom

Telephone +44 203 862 2166
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