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ABSTRACT 
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Executive summary 
This report is DECISIVE deliverable D6.2: ñState-of-the-art of communication materials and incentive 

methodsò. It focuses on existing guidelines and good practices regarding communication and incentives 

aiming at improving bio-waste management of households, restaurants, and catering services. While it 

primarily focuses on ensuring that the DECISIVE units receive sufficient quantities of source-separated 

bio-waste with a proper quality, it also tackles food waste prevention, especially the reduction of food 

wastage, and on the issue of promotion and public acceptance of the DECISIVE treatment units. Finally, 

it presents benchmarking elements on the biowaste generation and composition, as well as the potential 

impact of several communication activities and incentives on biowaste management. 

General considerations 

Communication activities and incentives mainly aim to enable the change of behaviours of waste 

producers so that they lower their food waste production and sort their biowaste in a proper way. To do 

so, they are designed to inform the waste producers on the proper behaviours, provide to them 

convenient ways to do so, and motivate them by providing evidences on the benefits of the required 

change of behaviours, by penalising bad behaviours or by rewarding positive ones. Incentives cover a 

wide range of action: the quality of the collection service offered, the pre-collection and collection material 

proposed to waste producers, the controls made to ensure a proper sorting associated with responses, 

financial instruments, and legal obligation. Likewise, communication activities are very diverse, ranging 

from very general advertisement campaigns to direct engagement of the population through workshops 

and training sessions. 

The report focuses on three main target audiences: the households, the restaurants, and the collective 

catering services such as school canteens. For the two last categories, it is important to note that two 

main categories of target audiences are considered: the staff preparing and serving the meals, and the 

guests eating them. 

DECISIVE demonstration sites 

Both DECISIVE demonstration sites (located in Lyon and Catalonia) primarily focus on commercial waste 

producers, namely restaurants and collective catering services; the demonstration site in Catalonia plans 

to involve the students on the UAB campus at a later stage, where the whole system will be implemented. 

Both demonstration sites share similarities, especially when it comes to the general lack of incentives 

available to promote biowaste separation (no PAYT system, little legal obligations for biowaste source 

separation). Some differences can also be noted:  

Á The type of waste targeted: in the Lyon case study, only vegetal food waste from meal 

preparation will be targeted, while in Catalonia all types of food waste is considered; 

Á The existence of a bio-waste collection system in Catalonia, while in Lyon it is currently limited 

to 2 restaurants; 

Á The identification of waste producers: for the Catalonian site, the targeted biowaste producers 

are well identified, while in Lyon the potential participants still need to be identified and 

approached.  
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Guidelines and good practices 

An extensive review of existing guidelines and documented good practices was conducted, focusing on 

municipal waste, commercial catering, and collective catering services.  

Both food waste prevention and source separation can be enhanced by providing concrete information 

and instruments (pre-collection and collection equipment, collection service) that makes them 

comprehensive and convenient. Providing very concrete information and guidance on how to plan food 

purchase, store food, re-use leftovers, and store biowaste to avoid nuisances are necessary so that 

people can adapt their behaviours. This can be done through addressed communication and by 

developing training sessions. The preparation phase and first weeks of implementation are especially 

important to properly train the waste producers and correct the first mistakes.  

On the other hand, it is important to provide motivation to do so, by highlighting the benefits for them 

(saving money thanks to the reduction of food wastage) or for the community (reducing landfilled waste, 

enabling the creation of local jobs, generating renewable energy and local fertiliser), hence making the 

proper behaviour meaningful.   

The documented good practices allow highlighting the effectiveness of several incentives and 

communication instruments. It appears that good practices generally rely on a combination of instruments 

rather than one single instrument. However, the effectiveness of legal obligation, and more importantly of 

PAYT systems must be highlighted; they can be regarded as among the most effective drivers behind the 

implementation of source separation of biowaste. 

The review of different cases focusing on decentralised composting tend to show that it is relevant to take 

advantage of the smaller scope of such system as well as of its more concrete outcomes to motivate 

waste producers. Organising visits and developing a sense of community can help improving the sorting 

behaviours. 

Regarding acceptance and promotion of the system to local players, it is relevant to map significant  

stakeholders in terms of interest and potential impact on the systemôs success and approach them taking 

into account what their interest is. A special attention will have to be brought on the potential odours that 

could make the local players oppose the system.  

Recommendations for the demonstration sites 

The report details various general recommendations as well as more specific ones targeting the two 

demonstration sites regarding the communication activities, key messages, and communication materials 

to be produced in order to involve waste producers and promote the system to external stakeholders. 

These recommendations will provide a basis for the DECISIVE partners in charge of implementing the 

case studies to shape their communication strategy. 
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1. Introduction: objectives and scope of the report 

1.1 OBJECTIVES OF THE REPORT 

In order to improve the resilience of urban areas, the DECISIVE project proposes to change the 

present urban metabolism for organic matter, energy and bio waste to a more circular economy. To 

do so, the DECISIVE consortium is designing eco-innovative, decentralised biowaste management 

systems relying on micro anaerobic (mAD) digestion plants and solid state fermentation units to 

produce local energy and bio-products intended for urban and peri-urban farms. The project also aims 

to demonstrate the validity of its findings by setting two demonstration sites: one in Catalonia, Spain 

and one in Lyon, France. It will make its findings available to any territory through a Decision-Support 

Tool (DST) that aims at supporting the users in the selection of the most appropriate biowaste 

management option for a specific study zone. 

The success of these demonstrations sites will greatly depend on the involvement of the local players, 

especially the targeted waste producers whose biowaste will be processed in the mAD units. To 

promote this, relevant communication activities and incentives have to be identified, taking into 

account the local specificities, and based on previous experiences focusing on biowaste collection 

and treatment.  

To define relevant incentives and communication activities and materials, this report proposes to 

provide an overview and analysis of various, previous experiences. The conclusions drawn from this 

overview will serve two main purposes: 

Á The proposition of communication materials and activities for the implementation of the 

two demonstration sites; 

Á General recommendations for communication and incentives for the implementation of 

DECISIVE systems; 

Á The identification of benchmarking elements related to the potential impact of various 

communication activities and incentives to provide input for the upcoming simulation 

exercises aiming to test the DECISIVE system in theoretical sites. 

The findings of this report are based on the analysis of actual experiences, focusing on various 

parameters: local context, target audience, practical implementation, resources allocated, and 

quantitative impact. Special attention has been brought to the comparability of the data presented and 

to the transferability of results. 

1.2 LINKS WITH OTHER DECISIVE ACTIVITIES 

This report is D6.2: state-of-the-art of communication materials and incentive methods and 

communication materials and incentives proposal. It is part of WP6.1 (selection of locations and 

associated incentives for demonstration implementation) within WP6 (Demonstration set-up). It is 

included in the activity 3 of WP6.1, which will be called here task 6.1.3 (T6.1.3). It is based on the 

inputs provided by D6.1 (report on the system simulation for the LYON and CATALONIA cases), 

elaborated in the framework of WP6.1ôs activity 2: Characterisation of the demonstration sites and 

simulation of the implementation of the methodology. 
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As mentioned above, this report will support the implementation of the demonstration sites as 

foreseen in WP6.2. It will also provide quantitative data for WP6.1ôs activity 5, whose objective is to 

stimulate the implementation of the DECISIVE system on a set of theoretical sites by applying the 

Decision Support Tool, in order to assess the potential impact of the use of specific incentives and/or 

communication activities. 

1.3 GOALS AND SCOPE OF THE STUDY 

1.3.1 Goal and focus 

As stated previously, the main objective of this study is to identify communication activities and 

incentives promoting biowaste collection and treatment. Considering DECISIVEôs targets, the main 

focus will be put on collection and treatment of biowaste, namely: 

Á How to promote and optimise waste producersô participation, especially: 

Á How to optimise the capture rate of biowaste; 

Á How to avoid impurities in the biowaste stream (e.g. the sorting mistakes) 

Á How to involve local stakeholders (public authority, users of the by-products) 

Á Acceptability of the treatment units 

However, it seems essential to also cover waste prevention, especially the reduction of food 

wastage, in order to limit the share of avoidable food waste in the collected biowaste.  

In general, the key messages must be in line with the waste hierarchy, i.e.: 

Á Strict avoidance, e.g. by adopting adequate shopping and storing behaviours; 

Á Reduction at the source, e.g. by avoiding over-preparation; 

Á Re-use, e.g. by cooking leftovers or through food donation; 

Á Recycling thanks to source separation and organic recovery. 

The documentation of previous case studies and existing guidelines documents aims at highlighting 

the following elements: 

Á Description of the communication/incentives 

Á Resources allocated for the activities 

Á Key factors of success (on both external factors and instruments implemented), e.g. which 

communication activities, incentives, or regulatory framework contributed to the success of 

the case study. 

Á Assessment of the effectiveness: 

Á On sorted quantities 

Á On the level of impurities 

Á On waste producersô satisfaction 

Á Challenges and barriers (linked to external factor, regulationé) 

A cross analysis of the different case studies is to be conducted, by collecting information of the 

impact of the different instruments highlighted in the case studies (comparing the performances 
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before and after the implementation of a given instrument) and by comparing the performances of 

various territories where different sets of instruments are in use. This contributes to: 

Á Assess the effectiveness of different types of instruments (e.g. what increase of sorting 

performances can be expected after implementing a door-to-door communication campaign) 

and thus identify effective instruments for the implementation of DECISIVE systems; 

Á Identify good practices for the implementation of communication and incentives (e.g. 

what key messages are relevant for the different target audience); 

Recommendations will then be provided for the two demonstration sites, based on these findings and 

according to their outlines. 

1.3.2 Scope of the study 

The scope of the report was defined to be consistent with the demonstration sites and the 
requirements set for A6.1.5. 

Á Scope for waste: the project focuses primarily on ñmunicipal wasteò, i.e. household waste 

and similar waste (commercial waste, waste from public institutionsé). More specifically: 

Á Household biowaste (food waste and possibly garden waste); 

Á Biowaste generated by the catering sector, including commercial catering and 
collective catering (school canteens, catering in healthcare establishmentsé) 

Á Target audiences of the communication material and incentives to be analysed: 

Á Waste producers: households, restaurants, collective cateringé More specifically, 

the target audiences also include the staff handling waste in the waste producersô 

premises: cooks, staff in charge of waste handling, managers, inhabitants, caretakers 

of buildingsé Waste producers are regarded as the priority for this report. 

Á External stakeholders: players that will be impacted by the DECISIVE systems will 

also be considered, e.g. potential users of the by-products (especially the users of 

bio-products and digestate), inhabitants and companies in the vicinity of the mAD 

units (which can be impacted by the odours, noiseé), or any relevant stakeholders 

who could be interested or replicate the system. 

Á Collection and treatment organisers/operators: local authorities in charge of waste 

collection and treatment, waste companies handling waste. 
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2. Communication and incentives: general 

considerations 

Reducing food waste and separating biowaste requires a behavioural change. Several factors are 

recognised as necessary to trigger and sustain these changes: enablers (infrastructure, educationé), 

encouragement (taxes, rewardsé), engagement (community involvementé), and be exemplary. 

(R.E. Timlett, 2007) 

2.1 COMMUNICATION AND INCENTIVES 

ñCommunicationò and ñincentivesò encompass many different instruments that can be used by waste 

management systems to mobilise local stakeholders. These instruments serve primarily two 

purposes: 

Á Information: providing information is the first step for the involvement of waste 

producers. This consists in providing basic elements on how they are supposed to 

contribute to waste collection and treatment, e.g. sorting guidelines (what fractions they 

are supposed to sort and where to put them), the equipment to be used (for pre-collection 

and collection, e.g. must the waste producer use a specific type of bagé), the collection 

modalities (where and when to put the collection bin to be picked up)é Information can 

also cover other aspects such as good practices to limit food wastage, how to reduce 

nuisances linked with the storage of biowaste in the kitchené and on the general system: 

where the waste is sent, the output of the treatment unité 

Á Motivation: this consists in favouring positive behaviours leading to the success of the 

waste management system, i.e. promoting the prevention of avoidable food waste, proper 

sorting of biowaste and general compliance with the sorting guidelines. Both 

communication activities and incentives can impact motivation, by relying on specific 

drivers and interest of the target audience: highlight the benefit of adopting the right 

behaviour (on the environment, on local employmenté), reward positive behaviours (by 

charging less the biowaste collection), penalising negative behaviours (e.g. fines when 

impurities are too high), or making sorting mandatory. 

It is challenging to define a consistent terminology for communication activities and incentives, as 
these terms cover a large range of instruments. Establishing such terminology is however needed to 
conduct cross-analyses of comparable instruments.  
 
Regarding incentives, the following categories are established: 

Á Pre-collection equipment: providing equipment (such as compostable bags and kitchen bio-

bins) can be a way to promote biowaste separation; it can help users reduce the potential 

nuisance (flies, odours, leaks); 

Á Collection system:  

Á Collection service: the quality of the service or the way it is organised can impact 

the participation of waste producers. For instance, for door-to-door collection, 

collecting more frequently biowaste than residual waste might make waste producers 

use the biowaste collection more so that they can get rid more frequently of their 

odorous waste. 
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Á Collection equipment: several systems can be regarded as incentives for waste 

producers to sort their biowaste, such as nominative bio containers or transparent 

bags for residual waste. 

Á Controls: 

Á Control of the quality of the biowaste: regular control of the content of the sorted 

biowaste can help to guarantee a certain quality. 

Á Control of the sorting: control of the content of the residual waste bin can promote a 

higher capture rates. 

Á Associated response: various degree of response can be associated with controls, 

from communication (signalling the mistake to the waste producer), to fines. 

Á Financial incentives: making sustainable behaviours more economically attractive is a 

common and effective instrument: 

Á Charging system: incentivising charging systems such as pay-as-you-throw systems 

are likely to promote biowaste sorting. 

Á Financial bonus: giving a financial bonus to the waste producer sorting its biowaste 

can also be considered (e.g. a waste tax cuté). Other possible retribution can be the 

free distribution of compost to inhabitants. 

Á Legal obligation: making biowaste separation mandatory is another incentive for biowaste 

collection. How this obligation is then enforced is equally important. 

Á Incentives targeting the waste collectors: several incentive systems can target the 

organisation managing waste collection (e.g. the public authority in charge of collecting 

municipal waste), for instance by providing grants or through taxes on landfilling and 

incineration. 

For communication activities, different parameters will be documented to allow cross analyses: 

Á Type of communication activity: communication campaign, sorting leaflet, dedicated 

website, network of sorting ambassadors are all different types of communication activities 

with variable effectiveness. 

Á Proximity with the target audience: communication can be unaddressed (e.g. a website), 

addressed specifically to the target audience (e.g. mailed sorting guidelines), or interactive 

(door-to-door communication campaign, training sessioné); 

Á Key messages: how the communication is formulated, what information is prioritised and on 

which drivers it is based can all have an impact of the effectiveness of the activity.  

Á Communication channels and media: TV, radio, billboards, leaflets, websiteé 

Á Organisation/people voicing and associated with the messages: public authority, 

collection operator, local NGO, celebrityé 

These different aspects are to be investigated to identify trends and possible gaps regarding the 

effectiveness of communication activities.   

In D3.7 (Documentation of models for decentralised biowaste collection chains with a waste collection 

database for representative situations), the requirements regarding communication and incentives for 

DECISIVE systems were detailed. Indeed, ñeach decentralised scheme has to i) ensure high quality 

biowaste for biological treatment, ii) provide a high connection rate for waste generators, iii) contribute 

to waste prevention, and iv) it has to be flexible regarding local needsò (TUHH, 2018). To achieve 
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these goals, D3.7 proposes to implement the following features in each decentralised system  

Á Location adapted source-separation guidelines: The guidelines should provide specific 

information taking into account the local situation and the actual organisation of the system. 

Updates taking into account evolution of the system or elements to correct can be foreseen.  

Á Waste management information for waste generators: beside practical information on the 

sorting guidelines, waste generators should be informed about the goals of source-separation, 

the destination of biowaste, and the products generated during valorisation, in order to 

strengthen the trust of the citizens/waste generator in waste management. Feedback on the 

collected quantities, impuritiesé presented in kg/cap could contribute to make the waste 

producer realise their contribution to the system. 

Á Labelling of collection containers: labelling both biowaste and residual containers (e.g. 

putting the name of the waste producers or a code allowing its identification)  will be important 

to clarify the sorting guidelines and limit sorting mistakes.  

Á Control of source-separated biowaste quality at collection: control of the quality of sorting 

performed at collection level will contribute to ensure a proper quality of the input and inform 

waste producers about their mistakes. Various responses can be foreseen, from simple 

feedback to fines.   

Á Quality control for biowaste at treatment site: periodical composition analysis of the 

delivered biowaste assures good performance of the biological treatment and provides more 

detailed technical information which is useful for either waste management purposes or to gain 

information about waste generators. 

Á Periodical reporting to waste management authority: data on collected quantities and 

quality serve the purpose of monitoring the performance of the decentralised collection system 

as well as complying with reporting obligations towards the competent authorities. 

2.2 CATEGORIES OF TARGET AUDIENCE 

Several target audiences were mentioned above. Target audiences should not only be categorised by 

the types of organisations involved, It is also important to identify the different people belonging to 

these organisation, as well as their role and position within these organisations. Indeed, this will have 

an important impact on the information they will require to comply with the needs of the DECISIVE 

system (in terms of separating the waste or to provide the sorters with the right tools and methods to 

do so) and on their possible motivations to adopt the right behaviours (taking into account their own 

constraints, perception and interests).  

2.2.1 Households 

Households are a significant producer of food waste, hence they represent a relevant potential for the 

collection of biowaste. On the other hand, biowaste generated by households represent a challenging 

stream to capture: production is scattered, individual control might be challenging depending on the 

collection system, reaching the different inhabitants can prove to be resource-consuming and difficult 

depending on the types of housingé 

2.2.1.1 Food waste generation 

Food waste generated by households can be linked to various factors: 

Á Inadequate shopping practices (quantities, expiration datesé); 
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Á Inadequate storing of food (management of stock, improper storingé); 

Á Lack of information on ñSell by dateò and ñBest Before dateò; 

Á Inadequate cooking practices (e.g. in too big quantities); 

When it comes to food waste separation, the key issue is to ease its separation in the kitchen. The 

targeted fraction is mainly waste linked with meal preparation and groceries gone bad. One of the 

most important aspects is to prevent nuisances, i.e. bad smells, leaks and flies.  

2.2.1.2 Target audiences 

All members of the households can be targeted when it comes to communication and incentives, yet it 

seems relevant to focus the efforts on the adults in charge of the groceries and of food preparation. 

Bin2Gridôs guidelines on segregated food waste collection (REF) summarises the key messages to be 

promoted to the inhabitants when it comes to food and food waste: 

1. Buy the food you need 

2. Eat the food you buy 

3. Recycle the food you canôt eat 

2.2.1.3 Challenges and opportunities 

Biowaste is a challenging waste fraction for selective collection and source separation, due to its 

biodegradability that potentially creates nuisances. CompostPlusôs guide for setting biowaste 

collection states that the main biases against food waste source separation are the following 

(Compost Plus, 2015): 

Á Bad odours 

Á Leaks 

Á Flies 

Á Issue with the bio-bin in the kitchen: hygiene, size 

Á Complexity: sorting guidelines, washing the container 

Á Uselessness of biowaste separation 

The study ñAttitude towards the incorporation of the selective collection of biowaste in a municipal 

solid waste management systemò lists as the main reason for the lack of participation the ñlack of 

information, the deficiency of infrastructures, the lack of interest in environmental issues, the lack of 

space in the household, the lack of time to separate waste, and social pressureò (D. Bernad-Beltrán, 

2014). 

2.2.2 Commercial catering 

Commercial catering encompasses various forms of commercial activities serving food: traditional 

restaurants, fast food restaurants, take-away restaurants and hotels.  

2.2.2.1 Food waste generation 

In commercial catering premises, food waste is generated in various stages: 

Á During the storage of products (avoidable food waste); 

Á During the preparation of meals (mainly unavoidable food waste); 
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Á By the guests when not all the food is consumed (inedible part such as bones, and food 

wastage). 

Therefore, different players are involved when it comes to food waste generation and management.  

The principal reasons behind food waste in restaurants can be listed as follows (UMIH, 2015): 

Á Difficulty to assess the number of meals to be served 

Á Inadequacy between the served quantities and the clientsô appetite 

Á Bad storage of food 

Á Minimum orders from certain suppliers 

Á Strict rules regarding food hygiene 

2.2.2.2 Target audiences 

The actual players will differ depending on the size and the general organisation of the restaurant: in 

smaller places, one single person might assume different roles while in others, tasks will be more 

distributed among the various staff members and more administrative, or management positions. 

Á Managers play a significant role in the general organisation of the restaurant, especially when 

it comes to provide the proper framework allowing food waste separation in the various part of 

the restaurant (implementing the proper equipment, training and motivating the staff, taking 

into account the staffôs requirements and required involvementé). Managers also impact the 

storing of food.  

Á Back-of-house: it includes all the positions linked with food preparation as well as 

dishwashing. Depending on the size of the restaurants, it encompasses various positions: 

smaller places might only have a single cook while bigger places might work with an entire 

food preparation team. The chef is a key player for food waste, since he is generally in charge 

of designing the menus and organising the supplies. Every staff member in charge of food 

preparation is likely to generate food waste and therefore must be trained for biowaste 

separation. 

Á Front-of-house: it refers to any location within a restaurant where customers are allowed. It 

includes all the positions linked with the guest area: waiters, bartendersé Waiters act as an 

interface between the restaurant and customers and are in charge of bringing back plates 

from the front-of-house to the back-of-housed and throw the food waste remaining on the 

plate. 

Á Guests: they are also generating food waste when not (entirely) eating their meal.  

2.2.2.3 Challenges and opportunities 

Restaurants might be reluctant to implement food waste separation. The SYNHORCATôs report on a 

pilot experiment launched in several restaurants in Paris listed the main reasons behind the refusal to 

take part to the SYNHORCATôs experiment: 

Á Lack of resources and time: the lack of staff to handle source separation and time, especially 

during touristic season, was the main barrier identified by restaurants 

Á Lack of space in the premises to store food-waste 

Á Unwillingness to pay for food waste collection: in Paris, restaurants only pay a flat tax 
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unrelated to their waste production and separation, and are exonerated from the ñspecial feeò 

applied to commercial activities, making food waste collection an extra cost. 

However, food waste reduction and selective collection can be beneficial for restaurants. The 

ñRestaurant Food Waste Action Guideò by ReFED highlights two main opportunities (ReFED, 2018): 

Á The financial value of food and the cost of food waste management: food waste represents a 

significant loss of money 

Á The reputational value that can have a positive impact on the customers and the employees, 

whose involvement can lead to a better job satisfaction. 

Besides, if residual waste is charged according to the generated quantities, bio-waste source 

separation is a significant way to reduce the waste bill.  

2.2.3 Collective catering 

Collective catering encompasses all services necessary for the preparation and supply of meals to 

people working or living in collective sites: private and public companies, schools, hospitals, nursing 

homes, prisonsé It can be either organised directly by the organisation or subcontracted to a private 

company. The preparation of meals can be made in an external kitchen that sends meals to several 

premises where they are heated and served.  

2.2.3.1 Food waste generation 

The general food waste generation is similar to what occurs in commercial catering: storage of 

ingredients, preparation of meals, and food wastage by guests. However, the reason and behaviours 

behind food waste generation and food wastage is different from one type of establishment to 

another. In its report gathering data on food waste generation in various sectors, ADEME stated some 

of these differences: 

Á In schools, food waste is closely related to the menu, especially in secondary schools; 

Á In hospitals, food wastage is also linked with the difficulties patients can experience with 

eating their meal, either because of the lack of staff to help them, or because their treatment 

or pathology prevent them from eating part of their food. 

Setting up food waste collection can be a first step toward the decrease of food wastage. For 

instance, ADEME reported that the implementation of food waste separation in several secondary 

schools has led to a significant decrease of the generated quantities linked with an increasing 

awareness of the issue (BASTIDE, 2013).  

Food waste generation also depends on the organisation of the collective catering service.  

Á The type of kitchen has a significant impact on food waste generation. External kitchens 

(involving a central kitchen preparing the meals and sending them to on-site ñsatellite 

kitchensò that only heat the meals before serving them) generally generates more food waste 

than traditional on-site kitchens. ADEME reports an average of 153 g/meal of food waste in 

satellite kitchens compared to 93 g/meal in on-site kitchen, with 2/3 of the losses coming from 

the guests and the rest being linked with the non-served quantities. The report states that 

about 25% of meals prepared in satellite kitchens are lost compared to 14% of loss in on-site 

kitchens (ADEME, 2016).  

Á The way the meals are served: the losses are extremely high when meals are served in the 

guestsô rooms (58% according to ADEMEôs study), yet it is mainly because of the type of 
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guest (elderly people, patients) than the type of serving. Self-service restaurants presents 

lower losses (about 106 g/meal of avoidable food waste) compared to meals served to the 

guests (129 g/meal of avoidable food waste). 

2.2.3.2 Target audiences 

The specific target audiences vary depending on the type of establishment. Several general 

categories can be identified, but the actual behaviours and motivations will be different from one 

category of establishment to another: 

Á Management: for any type of establishment, the involvement of the management (schoolôs or 

hospitalôs directoré) is a key requirement for the implementation of the waste source 

separation. 

Á Food preparation: the kitchen is in charge of organising the supply of food, design, and the 

preparation of the meals.  

Á Staff:  the staff is composed of the people providing the meals to the guest (either serving the 

guest when they pass by the kitchen or bringing plates to the patients of hospitals), or the 

people helping the guest to have their meals (e.g. in day-care centres, kindergarten or 

hospitals). In schools, teachers can also be involved by addressing food and food waste in 

their different lessons. 

Á Guests: guests are differently involved in waste generation, depending on how meals are 

served and how much they can choose the food they are going to eat and the quantities they 

are getting. In schools, students can also be involved in the promotion of waste prevention 

and separation. 

2.2.3.3 Challenges and opportunities 

As for the commercial catering, reducing food waste and separating it from residual waste can be a 

way to reduce the costs linked with wastage and waste management. For schools and universities, 

food waste reduction and separation can also be regarded as part of the pedagogic project for raising 

awareness on environmental issues to the pupils and students. When it comes to opportunities, the 

main difference with commercial catering is that there is a possibility to involve more the guests for 

source separation and so lower the extra workload of the staff. Ensuring that the separation does not 

require extra time from the staff is important. 

Some challenges have been already stated above; they may differ depending on the type of 

establishment. Other challenges can be identified, such as national regulation or guidelines on the 

quantities to be served. Other constraints are the hygiene requirements, the risk of nuisances, and the 

lack of space available for collection equipment. 

2.2.4 Other relevant stakeholders 

Beside waste producers, other target audiences are relevant for the DECISIVE system. Any local 

player that can positively contribute to the success of the system can be targeted by the 

communication activities and incentives. These other players can be, for instance: 

Á Potential users of by-products, namely the bio-pesticides, digestate, and energy produced 

by the micro-AD and SSF plants. They can be for instance local farmers, local companiesé 

that could benefit from the bio-products and the heat produced. 

Á Neighbours in the vicinity of the plant: both inhabitants and organisations located close to 

the plants have to be included in the communication strategy. Inhabitants are generally not in 
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favour of the implementation of a local waste treatment unit, fearing nuisances or a decrease 

of value for their property. It is therefore important to inform them, in order to avoid an 

opposition. Local inhabitants can also be involved to report any odour and therefore help with 

the control of the unit.  

Á Any other potential partner that can help conveying the message: some local 

organisations can be considered as relevant for helping with the promotion of the system. It 

depends who the targeted waste producers are, yet several examples can be given: the local 

authority in charge of waste management (that might provide the waste collection service for 

the targeted waste producers), any local professional federation or association that can have 

a significant access to professional waste producers (local restaurant federationé), local 

environmental NGOé 
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3. Presentation of the pilot sites  

DECISIVE will implement two demonstration sites in order to test and document DECISIVE systems, 

involving micro anaerobic digestion (mAD), Stirling Engine (SE), and solid state fermentation (SSF), 

at real scale and in an actual context. Both demonstration sites were theoretically characterised in 

D6.1 ñMethodology of characterization of the biowaste management system in the DECISIVE 

demonstration sites: Current and new systems simulation for the LYON and CATALONIA casesò 

(ENT, 2017). The actual definitions were then specified by both ARC and Refarmers. This part briefly 

summarises the main outlines of the demonstration sites.  

3.1 GENERAL INFORMATION ON PILOT SITE IN LYON 

General description: the study area in Lyon is centred on the Refarmer site, a peri-urban farm 

located in Ecully. Both the mAD plant and the SSF unit will be implemented on the site of the urban 

farm. 

 

Figure 1: location of the DECISIVE system next to Lyon 

Targeted waste producers: the main targets will be restaurants and catering services. At first, only 

vegetal waste from the meal preparation will be collected. Food waste from plates will be included at a 

later stage.  

For restaurants, the key target people will be the managers, chefs, and the staff. When all the waste 

is included, the staff involved in the front-of-house (waitersé) will be targeted as well.  

http://www.decisive2020.eu/wp-content/uploads/2018/03/Methodology-for-characterisation-of-the-biowaste-management-system-in-the-DECISIVE-demonstration-sites.pdf
http://www.decisive2020.eu/wp-content/uploads/2018/03/Methodology-for-characterisation-of-the-biowaste-management-system-in-the-DECISIVE-demonstration-sites.pdf
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For catering services (for instance in schools), the targeted people are more or less the same than in 

restaurants, with a special focus on the head of the schools, the cooks and the kitchen staff. When 

waste from meals is included, then the dishwashers and the guests will also have to be targeted. The 

person in charge of emptying the bins in the containers and of making it ready for collection will also 

have to be involved, with specific requirements on the weight of the containers. The staff in charge of 

managing green areas might be also relevant targets, especially if green waste is also included. Other 

staff members might be relevant to reach (administrative, school bursar in charge of food purchaseé) 

to cover legal or financial aspects. 

It is important to note that the different types of schools targeted (primary schools, secondary 

schoolsé) are managed by different local authorities (municipalities for primary schools, departmental 

councils for ñcoll¯gesò ï first half of secondary school, and regional authority for ñlyc®esò ï second half 

of secondary schools). These different levels will have to be approached depending on the schools 

targeted.  

Other relevant stakeholders:  

The users of by-products will be:  

Á DECISIVE partner Refarmers will use the bio-pesticides and fertilisers 

Á The ñAbb® Rozierò Urban Farm, an organic farm close to the Refarmers site and managed by 

the Horticultural Training and Promotion Centre, in-kind contributors of DECISIVE coordinator 

IRSTEA will recover the solid digestate.  

Á Local farmers will be proposed to use the liquid digestate.  

The neighbours in the vicinity of the plant that are not part of the project are mainly local residents 

as well as Valpré, a hotel that also hosts conference and events. It is relevant to note that Valpré also 

offers catering services. 

Other relevant organisations were identified, that could be interested in the project. Several public 

authorities are relevant to consider: 

Á The city of Ecully: it is worth noting that the city has developed an Agenda 21 that includes 

actions focusing on waste and energy.  

Á Grand Lyon is a local authority bringing together 59 communes located in the Greater Lyon, 

in charge of collecting and treating municipal waste, including household waste and 

commercial waste similar in nature and composition (with a limit of 840 l/week of waste 

generation). It has developed a home and collective composting strategy with a call for project 

available for residents, co-ownership associations, and school restaurants, with the possibility 

to get a training period of 9 months. A strategy on food waste is also organised, with actions 

on administrative restaurants and others targeting the general public (with several events and 

training sessions).   

Á The Regional authority ñRégion Auvergne Rhône-Alpesò is in charge of drafting and 

implementing a Regional Waste Plan including a circular economy strategy. It is also 

managing the ñLyc®esò (3 last years of secondary schools) and possibly the staff involved in 

collective catering. The Region is also in charge of a ñPositive Energy Strategyò including 

actions on renewable energy made out of organic waste though anaerobic digestion, as well 

as waste prevention and recycling. 

Á The Departmental Council: ñConseil Général du Rhôneñ manages the « collèges » (1st 
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years of secondary schools). It was also in charge of the previous ñdepartmental waste 

strategyò including actions on prevention, collection and treatment; however this competence 

was transferred to the Region a few years ago.  

Other organisations have specific interest in biowaste: 

Á Eclaira is a circular economy network in the Auvergne-Rhöne-Alpes Region, supported by the 

Regional Authority. It is open to any public and private stakeholders and aims at fostering 

synergies and exchanges of experience on circular economy, including biowaste prevention 

and recovery; 

Á Lyon Bioressources is an organisation focusing on the whole life cycle of food, ñfrom the field 

to the plate, and from the plate to the fieldò. 

Current waste management system: there is currently no selective collection for food waste 

provided by the Grand Lyon, neither for households nor for commercial activities. Food waste is 

collected within the residual waste stream, which is then incinerated. Green waste is collected, mainly 

in civic amenity sites, and sent to composting. The main strategy on food waste is centred on 

reduction of food wastage and on-site composting.  

Selective collection of biowaste is already performed by the Abbé Rozier farm. It includes vegetal food 

waste from preparation in two restaurants, with about 10 t/yr send to a composting unit. Collection is 

done once a week. Collection is charged as a flat-rate fee and VAT is not included due to the fact the 

farm is not subject to VAT.  

Planned collection system: as mentioned above, the idea is to focus first on vegetal waste from the 

preparation of meals and then to expand to waste generated by guests. Food waste is mostly not 

available for restaurants and catering services, meaning that a completely new collection system must 

be introduced. The strategy is to capitalise on the existing collection to expand it in order to reach the 

50 t/yr required to run the DECISIVE system. For the moment, the detailed organisation and 

associated charging system need to be determined.  

Opportunities: the context presents several favourable parameters for the involvement of local 

stakeholders, namely: 

Á An existing selective collection of biowaste in two restaurants on which it is possible to 

capitalise. It can provide actual figures and data, as well as first practical recommendations 

for the organisation of waste separation and collection in other locations. Moreover, the 

participating restaurants can be regarded as significant voices to promote and explain the 

benefits of source separation to other restaurants. 

Á A general willingness to sort biowaste from chefs could be observed.  

Á Existing dynamics on biowaste led by Grand Lyon and the Region, especially on 

prevention and on-site composting. The DECISIVE system is in line with the regional and 

local priorities set on waste management. These players can be involved to promote the 

system and synergies can be identified when it comes to communication. The actions of 

Eclaira and Lyon Bioressources are also part of this positive dynamics.  

Á The absence of a food waste management system for municipal waste, meaning that there 

is no competition for the DECISIVE system besides the residual waste collection scheme.  

Á The French regulation makes biowaste recovery mandatory for any ñlarge producerò 

producing more than 10 t of biowaste per year. In average, ADEME consider that the 
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regulation applies as follows. However, it is important to note that these figures will depend on 

several other factors (how much pre-processed food is served, how much food is wasted by 

the guestsé). 

Á For commercial catering, a restaurant opened every day that serves in average more 

than 200 meals per day will be concerned; 

Á For collective catering, a restaurant opened 220 days per year serving more than 

340 meals per day will be concerned (ADEME, 2013).   

Threats: 

Á The main threat when it comes to participation is the lack of incentives for waste 

producers: 

Á The restaurants targeted are of medium size and likely to be below the 10 t/yr limit; 

Á There is no specific fee for non-household waste producers managed by the public 

service. The service is charged by a tax whose amount is based on the property 

value and completely uncorrelated with waste generation and sorting.  Grand Lyon 

states that the implementation of a special fee targeting non-household organisation 

is planned in the coming years, which could contribute to promote biowaste 

separation in restaurants and collective catering (Grand Lyon, 2015).  

Á There are apprehensions from sorting agents and staff members regarding the extra work 

required for the separation of food waste. Some managers worry about the extra costs of 

such a collection. 

Uncertainties: the main uncertainty is the willingness of waste producers to introduce a selective 

collection for food waste, while there are little incentives to do so, even more if a fee is required for 

biowaste collection. Another uncertainty is how well the plant will be accepted by the neighbours.  

Identification of possible needs: beside practical information regarding the organisation of biowaste 

sorting and collection, the main needs identified at this point are: 

Á Identifying incentives and communication tools to motivate waste producers in implementing 

biowaste separation. It will be necessary to take advantage of the existing practices to 

highlight: 

Á The benefits to do so for the restaurants or for the territory; 

Á The simplicity, convenience, and absence of strong constraints for source separation 

(in terms of cost, time, and nuisances) 

Á Promotion of the system to contribute to its acceptability and enhance participation. 

It seems also relevant to identify existing and potential incentives set up by other organisation, 

namely: 

Á Grand Lyonôs plan for introducing a ñspecial feeò (ñredevance specialò) for commercial 

activities that could make food waste separation economically relevant for both restaurants 

and collective catering services; 

Á Région Auvergne-Rhône-Alpes possible subsidies for pilot project focusing on biowaste 

separation, within the framework of its Regional Waste Plan, as well as potential action plans 

on renewable energy and environmental actions targeting ñlyc®esò. Being involved in possible 
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regional working groups focusing on biowaste and renewable energy could contribute to 

establish relevant contacts.  

3.2 GENERAL INFORMATION ON PILOT SITE IN CATALONIA 

General description: the pilot site will be located on the 

campus of the Autonomous University of Barcelona, located 

about 20 km north from the centre of Barcelona. The UAB 

campus is regarded as an ñexperimentation villageò were the 

system can be tested in its entirety:  

Á Main waste producers are the collective catering 

services located on the campus; 

Á The micro-AD plant will be implemented in the so called 

Space R, a fenced and monitored area with water and 

electricity supply, dedicated to waste management, 

which already contains the Civic Amenity Site (CAS) of 

the Campus. 

Á Digestate will be partly sent to the SSF unit located also in the Space R and partly composted 

on the premises of the Experimental Farming Services of the Faculty of Veterinary Medicine 

on the campus; 

Á Biopesticides and the composted digestate will be directly used for crops grown on the 

experimental fields of the campus as well. 

The overall map of the system is displayed on the following figure:  

 

Figure 3: integration of the DECISIVE system in the UAB campus 
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Targeted waste producers: The organic fraction of kitchen waste from the collective catering 

services is the considered the primary source of feedstock for the pilot plant. Thus, the catering 

companies are the first target group that will be addressed. It consists in 10 cafeterias and 

restaurants, managed by 3 different companies, and a hotel with 104 rooms and a restaurant that 

hosts events and catering services. At first, the system will focus on 3 main restaurants:  

Á Plaça Civica restaurant (700 services/day) 

Á Science and Bioscience restaurant (1000 services/day) 

Á Humanities and Psychology restaurant (382 services/day) 

On a longer term, it is also foreseen to target the university village that hosts about 2,000 students. 

In total, the campus encompasses about 35,000 students, 10,000 postgraduates, 4,000 professors 

and 4,000 other staff members, which means a potential biowaste generation available for mAD of 

about 100 ï 200 t/year. 

Other relevant stakeholders: beside the targeted biowaste producers, the support of the Governing 

Council of the University is vital in order to facilitate the implementation of the system. The 

collaboration with the Environmental Department, in charge of waste management, and the 

Department for Catering Service, which manages the relations to the catering companies is essential 

for the creation of synergies in the organisation of the separate collection. Regarding the 

communication on waste separation and waste management, the DECISIVE project should capitalize 

on the experience of these units and coordinate actions in order to avoid confusions or contradictions 

in the sorting guidelines.   

Current waste management system: waste collection is currently performed via a bring system 

using container banks with containers for separate collection of biowaste, packaging, paper, glass 

and mixed residual waste, which are publicly available at all time. According to information supplied 

by the Environmental Department of UAB the overall sorting rate amounts to 41%, and biowaste 

represents 19% of the collected quantities of waste. The current capture rate is regarded as low, and 

the impurity rate is quite high, including much plastic and metal (due to the fact containers are publicly 

available and little control is possible). The biowaste separated by the waste producers is discharged 

to the containers in plastic bags. Currently, biowaste is treated in Ecoparc 2, one of the four available 

AD plants in the Metropolitan Area of Barcelona. The waste collection is performed by the company 

CESPA on behalf of the Municipality of Cerdanyola del Vallès, which is the competent authority. 

Planned collection system: the foreseen collection system includes the use of 240 -l, key locked 

wheelie bins, if possible without plastic bags to preserve the quality of the biowaste stream.  

Opportunities: this demonstration site presents several positive elements for the implementation of 

the DECISIVE system: 

Á The location seems favourable for the implementation of the system, since both waste 

producers and by-product users are located on the campus, which makes the overall 

organisation concrete and easy to present and demonstrate.  

Á First contacts were already established and so far, positive feedback was received from the 

kitchen managers, who are in favour of door-to-door collection. The combination of different 
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factors (nature of waste producers, locked bins, door-to-door collection and possible absence 

of bags) is believed to lead to a good quality for the collected biowaste. 

Á Information campaigns on waste prevention and separation were already performed on the 

campus. Moreover, these campaigns actively involved the students.  

Á Other communication activities are already foreseen, including a survey for students and 

catering staff, and communication on biowaste, decentralised treatment, and circular 

economy.  

Uncertainties: how the mAD plant will be perceived is unsure.  

Threats: no major threats are foreseen so far. Concerning the primary target audience (the 

restaurants), it is important to ensure that biowaste separation does not entail nuisances, and to 

ensure the cleanliness of the collection equipment, especially if the intention is to abandon the use of 

plastic bags. The door-to-door collection is supposed to be more comfortable to use than the bring 

system, even more so with a frequent collection. Regarding students, the existing dynamics is a good 

sign for their potential involvement. However, the current overall biowaste collection on the campus 

seems not to be successful, both in terms of capture rate and quality, meaning that there is a need for 

more communication and awareness rising. Another difficulty is that the population of student is 

temporary and frequently renewed, meaning that communication must be an on-going process and 

requires coordination with other periodical communication campaigns.  

Identification of possible needs: several actions have already been foreseen, such as: 

Á For restaurants: information material will be provided to the staff, and training sessions will 

be organised. 

Á For students: a survey investigating the current behaviours regarding biowaste will be 

established. A communication campaign displayed in restaurants will be organised.  

The fact that biowaste is already collected is an important element for the communication activities 

and incentive system. The information campaign will have to focus on the changes brought by the 

new DECISIVE system to the collection system and the fact that the biowaste will be processed in a 

local, decentralised plant. The local use of by-product makes it easier to explain and demonstrate the 

direct benefits of the plant. Moreover, the innovative and research-oriented aspect of the DECISIVE 

project can be considered as a positive element for communication in the context of a university. 

3.3 SIMILARITIES AND DIFFERENCES 

Both demonstration projects will take advantage of waste generated by catering services, even 

though the existing waste collection systems are different since food waste separation seems 

currently very limited in the Lyon area. For both sites, there is a potential need to present and promote 

the system to ensure its acceptability.  Even though the perception of both waste producers and 

ñneighboursò in the two pilot sites might differ, it seems relevant that both demonstration sites keep in 

touch during the implementation phase in order to exchange their challenges and solutions, as well as 

possible successful practices that could be replicated. 

The main differences are listed as follows: 

Á The type of waste targeted: while in Catalonia, all type of food waste is targeted, only 

vegetable waste from preparation will be included during the first stage of the Lyonôs case. 
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Á The existence of a biowaste separation system in Catalonia might help to foster participation. 

The new system can be seen as an improvement if it is regarded as more convenient and 

more meaningful (the sorted biowaste being treated and recovered on-site). 

Á The current identification of waste producers: in Catalonia, the targeted waste producers are 

clearly identified and located close to the treatment site. First contacts have been established 

with some of them. The main objective will be to inform them and convince them to 

participate. In Lyon, the exact participants are not precisely known, therefore an important 

effort will have to be made to promote and approach potential participant. 

Á Specificity of the general target audience: the nature of the site in Catalonia is quite specific, 

with much of the population belonging to the ñacademic worldò (students, postgraduates, and 

teachers). The key messages and communication will have to be adapted to this specificity, 

taking advantage of their specific interests. 
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4. State-of-the-art of communication and 

incentives on biowaste 

4.1 GENERAL GUIDELINES ON COMMUNICATION AND MAIN INCENTIVES 
CATEGORIES 

A literature review was conducted in order to identify studies, surveys, and guidelines focusing on 

biowaste: prevention and selective collection. The main recommendations found in these various 

guides will be detailed, focusing on the various aspects regarding communication and incentives. 

4.1.1 Preventing food waste 

Prevention of food waste is the priority of any food waste strategy. It does not only allow the 

avoidance of food waste to be managed, but it also avoids wasting the resources that were used to 

produce, transport, store and transform the food (water, fertilisers, energyé). To highlight this, it is 

important to remind the impact of food on climate change, especially the fact food waste only 

accounts for 10% of the carbon impact of food when compared to its entire life cycle. Therefore, while 

it is important to improve these 10%, it is much more significant to avoid wasting the remaining 90% 

as well by avoiding producing, storing, transporting, and preparing food that directly goes to waste 

(WRAP, WWF, 2011). As another illustration, the production of food that is not consumed at the end 

represents about 4% of the total GHG emissions in Germany (Umwelt Bundesamt, 2015). 

Food waste seems to be connected to a complex behaviour, linked with both habits and emotions. 

Changing behaviours is a key element to promote the reduction of food waste through positive 

campaigns highlighting positive behaviours (Sally V. Russell, 2017). There are several barriers that 

prevent from reducing food waste (BIO Intelligence Service, 2012): 

Á The lack of awareness of food wastage and of its importance; 

Á The feeding habits, which prevent from eating diverse types of food, lack of time taken to eat; 

Á The refusal to change the habits for preparation and serving of food; 

Á The difficulty to combine sanitary requirements, nutritional requirements, and food wastageé 

Preventing food waste also creates benefits for the households, restaurants, and catering services, 

one of the most important ones being economic. Less food waste means less waste to be collected, 

so possibly lesser costs for waste management; it also means that the cost of the associated food is 

not wasted, therefore savings are achieved. 

Promoting changes of behaviours to reduce food wastage can be achieved through various 

instruments and messages. The following actions can be applied to inhabitants: 

Á Highlighting the impact of food wastage and the potential savings that can be achieved by 

reducing it. The message can be on the environmental impact/benefits or on the potential 

economic savings. This aspect was for instance used by WRAP for its ñLove Food Hate 

Wasteò campaign in the UK (see Figure 4); 
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Á Provide further explanations on 

best-before and use-by date: while 

the later is an indication for the 

safety of the product, best-before 

date is only an indication of the 

quality of the product which might be 

altered after this date. WRAP drafted 

comprehensive guidelines for 

labelling products. 

Á Provide concrete examples and 

tools to help waste producers with 

the reduction of food waste. This can go from providing guidance on how to properly store 

food, explaining how to manage the fridge and organise the shopping list, giving recipes to 

cook leftovers or food that is not commonly regarded as edible (vegetable peelsé)é  

For restaurants and collective catering, other actions can be highlighted: 

Á Promote food waste diagnosis for restaurants and catering services to help them 

characterise and quantify food wastage, as well as identify possible solutions.  Tracking food 

waste quantities can also be a good way to monitor the evolution of food wastage. 

Á Raise awareness and train the key staff members: cooks, managers, waitersé This is a 

crucial step since they are directly involved in the generation of food waste. Training can be 

about storing food, informing guests on possibilities to waste less, or how to design and adapt 

the menus and the way the food is servedé 

Á Raise awareness of the guests on food waste and communicate with them: propose smaller 

quantities or small changes according to the appetites and taste, collecting feedback on the 

meals, highlighting the value of food (e.g. local products, home-made meals made out of 

fresh productsé). It can also be relevant to explain why the choice is limited at certain times.  

Á Highlight existing good practices for reducing food waste in the catering sector (doggy 

bags, proposition of smaller plates or shared meals, adapt the menu with the types of guests).  

The purpose of this report is not to list and document all the practices that can be 

implemented by the catering sector. However guidelines are available, such as the ReFEDôs 

Restaurant Food Waste Action Guide and Food Service Food Waste Action Guide 

4.1.2 Implementing a new selective collection of biowaste: attitude of waste 
producers 

There are several factors behind the lack or refusal of participation of inhabitants: 

Á Lack of information on the sorting guidelines and on how the waste system works; 

Á Concrete constraints such as lack of space, inconvenient collection equipment (containers too 

far awayé) 

Á Distrust in the waste management system; 

Á No interest in environmental issues. (D. Bernad-Beltrán, 2014) 

Figure 4: communication material used for the Love 

Food, Hate Waste Campaign (Resource Cumbria, 

2016) 

http://www.wrap.org.uk/sites/files/wrap/labelling-guidance-checklist.pdf
http://www.refed.com/downloads/Restaurant_Guide_Web.pdf
http://www.refed.com/downloads/Foodservice_Guide_Web.pdf
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A survey conducted toward inhabitants in a Spanish municipality showed that the expected 

participation rate for biowaste separation is close to the actual participation rates for the packaging 

waste that are already sorted. The survey also shows that there is a possibility to boost the expected 

participation from 81 to 89% by providing pre-collection equipment. The report states that these 

figures have to be taken with caution, since respondents to surveys ñtend to exaggerate their pro-

environmental behavioursò. About 60% are not willing to pay a higher tax for this extra collection, and 

the 40% willing to pay more would accept a modest increase (+7.5%). No significant correlation could 

be found with the willingness to participate and socio-economic factors (age, gender, education, 

positioné). However, several factors could be identified as favourable when it comes to the 

willingness to pay: young people, men, employed people, and educated people are more willing to 

pay than, respectively, older people, women, retired people, and less educated people. (D. Bernad-

Beltrán, 2014) 

When setting a pilot implementation of biowaste collection in Parisian restaurants, a first survey has 

been led to identify participants. In Paris, restaurants do not pay a tax for waste collection, while the 

pilot implementation required a (symbolic) participation fee from participants. Among the 165 

restaurants approached, 20% refused to participate, among which 6% invoked the refusal to pay an 

extra fee, arguing the foreseen involvement of their staff was already a significant investment. 

(Moulinot Compost & Biogaz, 2015) 

The H2020 Bin2grid project also investigated the willingness of inhabitants and catering services for 

the separation of biowaste in four European cities: Zagreb, Paris, Malaga and Skopje (Bin2Grid, 

2016). A summary of the main results for the four cities is proposed in the following table: 

Table 1: results of the surveys conducted with inhabitants by the Bin2Grid Project (Bin2Grid, 

2016) 

 Zagreb (Croatia) Paris region (France) Malaga (Spain) Skopje (Macedonia) 

Current  participation 
for the separation of: 
Paper and packaging 
Organic waste 

 
 

76.5% 
23.6% 

 
 

97% 
43% 

 
 

87% 
9% 

 
 

58.3% 
21.1% 

Willingness to 
participate in an 
organic waste 
collection 

89.3% 
93.5% 

21.8% under certain 
conditions 

87% 87% 

More interested 
categories 

Smaller households 
Older inhabitants 

Women 
Younger people 

Bigger households  

Main reasons not to 
participate 

Lack of space 
Odours 
Cleaning the container 

Lack of space 
Odours, pests 
Cleaning 

Lack of space 
Lack of time 
No benefits seen 

Odours 
Pests 
Lack of space 

Participation rate if it 
leads to a reduction of 
the waste tax 

96% 94% 91% 92% 

Main benefits seen in 
biowaste separation 

Production of compost 
Energy recovery 
Avoiding landfilling 

Avoid landfilling 
Energy recovery 
Production of compost 

Creation of jobs 
Avoid landfilling 
Production of compost 

Production of compost 
Avoiding landfilling 
Energy recovery 

Not aware of any 
benefits 

4% 5% 20% 12% 

It is unsure whether the panels are all representative for the different local populations and it is likely 

that the answers are a bit overestimated compared to the actual situations (there were online surveys, 

meaning that participation was voluntary, and no control of the accuracy of the declarations could be 

implemented). Indeed, it is common that people ñexaggerateò their recycling behaviours (R.E. Timlett, 
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2007). The willingness to participate is high in every territory covered by the survey, yet the foreseen 

participation rates look very high compared to the current participation rates for packaging. It is 

interesting to note that the possibility of a financial incentive improves the potential participation rate in 

every territory, with various effect (between +1% and +6%). Lack of space and odours are the most 

widespread reasons invoked to decline the participation. Regarding potential drivers, avoiding 

landfilling and the production of compost and energy are the most common ones. The level of 

awareness of the benefits is very different from one place to another, with 20% of the participants not 

seeing them. 

The same survey was proposed to restaurants. However, the number of respondents is quite lower 

than with the inhabitants, which might make the results less representative.   

Table 2: results of the surveys conducted with restaurants by the Bin2Grid Project (Bin2Grid, 

2016) 

 Zagreb (Croatia) Paris region (France) Malaga (Spain) Skopje (Macedonia) 

Current  participation 
for the separation of: 
Paper and packaging 
Organic waste 

 
 

71% 
34% 

 
 

80% 
71% 

 
 

79% 
19% 

 
 

71% 
50% 

Willingness to 
participate in an 
organic waste 
collection 

92% 
91% 

37% under certain 
conditions 

85% 97% 

More interested 
categories 

Smaller restaurants 
Older owners 

Women Smaller restaurants  

Main reasons not to 
participate 

Lack of space 
Odours 
Pests 

Lack of time 
Lack of space 

Lack of time 
Lack of space  

Lack of time 
Cleaning the bins 

Participation rate if it 
leads to a reduction of 
the waste tax 

95% 100% 91% 97% 

Main benefits seen in 
biowaste separation 

Production of compost 
Avoiding landfilling 
Energy recovery 

Avoid landfilling 
Production of compost 

Avoid landfilling 
Energy recovery 
Production of compost 

Production of compost 
Avoiding landfilling 

Not aware of any 
benefits 

11% 5% 12% 0% 

 

The surveys also present a strong willingness to participate in a possible biowaste sorting scheme, 

even more so if it allows a reduction of the waste tax. However, it is possible that the different panels 

are composed of many restaurants with an interest in waste management, considering it was a 

voluntary, online survey.  

These elements suggest that inhabitants and commercial activities are mostly willing to participate in 

a food waste separation scheme and understand its benefits. However, it is important to provide 

solutions against potential nuisances. Moreover, the lack of space is seen as one of the main barrier 

for waste producers in big cities. 

4.1.3 Communicating on biowaste collection 

First of all, it is important to remind the necessity to include information and messages about the 

possible avoidance of food wastage in the communication for biowaste collection. As mentioned 

above, collecting and processing avoidable food waste cannot be regarded as a sustainable practice 

when considering the whole life cycle of food and its environmental impact.  
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Communication on biowaste collection must promote and ensure a proper ñsorting environmentò for 

the waste producers, meaning that it must highlight: 

Á The practical information on what is expected from them: what are they supposed to sort, 

how, and how the biowaste will then be collected; 

Á The proper equipment to be used, both for pre-collection (in the kitchen) and for the 

collection; 

Á Motivations to do so, either by highlighting the benefits for the waste producer or for the 

community, or by making sustainable behaviour more advantageous for the waste producers. 

Whoever the target audience is, it is important to ensure a continuous communication and training of 

the staff, to prevent people from giving up on sorting, and to make sure newcomers also have the 

proper information. For catering services, guests can frequently change (e.g. every year in schools). 

Therefore, it is important to make the sorting information visible and to renew communication 

activities. 

Awareness raising campaigns allow overcoming the lack of information or motivation that prevents 

waste producers from properly sorting their waste. To be effective, they need to follow the general 

principles: 

Á Ensure the consistency, continuity, and clarity of the communication strategy and its 

objectives; 

Á Voice clear messages targeted to well-defined audiences; 

Á Ensure their efficient delivery through consistent activities. (Joint Research Centre, 2018) 

Communication activities are essential for several aspects: 

Á Enable the changes of behaviours for biowaste reduction and source separation; 

Á Ensure the quality of the sorted biowaste; 

Á Ensure the durability of the good practices over time. 

For commercial and collective catering, communication can be organised around several main 

events, such as the preparation of the action, the initial diagnosis (and the assessment of the food 

waste arising), or the first implementations of actions. Continuous communication must be then 

ensured to allow the durability of habits, e.g. by presenting the first results. (ADEME, 2013) 

Communication activities can take various forms, depending on the resources available and on the 

objectives of the communication activity. Different communication materials are listed in the following 

table, along with examples and descriptions: 

Table 3: list of communication activities that can be implemented 

Category Examples Uses Effectiveness 

General communication and 
advertising 

Posters, brochures, radio or 
TVé 

Simple message: 
information, call for action. 
Allow to spread a common 
message 

General message, display 
visual elements, target a 
wide area. Possible links to 
ñmore informationò (e.g. 
website) 

Information material Sorting guidelines, calendar Providing the practical Clear, well-illustrated, 
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information necessary for the 
proper collection of biowaste 

concrete information 

Direct communication 
Door-to-door campaign, 
information meeting, 
roadshow 

Introduce a new system or 
explain a major change, 
practical information, 
distribution of equipment 

Targeting smaller area, 
ensuring the message has 
reached the target audience 

Training 
Training the staff for source 
separation, training students 
as ñwaste ambassadorsò 

Change of behaviours, 
change of internal 
organisation, new processes 
(monitoring quantitiesé) 

Concrete actions and 
behaviours, practical 
courses, limited number of 
participants 

Study visits 
Tour visit of the treatment 
plant 

Reassure local population, 
show transparency, present 
the benefits of the system, 
give meaning to the sorting 
behaviours 

Limited number of 
participants, must adopt a 
non-technical message, 
allow exchanges and 
dialogues 

Press relations 
Press release, press 
conference, contacting local 
press 

Highlighting  
Allow to communicate more 
complete information on a 
new or changing system 

Online communication Website, social media 
Provide and centralise 
information, engage in 
dialogues, customer service 

More effective on younger 
audience, links and 
synergies with other waste 
actors and public information 
websites.  

 

There is no ideal communication activity: more general communication allows to target wider 

audience but their message must be concise and there is no certainty that the message will reach the 

recipients, whereas direct communication ensures that the target audience gets the message, but is 

more time and resource-consuming. More direct communication activities are believed to have a 

higher impact; when it comes to local campaign, any communication activity that make sure the actual 

target audience has been reached must be given the priority  (WRAP, 2013). A training protocol for 

organising communication campaigns on biowaste collection was published by the SCOW project and 

is available here. (SCOW project, 2015) 

For the start of the biowaste separation and collection in restaurants and collective catering, direct 

contact and preparation meetings are regarded as essential to highlight the benefits of the new 

system and provide suitable answers to the possible apprehensions.  

When it comes to organic recovery, it is important to take advantage of its very local and concrete 

aspect. Many local authorities organise visits of their organic recovery plant and provide compost to 

the inhabitants, either against a fee (as in Munich) or for free during distribution days (Milan). (ACR+, 

2017) 

4.1.4 Communication material 

When it comes to communication material, one important aspect is to ensure the visual consistency of 

the material used, to make the communication more visible and easily recognisable.  

Communication materials are designed to inform and engage the target audience. They must be 

designed according to their target audiences, be simple and clear, address the identified barriers, and 

be consistent. It is generally better to focus its communication material on a single, clear message to 

avoid people being distracted or not remembering the key information. (WRAP, 2013) 

Communication materials can take various forms: leaflets, booklets, stickers, postersé Their content 

must be tailored to their target audience: more practical information for the people that will separate 

the biowaste or deal with pre-collection and more promotional aspects on the system and its benefits 

if intended to guests and customers.  

http://www.biowaste-scow.eu/Training-protocols-for-communication-campaigns



















































































































