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Objectives 

 

1.To study food waste from a food-related behaviour perspective; 

2.To explore its possible drivers among Italian consumers. 

 

 

….consumers are the single biggest contributor to the total volume of food waste 
generated over the world (Griffin et al., 2009) but little is known about the drivers 
of food waste in households (Stefan et al., 2012). 

 



Literature Background 

Following the work of Stefan et Al. (Food Quality and Preference, 2012), 

  

the Theory of Planned behaviour (Ajzen, 1991) 

is our starting point to predict household decisions in order to minimize or recycle waste (Biswas et 
al. 2000; Knussen et al., 2004) as well as to improve food-related behaviours (Conner & Armitage, 
2002).  

 

The TPB posits that intentions can be predicted by  

 attitudes examined with two concepts( lack of concern about food waste; moral aspects) 

 subjective norms (refered to what is considered approved or disapproved behaviour in a 
specific situation( people should intend to waste less food if wasting food is disapproved by 
important others) 

 perceived behavioural control relates to the degree to which consumers think reducing food 
waste is under their control 



Literature Background 

 

In addition to intentions not to waste food, planning and shopping routines 
may be relevant in explaining the amount of food waste. 

 

 

Checking inventory, making shopping list, planning meal in advance may help 
consumers to decrease unplanned purchases and limit food waste (Bell, Corsten, & 
Know, 2011) 

 



Data Collection 

 Period: September-December 2014. 
 
 Instrument: web-based questionnaire using an on line software.  
 
 Questionnaire design:  Items were developed by the authors based on previous studies. 

(Stefan et  Al. 2012). Pilot test with about 12 respondents to support questionnaire design.  
 
 Survey: distributed to Italian consumers* through online platforms (Email, Facebook, 

LinkedIn) and a link was sent to potential respondents who were asked to forward it to 
friends and acquaintances (Stefan et al., 2012).  

 
 Final sample:  256 respondents.  
 
 Data analysis: software STATA 
 
 
*that have some responsability in both cooking and shopping or at least half of the responsibility for at least one of them (Stefan et Al. 2012) 



Measurement of Constructs 

 Questions on food waste  were asked at the beginning in order to avoid other questions from 
bias 

 Food waste behaviour was measured with 1 item on general food waste and 4 items on the 
waste of specific perishable foods  

 Intentions were measured in relation to avoidance of food waste 

 Planning routines were measured with 3 items related to planning of shopping and meals 

 Shopping routines with 2 items referring to excess purchasing of food 

 Attitudes towards food waste  were composed of  2 constructs (moral attitudes and lack of 
concern) 

 Subjective norms and Perceived behavioural control (with 2-3 items) 

 In addiction: socio-demographics, consumers’ awarenes regarding the type of food they waste 
and its consequences, their involvement with food and the frequency of shopping trips were 
included as background characteristics. 



Data Analysis and Results 

Sample Population 

Household size (mean) 2.99 3.05 

Presence of children 16% 15.97% 

Number of children 

(mean) 0.31 0.3 

Age (mean) 36.576 36.582 

Gender 

49.22%  of female            50.78% of 

male 

49.25% of female                   50.75 of 

male 

Area of residence Italy 

 

Respondents’ demographics are in line compared to the general 
population 



Data analysis and Results 

Background variables of consumers’ food waste Mean 
Standard 

deviation 

Awareness 

I know exactly how much food we throw away every day 5.00 1.65 

I know exactly what kind of food we throw away 5.30 1.40 

I am aware of how much money I pay weekly for food that gets thrown away 4.84 1.67 

Food waste is a problem for the environment despite it is natural and 

biodegradable 5.33 1.64 

The fact that I waste food does not affect the undernourished people in the 

world because anyway I could not give that food to them 3.25 1.99 

Food involvement 

How would you rate your general involvement with food? 5.22 1.68 

The Italian  respondents report being involved with food issues and being relatively aware of how much food 
they waste and how much they pay for the food they waste. 



Results 

 

 Food items that are more wasted are  

1. vegetables and fruit  

2. milk and dairy products an 

3. bread and bakery products 

4. meat and fish.  

 

 

 Food waste in general 

1. 46.5 % not wasting food 

2. 32.5% wastes less than a tenth of food that purchases in a 
week 

3. 17.8% wastes an amount between a tenth and a quarter of 
food that purchases in a week.  

4. 1.3% wastes an amount comprised between a quarter and 
half of the food we purchases in a week.  

5. 1.9% wastes more than an half of that purchased in a week.  
 



Data Analysis and results 

 

The three main reasons to 
throwing away less food as 
possible are: 

 

1. Environmental reason: wasting 
less has an positive impact on 
the environment 

2. Saving money:  wasting food is     
a waste of money 

3. Don’t feel guilty 

4. World’s undernutrition 
 



Data analysis and results 

 

 The 55.1% strongly motivated 
to not throw away any food 
over the next week  

 

 The 50,8% of the people are 
trying hard not to throw away 
food 



Data analysis and Results 

 Shopping List 
• 21.5% every time 
• 35.6% usually 
 
 Food inventories check 
• 23.8% every time 
• 23.8% usually 
 
 Plan meal in advance 
• 10.2%  every time 
• 14.4% plans usually meals. 



Data analysis and Results 

 

 Buy more food than they 
need when they go to 
shopping  

• 10,2% frequently 

 

 Buy food item not in plan to 
buy 

• 10.6 % frequently 



Data analysis and Results 

 

Moral attitudes 

 

• 43,6 % cares so much when 
thrown away food 

 

• 41.4% feels guilty so much 
when thrown away food 



Data analysis and results 

 

Concerns 

 35.9% is really worried about the 
environmental impact of the food 
it throws away.  

 34.7% is really worried about the 
impact of its food waste on the 
distribution of resources.  

 29.7% is really worried about the 
amount of food that it throws away. 

  The 28.5% is really worried about 
the cost of the food that it throws 
away. 



Data Analysis and Results  
 
 
Pearson correlation analysis 
 
To highlight significant relationships between the 14 selected variables on the 20 
total variables.  
 
They are as follows: 

 
1 = Food waste 
2 = Intention not to waste food- General 
3 = Planning routines - List  
4 = Planning routines –Check of inventories 
5 = Planning routines –Plan of meals  
6 = Shopping routines – Buying too much food 
7 = Shopping routines – Items that you did not intent to buy 
8 = Moral attitudes – Throwing away food bother me 
9 = Moral attitudes – Throwing away food make me guilty 
10 = Awareness – I know exactly how much food we throw away 
11 = Awareness – I know exactly what kind of food we throw  
12 = Awareness – How much money I pay weekly for food waste 
13 = Awareness – Problem for the environment as it is natural and biodegradable 
14= Awareness – Waste food does not affect the undernourished people in the world 

 



Data analysis and results 
  1.Food 

waste 

 

2.Intentio

n not to 

waste 

food- 

General 

 

3.Planning 

routines - 

List  

4.Planning 

routines –

Check of 

inventories 

 

5.Planning 

routines –

Plan of 

meals  

 

6.Shopping 

routines – 

Buying too 

much food 

 

7.Shopping 

routines – Items 

that you did not 

intent to buy 

 

8.Moral 

attitudes – 

Throwing 

away food 

bother me 

 

9.Moral 

attitudes – 

Throwing away 

food make me 

guilty 

 

10.Awareness 

– I know 

exactly how 

much food we 

throw away 

 

11.Awareness 

– I know 

exactly what 

kind of food 

we throw  
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s – How 
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for food 

waste 

 

13.Awereness – 

Problem for the 
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it is natural and 

biodegradable 

 

14.Awareness – Waste 

food does not affect the 

undernourished people 

in the world 

 

1 1 - - - - - - - - - - - - - 

2 -0.05 1 - - - - - - - - - - - - 

3 -0.09 0.00 1 - - - - - - - - - - - 

4 -0.17** 0.07 0.60 

*** 

1 - - - - - - - - - - 

5 -0.03 0.06 0.41 

*** 

0.50 

*** 

1 - - - - - - - - - 

6 0.23*** -0.00 -0.03 -0.12 -0.02 1 - - - - - - - - 

7 0.18** 0.04 -0.09 -0.21 

*** 

-0.12 0.47 

*** 

1 - - - - - - - 

8 -0.10 0.27 

*** 

0.09 0.15* 0.10 -0.16 

* 

-0.07 1 - - - - - - 

9 0.01 0.17 

*** 

0.08 0.06 0.021 -0.07 0.00 0.67 

*** 

1 - - - - - 

10 -0.00 0.18 

** 

-0.04 0.00 0.06 0.04 0.07 0.18** 0.18 

** 

1 - - - - 

11 -0.03 0.06 -0.04 0.04 0.05 0.07 0.06 0.16* 0.16 

** 

0.84 

*** 

1 - - - 

12 0.17** 0.03 -0.13 

* 
-0.25 

*** 

-0.28 

*** 

0.29 

*** 

0.26 

*** 

-0.05 0.05 0.10 0.16 1 - - 

13 -0.09 0.15* 0.04 0.15* 0.24 

*** 

-0.17 

** 

-0.15* 0.10* 0.12* 0.14* 0.10 -0.26 

** 

1 - 

14 -0.16** 0.15* 0.08 0.19 

** 
0.31 

*** 

-0.23 

*** 

-0.22 

*** 

0.16 

* 

0.15 

* 

0.11 0.09 -0.26 

** 

0.72 

*** 

1 

* p < .05 - ** p < .01 - *** p < .001 



Conclusion 

 

Consumers’ food waste is driven mainly by their food provisioning-related 
routines rather than by an intention not to waste 

Furthermore, consumers’ routines are influenced by feelings of guilt and 
perceived behavioural control with respect to planning and shopping skills. 

 

Consumers’ routines with regards to planning and shopping for food are 
important constructs to consider when studying food waste, moreover models of 
consumers’ food waste should take into account both general and moral 
attitudes, together with consumers’ perceived behavioural control. 

 

 



Conclusions 

This study provides basic knowledge for developing social marketing campaigns 
aimed at decreasing the level of food waste generated at household level. 
 

Campaigns should be aimed at: 
influencing consumers’ practices related to food -  giving people pratical tools to 
enhance their routines (food purchaising, meal and storage practices) can decrease food 
waste ; 
changing people’s attitude towards food waste, making consumers feel more morally 
obliged and therefore persuade them to make changes in their planning and shopping 
routines that would results in lower food waste; 
focus on waste prevention approaches, such as developing packaging design 
researches to find innovative solution to protect the food properly and allow the consumer 
to use the product fully (Silvenius et al., 2014) or strengthening the donation to social 
services (Lebersorger and Schneider F., 2014).  
 
 
 



Further research steps 

 Because of culture is known to have an impact on consumers’ food waste 
behaviour (Stuart, 2009), it may be, also, interesting to compare our results with 
ones of the similar past studies, that involved other countries. This can be crucial 
to provide basic guidelines for developing policies and campaigns aimed at 
decreasing the level of food waste generated in household; 

 

 Consumers consider food waste to be a food-related behaviour and as such more 
related to factor that influence food choice (Steptoe,Pollard & Wardle, 1995) or 
They perceive its environmental and social implications? To explore whether 
framing food waste-related messages as environmental ones or  social ones 
would increase the role of norms in explaining food waste behaviour. 
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