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was assessed to understand changes in packaged products since the previous surveys 
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Executive summary 
Around one-fifth of food brought into UK homes ends up as waste – this amounts to £810 per 

year, for the average family.  In the UK, signatories to the Courtauld Commitment 2025 are 

working to reduce food waste by 20% in the 10 years from 2015 to 2025, in support of the UN’s 

Sustainable Development Goal 12.3 to halve food waste by 2030.  Meeting the Courtauld 

Commitment 2025 would cut the amount of food wasted in the home by one million tonnes a 

year by 2025 (compared to 2015), with an associated reduction in greenhouse gas (GHG) 

emissions equivalent to more than 3 million tonnes CO2e/year. 

 

A key way in which food retailers and brands can help their customers throw away less food is by 

adopting good practice for the way products are packaged, labelled and priced.  It’s also 

important that they help customers understand the difference between types of date label, when 

food is safe to freeze, how to safely defrost, etc. 

 

In late 2017, WRAP, the Food Standards Agency (FSA) and Defra Labelling published new best 

practice guidance on how to apply and use food date labels and other on-pack advice.  This 

guidance summarises both regulatory requirements (e.g. relating to date labels), and points of 

best practice that go beyond regulatory requirements but are still important ways to help reduce 

food waste at home (e.g. relating to freezing or storage advice). 

 

Implementing this best practice will help to significantly reduce the two million tonnes of food 

thrown away each year from our homes due to it not being used in time, as well as helping to 

reduce the 1.2 million tonnes thrown away because of too much being cooked or served. 

 

In the Resources and Waste Strategy published last year, Defra stated an expectation that food 

businesses would fully implement relevant recommendations, and that progress would be 

assessed through regular surveys, the first of which would take place in 2019. 

 

This report reviews progress in implementing the published best practice.  It presents findings 

from a detailed survey of a selection of products available in UK retail outlets in the period March-

July 2019 across all the major supermarkets.  The results are informing further changes by leading 

businesses. 

 

Compared to the results of surveys in 2011 and 2015, excellent progress has been made in some 

areas (e.g. product life extension on dairy products, removal of date codes and adoption of the 

blue fridge logo on fresh produce, use of the snowflake logo on bread).  More action is needed in 

other areas (e.g. extending product life or removing Best Before labels on potatoes, 

removing/amending open life statements, particularly on cheese, and inclusion of cook from 

frozen advice on meat items).  

http://www.wrap.org.uk/food-date-labelling
http://www.wrap.org.uk/food-date-labelling


 

 

Survey coverage 

The survey focused on a sub-set of products that are wasted most at home.  Together the 

products sampled contribute around half (1 million tonnes/year) of the food wasted because it’s 

not used in time, and c.2 million tonnes/year of the 7 million tonnes / year total consumer food 

waste.  These include the majority of the items most wasted at home, and a number of high value 

items (e.g. cheese, red meat) which are priorities for food waste prevention.   

 

A full list and description of the products included in the survey are included in Appendix 1:. 

 

The core survey provided an assessment of the availability of packed ambient and chilled 

products only.  This snapshot does not include the availability of items from deli counters, meat 

counters, in-store bakery, frozen items, etc.   

 

Key findings  

 

For each of the key action areas and points of best practice, Table 1: provides an overview of: 

• IN GREEN – areas in which good practice has been adopted or positive trend seen.  

• IN AMBER – areas in which there remains a shortfall in action, or no change has been 

seen.  

 

Table 1: also highlights the estimated scale of potential food waste savings for different actions 

and product types.   

 

Table 2: expands on the key findings in each focus action area, key positive trends and areas for 

further action in priority categories by retailers and brands. 

 

Table 3: summarises the areas of good performance and recommended actions and forward 

plans in place for individual retailers. 

 

Table 4: summaries the commitments made by the retailers to address key areas. 

 

Together these tables show that excellent progress has been made in some areas, but there is 

more action needed in others.   

 

Collectively, the retailers’ responses and forward plans reflect a significant commitment to further 

action.  In many cases, this progress has been slowed because of uncertainty of labelling 

requirements and timings linked to Brexit, which have stalled shorter term changes. 



 

 

Table 1: Summary of progress against priority action areas for a selection of key products  

KEY ACTION AREAS 

Estimated 

potential food 

waste savings * 

 

Bread 

 

Milk 

 

Yogurt 

Hard 

cheese 

Fresh 

chicken 

Bacon/ 

sausages/ 

ham 

Potatoes & other 

uncut fresh produce 

Remove the date label where not 

needed (fresh produce only) 

>150,000 

tonnes/year 

n/a n/a n/a n/a n/a n/a c.75% with date labels 

Use a Best Before where Use By is 

not needed.  Don’t use Display Until  

>150,000 

tonnes/year 

100% Best Before 0% Best 

Before (but 

recent change in 

advice to risk 

assess for BB) 

16% Best 

Before  

100% Best 

Before 

n/a (no 

Display Until) 

n/a (no 

Display Until) 

13% Display Until to be 

removed 

Maximise available product life  
No change (average 

3.6 days) 

Increase 

since last 

survey 

No change  Increase 

since last 

survey 

No change 

(average 5.2 

days) 

No change  Decrease in life on 

potatoes since last 

survey (ave 3.9 days) 

Remove open life statements 

where not needed, or change to 

‘best within’.  

None present All Use 

Within  

All Use 

Within 

All Use 

Within 

Extended 

since last 

survey 

Some removal 

on bacon / 

sausages 

None present 

Clear storage advice – where to 

store, how to store, numerical 

fridge temperature, etc. 

>100,000 

tonnes/year 
(underestimate) 

Consistent advice 

not to store in fridge 

27% with temperature advice  

10% with fridge logo 

48% with temp advice  

17% with fridge logo 

10% with temp advice 

17% with fridge logo  

Clear freezing/defrosting /cook 

from frozen advice 

 

>200,000 

tonnes/year 

Big increase in 

snowflake 

Very low 

prevalence 

n/a Very low 

prevalence 

Some increase 

in snowflake 

Some increase 

in snowflake 

n/a 

More Cook from 

Frozen needed; 26% 

FODOP to remove 

35% FODOP 

to remove.  

More CFF 

needed 

30% FODOP 

to remove. 

More CFF 

needed 

Small packs available at the right 

price point 

>200,000 

tonnes/year 

Low availability and 

74% more 

expensive /kg for 

small packs 

Widely 

available at 

range of 

price points 

Widely 

available at 

range of 

price points 

Widely 

available 

Widely 

available at 

range of price 

points 

Widely 

available at 

range of price 

points 

For most – loose more 

expensive per kg than 

pre-packed Some price 

difference 

On-pack recipe ideas, hints and tips 

(as well as in-store, other channels) 

 

No firm estimate 

(>300,000 across 

all food types)  

Positive trend 

towards adopting 

Low 

prevalence 

Low 

prevalence 

Positive 

trend to 

adopting 

Low 

prevalence 

Low 

prevalence 

Positive trend towards 

adopting 

KEY                                                   FODOP = Freeze on Day of Purchase.   CFF = Cook from frozen  * NOT ADDITIVE.  See Appendix 2 for method and assumptions.    

Good practice adopted or positive trend seen - high impact area [≥10,000t savings potential] 

Good practice adopted or positive trend seen - lower impact area 

Shortfall or no change seen - high impact area [≥10,000t savings potential].  

Shortfall or no change seen - lower impact area 

 

 

 

 



 

 

Table 2: Summary of key findings from the 2019 Retail Survey 

 Key positive trends Areas for further action  

Date 

labels  

• Application of date labels is in line with best practice guidance for all 

products sampled – with the exception of the use of Display Until on 

fresh produce items (two retailers). 

• Some positive changes since the last Retail Survey in 2015 – in 

particular for hard cheese (all now Best Before), and bakery items 

(no Display Until) 

• In line with updated produce guidance, launched on the date of 

publication of this report and developed in conjunction with 

retailers and the sector, which recommends removal of date codes 

on many unprepared fresh produce. Already 25% of pre-packed 

fresh produce items were found to carry no date label.  There is 

further to go in this area, but the shift towards removing date labels 

where they are not needed is very positive. 

• Implementation of new guidance on when to remove Best Before labels on fresh 

produce, particularly for less perishable items like potatoes. 71% of fresh potatoes in 

the 2019 survey carried a Best Before label, with an average 3.9 days life remaining for 

2.5kg whites (of these, 12% had 2 days or less).  Around 35% of householders have 

stated that they would use this information to some extent in decision-making; 

resulting in an estimated c.50,000 tonnes potatoes / year discarded based on this 

information.  Action to remove the date, or extend life, could make a big difference. 

• Removal of ‘Display Until’ on fresh produce.  Fresh produce is the only category in 

which the use of Display Until date labels was found. Evidence suggests that 

consumers find Display Until labels confusing – and that they may choose to throw 

items away based on this date (which is often set earlier than a Best Before date).  

Only two retailers are now using these labels. 

• There may be potential for more yogurts carrying a ‘Best Before’ label, where individual 

company risk assessments show that this is safe.  Evidence suggests that consumers 

are likely to use yogurt items for c.1 day longer if it carries a Best Before instead of a 

Use By label.  In this survey 16% of yogurt items were found to carry a Best Before 

label.  Notably, one leading brand and one retailer were found to carry a Best Before 

label on all yogurt items; and another has announced plans to switch to Best Before 

labels across their range in 2020.  

Product 

life 

• For milk and hard cheese there have been positive increases in the 

average available product life (c.1.5 days for milk and 15 days for 

cheese).  Across all dairy products very few short product life items 

were found, reflecting significant efforts by industry in this area. 

• This is – in particular – significant for milk.  In 2018, WRAP reported 

that adding 1 day product life for milk could reduce waste at home 

by >20,000 tonnes/year. 

• Average available product life for potatoes has decreased by c. 1 day to 3.9 days; and 

12% of the 2.5kg white potatoes sampled had ≤2 days life.  The significance of this 

shortness of available product life for potatoes is noted above. 

• A large range of available product life was found for a number of items and, for a 

number of key products, more than 1/5 of the items sampled had 2 days or less 

remaining life in-store (for example, bread, beef mince, bagged salad, berries (for which 

half of items had 2 days or less product life)).  Retailers need to strike a balance between 

on-shelf availability, providing product life for consumers and reducing in-store waste.  

But investigating ways to ensure consumers have more time to eat what they buy 

should be a priority. 

  

http://wrap.org.uk/content/uncut-packed-fruit-and-vegetable-date-labelling-guidance


 

 

 Key positive trends Areas for further action  

Open life • Alongside a date code, many food and drink items also carry ‘Once 

opened use within X days’ statement. WRAP advises to remove this 

statement unless it is needed for food safety – or, if imperative for 

quality reasons, change it to ‘Once opened best within X days’.  There 

has been some – albeit limited – adoption of this advice.  Notable in 

particular for bakery, fresh produce – and (some) hard cheese, 

bacon and sausages 

• WRAP’s recommendation when ‘Open Life’ is needed, is to look for 

opportunities to extend the duration.  There has been some 

extension of open life from ‘immediately’ to 1 day on fresh chicken. 

• This is a major area for further action.  In a recent WRAP consumer survey >50% of 

respondents reported that they ‘regularly’ or ‘quite often’ refer to open life statements.  

This can significantly reduce the life of products – and lead to more waste at home.   

• On hard cheese, for example, average available life was 64 days (for block cheddar), but 

c.90% of the packs surveyed carried advice to use within 5 or 7 days of opening (3 days 

for other cheddar formats).  Open life statements are typically used on hard cheese 

because of the potential for mould forming as a result of poor handling / cross 

contamination; or drying out / hardening if not properly stored.  As this is more closely 

linked to consumer-behaviour, alternative solutions to target these behaviours could be 

more effective, such as re-sealable packs or on-pack tips / storage advice.   

  
Storage 

advice 

• Almost all products sampled had storage advice on pack, and no 

products carried incorrect advice. 

• The ‘little blue fridge’ logo – introduced in 2015 – was found on 

15% of applicable products.  Most adoption was on fresh produce 

(more than one third of carrots; nearly one-fifth of apples & 

bagged salad), meat items (one third of burgers, one-fifth of 

chicken and ham) and ready meals (nearly one quarter). 

 

 

• Food and drink businesses can help increase awareness by including numerical fridge 

temperature advice on pack, ideally within the blue fridge logo.  9% of consumers have 

reported recognition of this logo already – and those who recognise it were found to 

be more likely to know what temperature their fridge should be at, and to have 

checked it.  Promoting use of the Chill the Fridge Out Tool has also been found to be 

extremely effective.  

The fridge symbol and numerical storage temperature advice are particularly important 

for items which are sold at ambient temperatures but will keep fresher for longer if 

refrigerated (e.g. many fresh produce items can last for up to 2 weeks longer in the 

fridge).  Uncertainty on how well the chill chain is being maintained by consumers is a 

major challenge for food and drink businesses.  Fridges that are too warm (>5oC) can 

lead to premature spoilage, more consumer complaints and the need for more 

conservative product lives.  

Research has identified that c.50% of people do not know what temperature their fridge 

should be – and that fridges at home range from 3-14°C (average 6.6oC).  Good practice 

is <5oC. 

 

Freezing 

/ Defrost 

/ Cook 

from 

• Significant increase in the use of the snowflake logo compared to 

the 2015 Retail Survey (an increase from 15% to 48% for a 

comparable basket of products).   

• WRAP’s advice is to remove advice to ‘Freeze on Day of Purchase’ – as this can cause 

confusion and lead to householders throwing away food instead of safely freezing it up 

until the Use By or Best Before date.  The appearance of this statement has stayed 

approximately the same since the 2015 Retail Survey.  Further action to remove these 

statements is, in particular, needed on bread, meat items and ready meals. 

https://www.lovefoodhatewaste.com/article/chill-fridge-out?gclid=Cj0KCQjwh8jrBRDQARIsAH7BsXdL8cvnOOqsNWzaf-yJJIbg0dFzeCJ7mp5323a7dnOXrDdkoy40TvsaAtnGEALw_wcB


 

 

frozen 

advice 

 

• There has, in particular, been a huge increase in the number of 

bread items carrying the snowflake logo – from 38% in 2015 to 79% 

in this survey.   

• This is important because freezing has been identified as a priority 

action for bread (see Table 5:), and consumer recognition of the 

snowflake logo is high (65%). 

 

 

 

• Inclusion of cook from frozen advice – in particular on meat items.  With fast-paced, 

time-poor lifestyles and lower levels of food skills, the time taken to defrost items, and 

consumer nervousness around how to safely defrost is a significant challenge.  There is 

a need for solutions to make it easier for consumers to use their frozen items.  Cook 

from frozen instructions were not found on any of the meat items sampled.  For some 

meat items, cooking from frozen may not be possible (for food safety reasons).  

However, this is an area in which further action and innovation is needed. 

Pack 

sizes 

• Small packs* of most dairy and meat items, were found in the 

majority of stores sampled. 

• For many meat items (except ham), these were also found to be less 

than 30% more expensive per kg than larger packs.  This is the level 

of price difference that research has found not to be a barrier to 

purchase. 

 

* defined for most products as a pack for which the number of 

servings is less than or equal to the product’s open life (i.e. it could 

be reasonably eaten in time) 

 

• Small packs of bread (400g loaves) were found in c. 2/3 stores sampled, but were on 

average 74% more expensive per kg than 800g loaves.  Research has found that more 

than 30% more expensive per kg could be a barrier to purchase for pre-packed items. 

• A smaller-scale survey undertaken by Produce View on the relative pricing of loose 

versus packed fresh produce found many loose items to be more expensive per kg than 

equivalent pre-packed products (with the exception of carrots).  WRAP’s new guidance 

recommends loose product to be sold at the same or a lower price than pre-packed. 

• Further action is needed to make smaller packs of key items both more widely available 

and at the right price point – reflecting that single-person households waste 40% more 

per capita than other household types and report not being able to buy packs that are 

the right size for their needs as the main reason. 

• Deli/meat/fish-counters, frozen and loose products do present some opportunity for 

consumers – but evidence suggests that a proportion of shoppers will always default to 

pre-packed and fresh product, rather than loose / frozen.  

Other 

on-pack 

advice 

• Following WRAP’s survey findings that consumers respond well to, 

and are motivated to act by, statements about the provenance / 

journey of food – there has been some new adoption of this type of 

‘motivational message’.  Some examples of the statements found 

are included within this report. 

• There has been limited change in the provision of on-pack leftovers, tips, or advice since 

the 2015 Retail Survey and it remains an area for further action.   

• Overall, only 7% of items were found to include any advice on using up leftovers, or tips 

beyond basic storage advice.   

• Space on-pack can be a challenge – and other channels are important (such as social 

media, online, in-store).   But the scale of waste arising at home because too much has 

been cooked or prepared suggest that this is an area in which further action is needed. 



 

 

Table 3: Retailer highlights (see further detail in Section 6 of the main report) 

Retailer Good practice  Areas for action  

Aldi - Numeric storage temperature advice of <5°C 

found on majority of chilled products. 

- Extensive use of snowflake symbol, front of 

pack. 

- Many yogurts have a Best Before date 

applied. 

- Love Food Hate Waste (LFHW) storage tips 

found on majority of fresh produce. 

- Apply fridge symbol (with numeric storage 

temperature advice of <5°C) to relevant fresh 

produce and chilled products.  Where a fridge 

symbol cannot be applied, add the <5°C advice. 

- Review where open life can be removed, or duration 

extended and ‘best within’ used.  In particular for 

hard cheeses, bacon, sausages, yogurts, ready meals 

and bagged salads  
Asda - Use of fridge symbol on some fresh produce 

- Numerical storage temperature advice of 

<5°C  stated on the majority of chilled 

products 

- Extensive use of snowflake symbol, front of 

pack 

 

- Remove ‘Freeze on day of purchase’ from all 

products and replace with best practice freezing 

advice 

- Apply fridge symbol (with numeric storage 

temperature advice of <5°C) to remaining relevant 

fresh produce and chilled products.  In particular, 

add <5°C to relevant fresh produce. 

- Review where open life can be removed, or duration 

extended and ‘best within’ used.  In particular for 

hard cheeses, bacon, sausages, yogurts and bagged 

salads. 

Co-op. - Extensive use of snowflake symbol, front of 

pack 

- Use of home storage symbol on fresh 

produce 

- Numeric storage temperature advice of 

<5°C  found on majority of chilled products 

 

- Review where open life can be removed, or duration 

extended and ‘best within’ used.  In particular for 

hard cheeses, bacon, sausages, yogurts, ready meals 

and bagged salads 

- Review frozen life duration and add defrosting / 

cook from frozen instructions 

- Add numeric storage temperature advice of <5°C to 

relevant fresh produce 

Iceland - Numerical storage temperature advice 

stated on all poultry products 

- Small packs of bacon available (5 rashers) 

- Remove ‘Display Until’ on produce. 

- Remove ‘Freeze on day of purchase’, from all 

products and replace with best practice freezing 

advice 

- Add snowflake symbol and fridge symbol (with 

numeric storage temperature advice of <5°C ) to all 

relevant products. 

Lidl 

 

- Fridge symbols with numeric storage 

temperature advice of <5°C found on apples 

- LFHW tips on some ranges. 

- Cooking from frozen instructions found on 

bread. 

 

- Apply fridge symbol (with numeric storage 

temperature advice of <5°C) to relevant fresh 

produce and chilled products.  In particular, add <5°C 

to dairy products. 

- Review where open life can be removed, or duration 

extended and ‘best within’ used.  In particular for 

hard cheeses, bacon, sausages, yogurts, ready meals 

and bagged salads 

- Apply snowflake symbol to all remaining products 

suitable for freezing. 

- Add defrosting information to products where this 

is missing (currently found on bread and meat). 
 

 

 

 

 



 

 

Retailer Good practice  Areas for action  

M&S - Numerical temperature advice of <5°C 

stated on dairy, meat, poultry and ready 

meals. 

- Widespread use of snowflake symbol, on 

front and back of pack. 

- Chicken products have frozen storage 

duration advice of 3 months. 

- Bacon has no ‘open life’ 

- Apply fridge symbol (with numeric storage 

temperature advice of <5°C) to fresh produce and 

dairy products. 

- Extend frozen life duration to 3 months and state 

‘best within’ for all relevant products. 

- Review where open life can be removed, or duration 

extended and ‘best within’ used.  In particular for 

hard cheeses, yogurts and bagged salads 

Morrisons -Extensive use of snowflake symbol on front 

and back of pack. 

- Dates removed on many produce items. 

-Remove ‘Display Until’ on produce. 

- Remove ‘Freeze on day of purchase’, from all 

products and replace with best practice freezing 

advice 

- Apply fridge symbol (with numeric storage 

temperature advice of <5°C) to relevant fresh 

produce and chilled products 

- Review where open life can be removed, or duration 

extended and ‘best within’ used.  In particular for 

hard cheeses, bacon, sausages, yogurts and bagged 

salads 

Ocado - Extensive use of fridge symbol 

- Extensive use of snowflake symbol 

- Full numeric storage temperature advice of 

<5°C for relevant products 

- Add cook from frozen advice. 

- Extend frozen life duration to 3 months and state 

‘best within’. 

- Review where open life can be removed, or duration 

extended and ‘best within’ used.  In particular for 

hard cheeses, bacon, sausages and bagged salads 

and beef products with ‘use immediately’. 

Sainsbury’s - Extensive use of fridge symbol 

- Extensive use of snowflake symbol 

- Cook from frozen advice found on ready 

meals 

- Add numeric storage temperature advice of <5°C to 

all relevant fresh produce and chilled products 

- Add clear defrosting advice to all relevant products 

- Review where open life can be removed, or duration 

extended and ‘best within’ used.  In particular for 

hard cheeses, bacon, sausages, yogurts and bagged 

salads 

Tesco  - Snowflake symbol found on bakery and 

ready meals.  

- All applicable products can be frozen. No 

restrictions on storage time in freezer. 

- Good defrosting advice on bread, meat, 

poultry and some ready meals 

- Add snowflake symbol to poultry and meat 

- Apply fridge symbol (with numeric storage 

temperature advice of <5°C) to relevant fresh 

produce and chilled products 

- Review where open life can be removed, or duration 

extended and ‘best within’ used.  In particular for 

hard cheeses, bacon, sausages, yogurts and bagged 

salads 

- Add cook from frozen advice to relevant products 

Waitrose - Extensive use of numerical temp storage 

advice of <5°C   

- Freezing advice on Duchy milk. 

- Cook from frozen advice on ready meals. 

- Apply fridge symbol (with numeric storage 

temperature advice of <5°C) to relevant fresh 

produce and chilled products  

- Amend freezing duration advice to ‘best within 3 

months of freezing’, where applicable. 

- Remove snowflake symbol for chilled products 

where this is used to indicate storage, rather than 

suitability for freezing. 

- Review where open life can be removed, or duration 

extended and ‘best within’ used.  In particular for 

hard cheeses, bacon, sausages, yogurts and bagged 

salads 



 

 

Next steps 

The outputs from this Retail Survey are being used to inform WRAP’s work with retailers and 

manufacturers through Courtauld 2025.   In particular, the results make it easier for individual 

retailers and manufacturers to see the progress they’re making and where further action is still 

needed.  A summary of actions already in progress is outlined in Table 4: 

 

Table 4: Summary of retailer forward plans (see further detail in Section 6 of the main report) 

Key action area Summary of forward plans 

Date labels  • Four retailers have committed to removing dates on some produce. Further 

responses expected after the publication of newly-updated guidance. 

• The two remaining retailers applying Display Until on fresh produce are 

reviewing with a view to removal. 

• Nine retailers have committed to reviewing the potential to apply a Best 

Before to yogurts and one has reviewed this and cannot apply a Best Before 

on yogurts due to food safety risks (high pH). (One already adopting.) 

Open life statements • Three retailers are amending open life on yogurts and bacon and six 

retailers are reviewing open life for yogurts and bacon to amend to ‘best 

within’ or remove. (One retailer has no open life on bacon). 

Temperature advice and 

fridge symbol  

• Five retailers will review their ranges to see where they can add the fridge 

symbol. (Four retailers currently using fridge symbol on some or all 

produce/ chilled products.) 

• Four retailers will add numeric storage temperature advice where 

appropriate and to additional categories, and three are reviewing. One 

already has full coverage, and two have chosen not to amend at this stage. 

 

Use of snowflake logo • Eight retailers have committed to add the snowflake to all appropriate 

remaining products. (Two retailers currently use the snowflake symbol 

extensively.) 

Freezing/ defrost/ cook from 

frozen advice 

• Freeze on day of purchase – Six retailers have committed to remove for any 

remaining products. Three are looking at alternative wording. (Two have 

removed from all products.) 

• Freezing advice - Five retailers have committed to change to ‘best within 3 

months’ and two are currently reviewing. (One retailer has no time limit.) 

• Defrosting - Six retailers are updating information as part of their guidelines 

and two are reviewing. (None currently have full defrost information across 

categories.) 

• Cooking from frozen - Five retailers have committed to action where 

possible and three to review. (Two currently have some information.) 

Other on pack tips, leftover 

recipes etc. 

• Four retailers are reviewing where they can incorporate this information on 

pack and four are committed to adding this information, but due to space 

constraints are signposting to social and other media. 

 

 

 

 



 

 

WRAP will continue to track change in the most impactful areas.  Section 5 of this report sets out 

a series of KPIs for key categories / products (bread, fresh produce, dairy and meat).  These will be 

used as indicators of progress.  

 

Such changes will complement wider efforts to reduce food waste from the home through: 

 

• Citizen awareness campaigns – for example, WRAP runs a series of citizen-facing Love Food 

Hate Waste campaign moments throughout the year, focused on key behaviours such as food 

storage practices, buying the right amount, using up items, etc.  There are materials available 

for businesses to adopt or make their own; 

• Testing new approaches.  WRAP’s Behaviour Change Interventions programme is developing 

novel intervention ideas using behavioural science. These concepts are available for piloting 

and once proven will be rolled out more widely.  

• Supporting the national Food Conversation.  The Food Conversation will be launched during a 

week of action focused on citizen food waste, which is planned to take place  

13th -19th January 2020.  This new long-term campaign aims to change the UK’s hearts, minds 

and attitudes around food waste.  Everyone, from local and national Government, to individual 

businesses will have a role to play in supporting the Food Conversation.  The call to action for 

food and drink retailers and brands is to: 

➢ Highlight and amplify existing or planned initiatives during the week and beyond to 

customers and employees;  

➢ Launch a new initiative, ideally during the week, that helps / inspires customers and 

employees to stop wasting food (e.g. media activity, direct customer engagement, 

competitions, etc.); 

➢ Launch new longer-term initiatives to create a lasting impact that support the Food 

Conversation on an ongoing basis (e.g. through loyalty schemes, staff food 

ambassadors’ programmes, community partnerships); and 

➢ Collect feedback from customers and employees to help direct ongoing initiatives. 

 

 

https://partners.wrap.org.uk/campaigns/love-food-hate-waste/
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1.0 Background 
1.1 Why citizen food waste is an issue 
 

Around a fifth of food brought in to UK homes ends up as waste – with a retail value of 

£14.9 billion. This equates to 7.1 million tonnes being thrown away – of which 5 million 

tonnes is food that could have been eaten (the remainder being inedible parts, such as 

banana skins or bones)1.   

 

The Courtauld Commitment 2025 has a target to reduce food waste in the UK by 20% by 

2025.  This equates to approximately 1.6 million tonnes less food waste / year in 2025 

(compared to 2015).  WRAP estimates that approximately 1 million tonnes of this annual 

waste reduction needs to be from households.   

 

Previous WRAP research has provided key insights into why food is thrown away at home2.   

The principal reasons are. 

• c.2 million tonnes / year of food is thrown away from households due to ‘not being 

used in time’ and for 1/3 of this the date guidance on the pack is cited as a factor; 

• c. 1.2 million tonnes / year is thrown away because of too much being cooked or 

served;  

• c. 1.8 million tonnes / year is thrown away for other reasons – e.g. accidents or 

personal preference / fussy eating. 

 

1.2 What food and drink businesses can do 
 

The way food and drink products are packaged, labelled and priced can make a significant 

difference to waste levels at home. There is also an important role for more education and 

awareness-raising.  For example, helping consumers to understand the difference between 

types of date label, when food is safe to freeze, how to safely defrost, etc. 

 

Food and drink retailers and brands are in a unique position to help consumers reduce 

waste at home by: 
 

• Helping consumers to buy the right amount (e.g. by providing smaller packs for 

individual consumers); 

• Providing clarity on when a product is still fit to eat and giving consumers as long as 

possible to use it; 

 
1 http://www.wrap.org.uk/cy/content/hhfw-restated-data-2007-2015 
2 http://www.wrap.org.uk/cy/content/hhfw-restated-data-2007-2015 

http://www.wrap.org.uk/food-drink/business-food-waste/courtauld-2025
http://www.wrap.org.uk/cy/content/hhfw-restated-data-2007-2015
http://www.wrap.org.uk/cy/content/hhfw-restated-data-2007-2015
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• Providing clear instructions of what consumers can do to make their purchases last 

longer, particularly through storage; 

• Making it clear when products can be frozen – and making it easier to defrost, or 

cook them from frozen;  

• Giving advice on serving sizes / cooking the right amount; and 

• Providing tips and advice on what to do with leftovers. 

 

WRAP’s research shows that people value having information that helps them make better 

use of their food - particularly on-pack – and that the clarity and consistency of this 

information is key 3,4. 

 

In late 2017, WRAP, the FSA and Defra Labelling published new best practice guidance on 

how to apply and use food date labels and other on-pack advice in order to ensure that 

food is properly described, stored, used and safely provided to consumers and that it helps 

to reduce consumer food waste.  This guidance summarises both regulatory requirements 

(e.g. relating to date labels), and points of best practice that go beyond regulation, but are 

important ways to help reduce food waste at home.  

 

Implementing this best practice will help to significantly reduce the two million tonnes/year 

of food thrown away each year from our homes due to it not being used in time – as well as 

helping to reduce the 1.2 million tonnes/year thrown away because of too much being 

cooked or served.   

 

 

1.3 Priority areas for action 

Some products are wasted more than others at home, and different products are thrown 

away for different reasons.  With many thousands of product lines, it makes sense for 

businesses to focus their efforts.  

 

Table 5: shows a summary of WRAP’s available evidence on the potential food waste savings 

from different types of actions for a selection of products.  Corresponding category-specific 

guidance related to these actions has been published here. 

 

These estimates have predominantly been derived using WRAP’s new Household Simulation 

Model, which models the purchase of products by different types of household and then 

runs through the series of decisions made by a householder when choosing where to store 

the product, when to use it, how much to use, when to throw away, when to go shopping 

for more, etc.  A brief overview of the modelling approach and assumptions are included in 

Appendix 2:.    

 
3 http://www.wrap.org.uk/sites/files/wrap/Technical%20report%20dates.pdf  
4 http://www.wrap.org.uk/sites/files/wrap/Report%20-

%20Consumer%20attitudes%20to%20food%20waste%20and%20packaging_0.pdf 

http://www.wrap.org.uk/food-date-labelling
http://www.wrap.org.uk/food-date-labelling
http://www.wrap.org.uk/sites/files/wrap/Technical%20report%20dates.pdf
http://www.wrap.org.uk/sites/files/wrap/Report%20-%20Consumer%20attitudes%20to%20food%20waste%20and%20packaging_0.pdf
http://www.wrap.org.uk/sites/files/wrap/Report%20-%20Consumer%20attitudes%20to%20food%20waste%20and%20packaging_0.pdf
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Table 5: Summary action areas and estimated food waste savings for a selection of products 

KEY ACTION AREAS 

Estimated 

potential food 

waste savings* 

 

Bread 

 

Milk 

 

Yogurt 

 

Cheese 

 

Fresh 

chicken 

Bacon/ 

sausages/ 

ham 

 

Potatoes 

Product life & date labels   

Use the right date label (where they are needed) and 

help customers understand what it means / how to 

act 

>150,000  

tonnes/year 

>30ktpa for 

+ 1 day life  

>20ktpa  for + 1 day 

life  

c.5ktpa if no 

shorter life 

items (with <5 

days) 

[not 

priority] 

c.5 ktpa for 

+ 1 day life  

c.2ktpa if less 

short product 

life items 

c.30ktpa for + 1 day 

life. >50ktpa if 

remove date label 

and defer to typical 

storage life 
Maximise product life for customers/reduce range in 

product life  

 

Remove potentially confusing open life statements, 

where not needed; or extend e.g. through better 

resealability 

[n/a] >20ktpa if remove  c.10ktpa if 

remove 

c.10ktpa if 

remove 

[n/a] c.10ktpa if 

remove or 

extend 

[n/a] 

Food storage   

Help customers understand how to store their food 

in the right way e.g. prominent storage advice; 

switching fridges to the right temperature (<5°C) 

>100,000  

tonnes/year 

 

[n/a] 

c.50ktpa for 

extending life 

through storing at 

right temperature  

No product-specific estimates available.  Across all products, 

WRAP estimates significant potential for waste reduction through 

better fridge temperature management 

c. 50ktpa for 

extending life 

through optimal 

storage 

Help improve consumer confidence on freezing and 

defrosting e.g. through communications, labelling 

innovations, pack innovations 

>200,000  

tonnes/year 

c.150ktpa if 

max freeze 

c.50ktpa if max 

freeze 

 

[n/a] 

>5ktpa if 

max freeze 

>10ktpa if 

max freeze 

>5ktpa if max 

freeze  

(not ham) 

 

[n/a] 

Pack sizes & portioning 
  

Help customers buy the right pack size for their 

needs e.g. make smaller packs available at the right 

price point; portioning innovations e.g. split packs 

>200,000  

tonnes/year 

>100ktpa if 

buy smaller 

sizes 

>.50ktpa buy 

smaller sizes 

 

[not priority] 

c. 15ktpa if 

buy smaller 

sizes 

c.10ktpa if 

buy smaller 

sizes 

c.10ktpa if buy 

smaller sizes 

c. 50ktpa if buy 

loose or smaller 

sizes 

Using up leftovers   

Help consumers to make more use of leftovers e.g. 

recipe ideas on pack/online 

No product-specific estimates available.  Across all products, WRAP estimates c.300,000 tonnes/year potential 

 for waste reduction through better use of leftovers 

* The estimates are not additive (due to overlap / potential double counting) – but they indicate the relative potential importance of different types of action 

for different types of product and have been used within this report to help prioritise efforts.   kpta =  ‘000 tonnes per annum potential waste savings 

through this action 
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1.4 This report  

 

This report presents findings from a detailed survey of a selection of products available in UK 

retail outlets in March-July 2019 across all the major supermarkets.  It focuses on the products 

that are wasted most at home, and the actions that we know can have most impact. Data was 

gathered through a combination of web-based extraction, using Nielsen Brandbank, and store 

visits. 

 

The purpose of the survey was to: 

 

1. Assess the degree to which key points of best practice within the WRAP/FSA/Defra Labelling 

guidance have been adopted across:   

➢ Date label application;  

➢ Product life; 

➢ Storage advice; and  

➢ Freezing advice. 

 

2. Review the prevalence of other key opportunities to reduce food waste: 

➢ Provision of pack sizes that meet the needs of single-person households, or homes in 

which householders eat as individuals, rather than together; 

➢ Clear communication on portion or servings size; 

➢ Availability of product innovations – e.g.: 

o Innovative portioning solutions (e.g. split-packs) or guidance (e.g. markings on the side); 

o Resealable packs which extend open life. 

 

3. Develop a set of KPIs for priority product categories and set a baseline against which we can 

track improvements over time.  These have been determined based on the most important 

actions for the most highly wasted products at home, drawing on the insights from Table 5: as 

a means to focus effort.   

 

 

It provides a snapshot of current practice and compares performance with previous Retail 

Surveys, wherever possible. 

 

The outputs are being used to identify where to focus future efforts and inform WRAP’s work with 

retailers and manufacturers through Courtauld 2025.  In particular, the results make it easier for 

individual retailers and manufacturers to see the progress they’re making and where further 

action is still needed – which helps focus effort in an area where there are lots of competing 

pressures. 
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2.0 Survey coverage and data 
sources 
 

This section provides a summary of the approach used for the 2019 Retail Survey.   

 

2.1 Product coverage 

The survey focused on a sub-set of products that are wasted most at home.  A full list and specific 

description of the products included in the survey are included in Appendix 1:. 

 

The core survey provided an assessment of the availability of packed ambient and chilled 

products only.  This snapshot does not include the availability of items from deli counters, meat 

counters, in-store bakery, frozen items, etc.   

 

Together the products sampled contribute around half (1 million tonnes/year) of the food wasted 

because it’s not used in time, and c.2 million tonnes/year of the total food waste.  They include 

the majority of the items most wasted at home, and also include a number of high value items 

(e.g. cheese, red meat) which are priorities for food waste prevention.  These products also 

represent key examples from major categories of food types, so the learning can be applied 

across similar items in the same category. 

 

2.2 Retailer and brand coverage 

Data were gathered for the own-brand packaged food and drink products stocked by the 

following major multiple retailers and on-line grocery shopping websites:  

 

• ASDA 

• Aldi 

• The Co-operative 

• Iceland 

• Lidl 

• Marks & Spencer 

• Morrisons 

• Ocado 

• Sainsbury’s 

• Tesco 

• Waitrose 

 

In food and drink categories where brands have a significant market share (bakery, dairy, juice 

and meat products), data were also gathered for the following common brands: 

 

• Hovis 

• Warburtons 

• Kingsmill 

• Arla 

• Cathedral City 

• Müller 

• Yeo Valley 

• Innocent 

• Tropicana 

• Richmond 
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2.3 Information collected and data sources 

 

2.3.1 Core survey – assessing adoption of best practice  
 

The datapoints collected for each individual item are shown in Table 6:.  These cover all of the 

areas in the WRAP/FSA/Defra labelling best practice guidance. 

 

The information was collected from a variety of sources, using the following hierarchy: 

1. Nielsen Brandbank5, which is a repository of data on branded and retailers’ own-brand 

grocery products. For a sub-set of retailers and brands it includes text reflective of that found 

on the packaging, and high-resolution images of product packaging, to enable visual 

assessment (for example, the presence of a ‘Snowflake Logo’).  

2. Web data-extraction.  This approach was used for retailers with an online shopping presence, 

where the information in Table 6: could not be obtained from Brandbank (e.g. because of 

incomplete pictures) – and to sense check the list of ‘live’ items (i.e. products on sale at the 

time of the survey). 

3. Store visits.  For retailers with no online shopping presence, the information in Table 6: was 

collected by visiting one large store – selected in discussion with the retailer to be 

representative of a store with the largest range.  Store visits were also undertaken where the 

information in Table 6: was not readily available for the full product range from either 

Brandbank or web data-extraction.  Ad hoc visits to stores were also used to fill data gaps (e.g. 

left by the lack of high-quality pictures from the Brandbank library). 

Table 6: Information collected for the core survey 

Best practice 

area 

Point of best 

practice 

  Datapoints collected 

Date labels Date label 

applied and 

related wording 

Presence of: 

• ‘Use By’ 

• ‘Best Before’ 

• ‘Display Until’ 

• no date label present   

 

Product life Open life advice Presence of: 

• ‘use within # days’ 

• ‘best within # days’ 

• ‘use immediately’ 

• no time-period specified 

• no open life advice 

 

Storage advice Storage advice Presence of: 

• Storage location advice 

• Fridge logo /similar icon 

 

 
5 https://www.brandbank.com/ 

https://www.brandbank.com/
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Temperature 

advice 

Presence of advice stating: 

• Greater than 5 degrees 

• Less than or equal to 5 degrees 

• Non-numeric temperature guidance 

 

Freezing advice Freezing, 

defrosting and 

cooking from 

frozen advice 

Presence of: 

• Snowflake logo 

• ‘Suitable for freezing’ statement 

• ‘Not suitable for freezing’ statement 

• ‘Freeze on day of purchase’ statement 

• Other freezing advice 

• Defrosting advice 

• ‘Can be cooked from frozen’ advice 

• ‘Can't be cooked from frozen’ advice 

 

Other on-pack 

advice 

Presence of: 

• Leftover recipes 

• Behavioural advice – e.g. tips on how to store food for maximum freshness, best ways to 

freeze, etc. 

• Motivational messages – e.g. on the journey of food and resources invested 

 

 

The information collected was collated and used to determine the % of products displaying each 

characteristic.  Findings are presented within this report.  

 

Detailed findings were reported back to individual businesses, as well as a summary of overall 

findings and recommendations.  This has enabled constructive discussions on priorities for 

action, as well as areas of good practice to maintain.  Summaries for each of the retailers are 

shown in Section 6.0.   

 

 

2.3.2 Comparisons with previous surveys 
 

Where possible, comparisons have been made with previous Retail Surveys (undertaken in 2009, 

2011 and 2015) to understand changes in levels of adoption of best practice.   

 

Accurate comparisons over time are extremely challenging in a survey of this nature, however.  

Whilst the overarching survey concept and approach have remained broadly the same over time, 

there are inherent differences between surveys - such as the survey teams and data collection 

approaches used; the number of items for which data were collected; the distribution of items 

across different product categories, etc.  As such, comparative observations regarding a change in 

adoption of best practice were only made where a major shift was seen, or where there was 

sufficient confidence in a like-for-like comparison. 
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2.3.3 Additional investigations  
 

Additional to the core survey, the following were investigated: 

• The available product life for a range of products in-store (i.e. the remaining time on the 

date label at the time of sampling); 

• The prevalence of ‘small’ pack sizes that meet the needs of single-person households, or 

homes in which householders eat as individuals rather than together; 

• The prevalence of product and packaging innovations (e.g. split-packs, resealable packs to 

extend open life). 

 

The information collected is outlined in Table 7: and full details on the products sampled is 

included in Appendix 1:.  

 

The nature of this information was such that it could only be collected in-store (for example to 

determine availability in-store, or available product life at the time of the survey).  59 stores were 

visited, across all retailers and including large store formats and convenience stores.  The number 

and location of stores selected for each retailer was based firstly on relative market share; and 

secondly to ensure coverage across England, Scotland, Wales and all possible formats.  

Table 7: Information collected within additional investigations 

Best practice 

area 

Approach taken 

 

Available 

product life 

 

For every item on-shelf for a given SKU (e.g. ‘standard pre-packed white, medium-sliced bread - 

800g core own brand tier’) the difference in days between the date of the in-store survey and 

the Use By or Best Before date was recorded. 

From this, the remaining product life was determined for individual items, and an average, max 

and min were calculated from the collated sample. 

Availability, 

pricing and 

visibility of 

smaller packs 

For each product type sampled (e.g. ‘standard pre-packed white, medium-sliced bread’), every 

size variant and price per kg were recorded. 

Each size variant was assigned as either a ‘small pack’ or not.  ‘Small packs’ that could be 

reasonably consumed by one person were defined for most products/packs as the number of 

servings being less than or equal to the product’s open life (‘once opened use within…’).   / 

Section 4.0 outlines how this was specifically defined for each product type; and shows 

examples of the ‘small packs’ meeting this criterion 

This was used to assess the number of stores in which a ‘small pack’ was found, and the unit 

price difference between small packs and other sizes for the same product types. 

Portioning 

communication 

 

Presence of the following were recorded for each product type:  

Portion or serving size explicitly stated 

Information about the number of portions or servings given  
Packaging 

innovations 

Presence of the following were recorded for each product type: 

Resealable packs 

Split / multi-packs 

Portioning marks on the side 

Other features to facilitate portioning  
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3.0 Findings against key points of 
best practice  
 

NB - a checklist summary of all the labelling best practice guidance covered in this section can be 

found online, here  

3.1 Date label applied 

 

BEST PRACTICE  

The WRAP/FSA/Defra Labelling guidance recommends the following: 

• Only apply ‘Use By ‘or ‘Best Before’ 

➢ Apply ‘Use By’ for foods which, from a microbiological point of view, are highly perishable 

and are therefore likely, after a short period, to constitute an immediate danger to human 

health.  Food cannot be sold, redistributed or consumed after this date. 

➢ Apply ‘Best Before’ for all other foods, to indicate quality where a date is required. Food 

can be sold, redistributed and consumed after this date. 

• Do not use a ‘Display Until’ label  

➢ To avoid confusing consumers, use other mechanisms for stock control. 

 

 

A summary of date label recommendations for different product types is shown in Table 8:.   

This includes an updated WRAP/FSA/Defra recommendation to only have a ‘Best Before’ date on 

pre-packed (uncut) fresh produce where this is judged to be necessary/useful in order to help 

consumers eat rather than waste products (linked to perishability and variability) 6.    

 

Findings from the 2019 survey on the prevalence of different types of date label are shown in 

Table 8:.  Notable changes from previous surveys, areas of good practice and areas for further 

action are as follows. 

 

Good practice identified: 

For the majority of products sampled, the application of date labels was found to be in line with 

best practice guidance [NB - correct use of Use By for food safety reasons could not be checked.  

It is the responsibility of the food business to use the guidance and their detailed knowledge of 

 
6 This recommendation was updated in November 2019 after a review of new evidence and insights from industry. The 

recommendation was previously that all pre-packed uncut fresh produce should carry a Best Before date. Retailers are in the process 

of implementing the necessary changes, and progress will be assessed in the next Retail Survey. 

http://www.wrap.org.uk/sites/files/wrap/labelling-guidance-checklist.pdf
http://www.wrap.org.uk/food-date-labelling
http://www.wrap.org.uk/content/evidence-insights-fresh-produce-guidance
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each product (e.g. it’s formulation, processing, packaging etc.) to determine whether there is a 

food safety risk and therefore need for a Use By date].  

Since the last Retail Survey in 2015, positive changes have been: 

➢ No ‘Use By’ on pre-packed hard cheese.  All cheese items sampled had a Best Before date. 

➢ No ‘Display Until’ on pre-packed bread & rolls (despite a larger sample of products). 

➢ More uncut, packed fruit & veg with no date label.  A very positive move given the recent 

update to recommendations which were developed in conjunction with retailers and the 

fresh produce sector. 

 

Areas for further action: 

• Potential for more yogurts carrying a ‘Best Before’ label, where there is no food safety 

requirement.  Evidence suggests that consumers are likely to use yogurt items for c.1 day 

longer if it carries a Best Before instead of a Use By label7.  Notably, one leading brand and 

one retailer carried a Best Before label on all yogurt items sampled. 

• Removal of ‘Display Until’ on fresh produce.  Fresh produce is the only category in which 

the use of Display Until date labels was found. Evidence suggests that consumers find 

Display Until labels confusing – and that they may choose to throw items away based on 

this date (which is often set earlier than a Best Before date)8.  Only two retailers are now 

applying these date labels. 

Table 8: Presence of date labels – 2019 Retail Survey findings 

Product (see 

Appendix 1 for 

detail) 

Current best practice* 2019 survey findings:  % products with: 

No date 

label 

Best 

Before 

Use By Display 

Until 

Bread & rolls Best Before n/a 100% 0% 0% 

Fresh milk Dependent on food safety risk 

assessment – Best Before where possible 

[NB - Use By was standard advice at the time 

of this survey] 

n/a 0% 100% 0% 

Hard cheese Best Before n/a 100% 0% 0% 

Yogurt Dependent on food safety risk 

assessment – Best Before where possible 

n/a 16%  84% 0% 

Uncut, packed 

fruit & veg** 

Dependent on perishability and variability. 

Decision support tools available here  

25% 62%  0% 13% 

Bagged salad Use By n/a 0% 100% 0% 

All Meat Use By n/a 0% 100% 0% 

Fruit juice 

Dependent on food safety risk 

assessment – Best Before where possible 

n/a 87%  13% 0% 

Chilled ready 

meals 

Use By n/a 0% 100% 0% 

* In all cases – no use of Display Until.  ** potatoes, carrots, tomatoes, apples, bananas, berries 

 
7 Thompson, B., Toma, L., Barnes, A. P., & Revoredo-Giha, C. (2018). The effect of date labels on willingness to consume dairy products: 

Implications for food waste reduction. Waste Management, 78 , 124-134. 
8 http://www.wrap.org.uk/sites/files/wrap/Technical%20report%20dates.pdf  

http://wrap.org.uk/content/uncut-packed-fruit-and-vegetable-date-labelling-guidance
http://wrap.org.uk/content/uncut-packed-fruit-and-vegetable-date-labelling-guidance
http://www.wrap.org.uk/sites/files/wrap/Technical%20report%20dates.pdf
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3.2 Available product life 

The WRAP/FSA/Defra guidance recommends that food and drink businesses look for 

opportunities to extend product life for both ‘Use By’ and ‘Best Before’ products. 

 

This is important even for products marked with a ‘Best Before’ date, as WRAP’s evidence 

suggests that, whilst a relatively small proportion of people may treat the ‘Best Before’ date in the 

same way as a ‘Use By’ date (i.e. not eat beyond it), a larger proportion do use it as a reference to 

help determine when to eat it (e.g. eat 1 or 2 days after).   

 

This survey investigated the available product life for a number of high-volume products.  

59 stores were visited, across all retailers and including large store formats and convenience 

stores.  For each stock keeping unit (SKU) sampled (see full list and SKU description in Appendix 

1), the difference in days between the date of the store visit and the Use By or Best Before date 

was recorded for every item on shelf.  From this, the remaining product life (i.e. that available for 

the consumer) was determined for individual items, and an average, maximum and minimum 

were calculated from the collated sample. 

 

Findings are presented in Table 9: – compared against a similar survey undertaken in 2011 (the 

last time an assessment of this kind was undertaken). 

Table 9: shows that: 

• The amount of life available to consumers – on average – has remained relatively stable 

over time for many products.   

• For milk and hard cheese there have been positive increases in the average available 

product life (c.1.5 days extra for milk and 15 days extra for cheese). 

• Average available product life for potatoes has decreased by c. 1 day, to 3.9 days (with 12% 

of items carrying 2 days or less when sampled in store).  The shortness of available 

product life for potatoes is particularly relevant in the context of the estimated c.50,000 

tonnes potatoes / year discarded based on this information9.  Around 35% of 

householders have previously reported that they would use the Best Before date code ‘to 

some extent’ 10– and 71% of potatoes items sampled in the 2019 Retail Survey were found 

to carry Best Before label.  The new labelling guidance for produce will recommend no 

date coding on potatoes, and this should address this issue. 

• There is a large range of available product life for a number of items, and for many 

products nearly 1/5 of products on shelf had 2 days or less remaining life.  Retailers need 

to strike a balance between on-shelf availability, providing product life for consumers and 

reducing in-store waste, but investigating ways to ensure consumers have more time to 

eat what they buy should be a priority.  WRAP will use the information from this survey to 

help focus further efforts. 

 

 
9 See Appendix 2  
10 http://www.wrap.org.uk/sites/files/wrap/Technical%20report%20dates.pdf   

http://www.wrap.org.uk/sites/files/wrap/Technical%20report%20dates.pdf
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Table 9: Days available product life found in 2011 and 2019 surveys   

Product/SKU sampled 

(see Appendix 1 for full 

description) 

Average 

available 

product life 

found in 2011 

survey 

Average 

available 

product life 

found in 2019 

survey 

Range of 

available 

product life - 

2019 survey 

% products 

with 2 days or 

less life – 2019 

survey 

Sample 

size 

 FRESH PRODUCE 

Potatoes (2.5kg whites) 4.8 days 3.9 days 0 – 8 days  12% 5531 

Berries Not sampled 2.3 days 0 – 5 days  53% 3882 

Bagged salad 3.3 days 3.0 days 0 – 6 days  28% 1608 

 BAKERY 

Sliced bread  3.1 days 3.6 days 0-7 days  21% 4659 

 MEAT 

Fresh chicken breasts 4.6 days 5.2 days 0 – 9 days  9% 2686 

Whole chicken Not sampled 4.7 days 0 – 9 days  13% 3134 

Sliced ham 12.6 days 12.8 days 0 – 19 days  2% 1307 

Fresh beef burgers Not sampled 5.7 days 0 – 10 days  5% 959 

Fresh beef mince Not sampled 4.1 days 0 – 9 days  19% 1991 

Smoked bacon 21 days 21 days 0 – 34 days  2% 2955 

Fresh pork sausages Not sampled 6.6 days 0 – 13 days  8% 1102 

 DAIRY 

Fresh pasteurised milk  8.1 days 9.5 days 2 - 13 days  0% 9148 

Flavoured yogurt (singles & 

multi-packs) 

15.5 days 15.5 days 0 - 55 days  2% 548 

Natural yogurt (big pot) Not sampled 17.4 days 0 - 37 days  0% 995 

Block cheddar 49 days 64 days 2 - 113 days 0% 8384 

Soft cheese Not sampled 90 days 11 – 113 days 0% 1414 
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3.3 Open life advice 

 

BEST PRACTICE  

The WRAP/FSA/Defra guidance recommends the following: 

• Do not state ‘Open Life’ where possible. 

• Only apply ‘use within Open Life’ for food safety reasons (i.e. where it would not be safe to eat 

once expired). 

➢ Where ‘Open Life’ is for food safety reasons – use the wording front of pack, where possible – ‘Use 

within X days of opening’. 

• If ‘Open Life’ is critical for quality reasons, make this reason clear (‘best within’). 

➢ Where ‘Open Life’ is important for food quality – use the wording back of pack, where possible – 

‘Best within X days of opening’ 

• When ‘Open Life’ is needed, look for opportunities to extend the duration. 

 

 

Findings from the 2019 survey on the prevalence of different types of open life statement are 

shown in Table 10:.  Notable changes from previous surveys, areas of good practice and areas for 

further action are as follows. 

 

Good practice identified: 

No, or very limited, presence of open life statements on bakery and uncut fresh produce items 

sampled.  

Since the last Retail Survey in 2015, positive changes have been: 

➢ A shift towards ‘1 day’ open life on chicken breasts (all but 2 retailers now have 1 day 

instead of ‘immediately’.  In 2015 42% stated ‘use immediately’).   

➢ Removal of Open Life statements from some processed meat items (4% of bacon and 10% 

of sausage packs found with no open life statement). 

➢ Some (limited) adoption of the recommendation to use ‘best within’ wording (10% of hard 

cheese). 

 

Areas for further action: 

Overall there has been a disappointing level of adoption of guidance to remove Open Life 

statements or change to ‘best within’ to make it clearer that the advice is for quality purposes, not 

safety (Further detail in Table 10).  WRAP is planning to undertake further work to understand 

consumers interaction with open life statements (for example, to what extent do they use them 

and does this vary by product? how do they remember when a pack has been opened?).  In a 

http://www.wrap.org.uk/food-date-labelling
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recent consumer survey, 55% of UK households reported that they ‘regularly’ or ‘quite often’ refer 

to open life statements11. 

An illustration of the need for adoption of the guidance is the example of hard cheese – for which 

there has been a significant increase in product life to 64 days (for block cheddar) (Table 9:), but 

c.90% of the packs surveyed carried advice to use within 3, 5 or 7 days of opening.  Open life 

statements are typically used on hard cheese because of the potential for mould forming as a 

result of poor handling / cross contamination; or drying out / hardening if not properly stored.  As 

this is more closely linked to consumer-behaviour, alternative solutions to target these 

behaviours could be a more appropriate solution, as opposed to a blanket open life policy.  For 

example: 

➢ Re-sealable packs.  40% of the hard cheese products sampled in this survey already had 

re-sealable packaging formats (across block/sliced/grated formats), but still carried advice 

to use within 3, 5 or 7 days. 

➢ On-pack tips/advice.  14% of the hard cheese products sampled in this survey contained 

on-pack advice to wrap or place in a container to avoid it drying out. 

Table 10: Presence of open life statements – 2019 Retail Survey findings 

Product type (see 

Appendix 1 for detail) 

Best practice 2019 survey findings:  % products with: 

No statement Best 

within 

Use 

within 

Range of days seen 

Bakery (bread, rolls) No open life 

statement 

98%  

 

0% 2% 2 days (where present)  

Uncut, packed fruit & veg* 

No open life 

statement 

100%  0% 0% n/a 

Bagged salad 

 

 

 

 

 

 

 

Dependent on 

food safety 

need – remove 

or apply ‘best 

within’ where 

possible 

 

 

 

 

 

 

 

7% 4% 89% 1 or 2 days   

(where present) 

Fresh milk 0% 2% 98% All 3 days (except filtered -  7 days) 

Hard cheese  1% [only snack 

packs] 

 

10% 89% Sliced - 3 days 

Grated – 3 or 5 days 

Block – 5 or 7 days 

Yogurt 50% [only on 

single pots] 

0% 50% 2 or 3 days  

(where present) 

Fresh meat (chicken breast, 

mince, burgers) 

0% 0% 100% ‘immediately’ or within 1 day 

Ham 0% 0% 100% 2 days 

Bacon  

4% 0% 96% 2 or 3 days  

(where present) 

Sausages 

10% 0% 90% 1 or 2 days   

(where present) 

Fruit juice 

2% [only on 

single serve] 

0% 98% 1 day (mostly for fresh squeezed) to 

5 days 

Chilled ready meals 

95% [mostly 

single serve] 

0% 5% ‘immediately’ or within 1 day 

* potatoes, carrots, tomatoes, apples, bananas, berries 

 
11 WRAP, Food trends survey 2019: Behaviours, attitudes and awareness around food waste, May 2019. Unpublished.   
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3.4 Storage advice 

 

BEST PRACTICE  

The WRAP/FSA/Defra guidance recommends the following: 

• Provide storage advice on all products to help people make the most of the food they buy, not 

just for safety reasons. 

• For products like most fruit and vegetables, that will keep fresher for longer in the fridge*: 

➢ Use a fridge icon and the wording ‘at home store below 5ºC’, front of pack.  

 

➢ In storage instructions use a fridge icon and the wording “At home, keep in the original 

packaging and store in the fridge below 5ºC – to keep fresher for longer”. 

• For products like bread that will go stale quicker in the fridge,  

➢ Use the wording: “Store in a cool dry place. It is not advisable to store bread in the 

refrigerator (except in extremely hot weather) as this will speed up the staling process” 

• Be clear on whether the food is best kept stored in the pack, so it remains fresher for longer.  

• Help prompt customers to keep their fridges cold enough – by using temperature advice. 

 

*Some fruit and vegetables shouldn’t be stored in the fridge, e.g. potatoes, onions, bananas and pineapples. 

 

 

Findings from the 2019 survey on the prevalence of storage advice are shown in Table 11: 

Notable changes from previous surveys, areas of good practice and areas for further action are as 

follows. 

 

Good practice identified: 

• Almost all products sampled had storage advice on pack. 

• No products found had incorrect temperature advice  

• The fridge logo found on 15% of applicable products.  Most adoption was on fresh produce 

(more than one third of carrots; nearly one-fifth of apples & bagged salad), meat items (one 

third of burgers, one-fifth of chicken and ham) and ready meals (nearly one quarter). 

 

http://www.wrap.org.uk/food-date-labelling
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Areas for further action: 

 

Improving awareness on the need for refrigeration: 

➢ This is particularly important for items which are sold at ambient temperatures but will 

keep fresher for longer if refrigerated.  For example, many fresh produce items.  Research 

has found that refrigeration was vitally important in maintaining freshness and extending 

storage-life for 13 out of 17 fruits and vegetables tested.  Some items (e.g. carrots, orange) 

were shown to last for up to 2 weeks longer if kept in the fridge12.   

➢ Previous research has shown consumers to pay more attention to icons on pack, which is 

why WRAP promotes the use of the blue fridge logo.  WRAP’s most recent consumer 

survey13 reported that: 

• 9% of UK households reported recognition of the blue fridge logo (this is significant 

given that only 15% of products sampled carry the logo); and 

• those who recognise the blue fridge logo were found to be more likely to: i) know what 

their fridge temperature should be set at; and ii) have checked their fridge 

temperature in the last 2-3 months. 

 

Further action on fridge temperature awareness:  

➢ WRAP’s most recent consumer survey14 identified that half (49%) of UK households do not 

know what temperature their fridge should be.   

➢ This is reflected in the statistics that report domestic fridges running at an average of 

6.6oC and ranging from 3-14°C15; good practice is 5oC or less. 

➢ Uncertainty on how well the chill chain is being maintained by consumers is a significant 

challenge for food and drink businesses.  Fridges that are too warm can lead to premature 

spoilage, more consumer complaints and the need for more conservative product lives.  

➢ Three actions that food and drink business can take are outlined in Box 1.

 
12 WRAP, Helping Consumers Reduce Fruit and Vegetable Waste: Final Report, 2008 
13 WRAP, Food trends survey 2019: Behaviours, attitudes and awareness around food waste, May 2019. Unpublished.  .   
14 WRAP, Food trends survey 2019: Behaviours, attitudes and awareness around food waste, May 2019. Unpublished.   
15  http://www.wrap.org.uk/content/impact-more-effective-use-fridge-and-freezer 

http://www.wrap.org.uk/sites/files/wrap/WRAP%20RTL044-001%20Final%20report.pdf
http://www.wrap.org.uk/content/impact-more-effective-use-fridge-and-freezer
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Table 11: Presence of storage advice – 2019 Retail Survey findings  

Product type (see Appendix 1 for detail) 2019 findings: % products with: 

Storage 

location 

advice 

Correct fridge 

temp advice 

(below 5oC) 

Fridge icon 

Bakery (bread, rolls)  100% n/a n/a 

Dairy (milk, cheese, yogurt) 100% 27% 10% 

Meat (fresh chicken, bacon, sausages, burgers, 

mince, ham) 

100% 48% 17% 

Fresh produce (carrots, apples, berries, bagged 

salad, tomatoes*)  

93% 10%* 17%* 

Fresh produce (potatoes, bananas) 100% n/a n/a 

Fruit Juice 100% 18% 13% 

Ready meals 100% 29% 24% 

All applicable products 99% 31% 15% 

* the advice found on pack varies on whether to store tomatoes in the fridge or not, and so not included in the chilled 

storage figures. 

 

 

Box 1:  Three actions on fridge temperatures 

1. Help consumers know what temperature their fridge should be – by including numeric fridge 

temperature guidance on pack, ideally with the blue fridge logo.   

2. Help consumers know how to set their fridge temperature – by promoting use of the  

Chill the Fridge Out Tool.  This web-based tool enables user to select their make of fridge / 

type of fridge dial, and provides instructions on how to set it to below 5°C.   A recent survey 

reported that, of people who had seen Chill the Fridge Out materials, 33% had changed the 

temperature of their fridge in the last month (twice as likely as someone who hadn’t). They 

were also more likely to have been actively engaged in food waste conversations. 

3. Help consumers know what their fridge temperature actually is and/or when it is too warm– 

For example, by encouraging use of fridge thermometers e.g. in staff or customer giveaways.  

Thermometers can be company-branded, relatively low cost and are proven to be effective 

in changing behaviour16.  Other mechanisms such as temperature-sensitive labels on packs 

are also being investigated. 

 

 

 

  

 
16 e.g. https://www.about.sainsburys.co.uk/making-a-difference/our-values/our-stories/2017/putting-food-waste-tactics-to-the-test 

     

https://www.lovefoodhatewaste.com/article/chill-fridge-out?gclid=EAIaIQobChMI_Iyf2qGW5AIViLHtCh35WQgwEAAYASAAEgLInPD_BwE
https://www.about.sainsburys.co.uk/making-a-difference/our-values/our-stories/2017/putting-food-waste-tactics-to-the-test
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3.5 Freezing, defrosting and cook from frozen advice 

 

BEST PRACTICE  

The WRAP/FSA/Defra guidance recommends the following: 

• For all food – identify if it is suitable for home freezing 

• Use the snowflake logo front and back of pack (with text) to indicate suitability for home 

freezing.  

 
• Do not use ‘Freeze on the day of purchase’  

➢ Instead use ‘Freeze by date shown’ or ‘Freeze as soon as possible’ (depending on the product).  

• Provide information on how long a product could be kept frozen, e.g. three months, using 

‘best within’ to indicate this is for quality reasons, and extend the duration.  

• Include defrosting advice.  The guidance includes specific advice on wording. 

• Provide ‘cook from frozen’ instructions, wherever possible. 

• Make these instructions easy for people to see and use, e.g. colour them blue.  

 

Findings from the 2019 survey on the prevalence of freezing, defrosting and cooking from frozen 

advice are shown in Table 12:.  Notable changes from previous surveys, areas of good practice 

and areas for further action are as follows. 

 

Good practice identified: 

• Significant increase in the use of the snowflake logo compared to the 2015 Retail Survey.  

Overall, in 2015 snowflake logos were present on 15% of applicable products.  In this survey 

we found snowflake logos on 40% of applicable products (or 48% with a more comparable 

basket of products to previous surveys – e.g. not including hard cheese).  WRAP’s most recent 

consumer survey also reports that recognition of the snowflake logo has reached 65%17. 

Although this has decreased from 70% in spring 2018. 

• Adoption of suitability for freezing wording and the snowflake logo has, in particular, increased 

for bread and rolls – a huge increase from 38% snowflake logo usage for pre-packed bread in 

2015 to 80% across both bread and rolls in this survey (79% bread only) 

 

 

 
17 WRAP, Food trends survey 2019: Behaviours, attitudes and awareness around food waste, May 2019. Unpublished.   

http://www.wrap.org.uk/food-date-labelling
http://www.wrap.org.uk/food-date-labelling
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Areas for further action: 

• Removal of advice to ‘Freeze on Day of Purchase’ – as this can cause confusion and lead to 

householders throwing away food instead of safely freezing it up until the Use By or Best Before 

date.  The appearance of this statement has stayed approximately the same since the last Retail 

Survey – with lower prevalence in some categories, and higher in others.  Notable areas where 

further action is needed are: 

➢ Bread: some improvement since 2015 (when 57% stated ‘Freeze on day of purchase’), but still 

a very high proportion of pre-packed bread found with this statement (26% of bread, 30% 

across all bread and rolls). 

➢ Meat items:  around 1/3 of meat items were found to carry a ‘Freeze on day of purchase’ 

statement.  There was an increase in prevalence since 2015 for chicken (up from 15% to 35%), 

but a decrease for bacon (down from 50% to 33%).  Meat is a critical area in which consumer 

confidence in freezing and defrosting is needed, and so avoiding confusion is important. 

➢ Ready meals: in 2015 (or 2011) none of the ready meals sampled contained a ‘Freeze on day 

of purchase’ statement.  Although the survey samples may not be fully comparable, 21% of 

items (across 2 retailers) were found to carry this statement in the 2019 survey. 

• Inclusion of cook from frozen advice – in particular on meat items and bread.  A 2010 WRAP 

study found that around 1/4 of households throw away food from their freezer at least sometimes 

(the most commonly discarded items reported were vegetables, bread, chicken, sausages and 

fish)18.  With fast-paced, time-poor lifestyles and lower levels of food skills, the time taken to 

defrost items, and consumer nervousness around how to safely defrost, is a significant challenge.  

There is a need for solutions to make it easier for consumers to use their frozen items.  Cook from 

frozen instructions are prevalent on c.50% of ready meals – but were not found on any of the 

meat items sampled.  For some meat items, cooking from frozen may not be possible (for food 

safety reasons).  However, this is an area in which further action and innovation is needed. 

Table 12: Presence of freezing/ defrosting/ cook from frozen advice – 2019 Retail Survey findings  

Product type  

(see Appendix 1 for detail) 

2019 survey findings:  % of applicable products: 

Clearly identifiable 

as suitable for 

freezing 

Displaying 

snowflake logo 

Stating ‘Freeze 

on Day of 

Purchase’ 

Carrying freezing 

AND defrosting 

advice 

Carrying Cook 

from Frozen 

instructions 

Bakery (bread, rolls)  90% 80% 30% 32% 3%  

Dairy (milk, cheese) 5% 3% 0% 0% n/a 

Fresh Meat (chicken breasts, 

mince, burgers) 

82% 52% 26% 52% 0% 

Processed meat (bacon, 

sausages) 

87% 62% 31% 51% 0% 

Fruit Juice 23% 8% 0% 0% n/a 

Ready meals 64% 74% 21% 33% 52% 

All applicable products 55% 40% 20% 27% 4% 

NB - many fruit and vegetable items can also be frozen, but this is less prevalent and, in many cases, require processing (such as 

peeling or blanching) before freezing.  As such, this advice may fit better within ‘behavioural tips’ (Section 3.6) rather than core freezing 

defrosting and use advice. 

 
18 http://www.wrap.org.uk/content/impact-more-effective-use-fridge-and-freezer 

http://www.wrap.org.uk/content/impact-more-effective-use-fridge-and-freezer
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3.6 Other on-pack guidance, tips & advice 

 

 

BEST PRACTICE  

  The WRAP/FSA/Defra category guidance recommends the following: 

• For all food, use the Love Food Hate Waste logo and tips, recipes and motivational messages on 

pack. 

• Refer to product-specific guidance to help inform what the most impactful approach could be 

[NB WRAP is continually testing and developing new options, and guidance will be updated 

with the latest insights as they are gathered] 

• Reinforce these messages by using other, complementary mechanisms to engage with 

consumers such as in-store, social and digital channels and in other customer-facing 

communications 

• Explore innovative and new ways to convey guidance, messages and information, to improve 

consumer understanding and behaviours around; date labels, product life, storage advice, 

freezing/defrosting and cook from frozen advice 

 

 

Findings from the 2019 survey on the prevalence of other on-pack guidance, tips and advice are 

shown in Table 13:.  Notable changes from previous surveys, areas of good practice and areas for 

further action are as follows. 

 

Good practice identified: 

Following WRAP’s survey findings that consumers respond well to, and are motivated to act by, 

statements about the provenance / journey of food – there has been some new adoption of this 

type of ‘motivational message’.  Some examples of the statements found are shown in Box 2. 

 

Areas for further action: 

There has been otherwise little change in the provision of on-pack leftovers, tips, or advice since 

the 2015 Retail Survey and it remains an area for further action.   

Overall, only 7% of items were found to include any advice on using up leftovers, or tips beyond 

core best practice storage advice.  Some examples of the statements found are shown in Box 2. 

 

 

 

http://www.wrap.org.uk/food-date-labelling
http://www.wrap.org.uk/food-date-labelling
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Table 13: Presence of other on-pack guidance, tips and advice – 2019 Retail Survey findings  

Product type (see Appendix 1 for detail) 2019 survey findings:  % products with 

behavioural tips, leftovers recipes or 

motivational messages 

Bakery (bread, rolls)  35% of bread (all focused on re-sealing) 

Dairy (milk, cheese, yogurt) 14% of hard cheese (all focused on re-sealing) 

Meat (fresh chicken, bacon, sausages, burgers, 

mince, ham) 

<1% (leftover recipe advice on whole chickens) 

Fresh produce (potatoes, carrots, tomatoes, 

apples, bananas, berries, bagged salad)  

12% - particularly bagged salad (see examples in  

Box 2) 

Fruit Juice 0% 

 

 

 

Box 2:  Examples found of other on-pack guidance, tips & advice 

Behavioural tips and leftover recipes 

• “Adding a piece of kitchen towel to the bag could help to keep your salad fresher for longer” 

• “Always keep bananas separate from other fruits unless you want the other fruit to ripen quickly” 

• “Top tip - split [bread] slices in bags in smaller quantities for convenience before freezing” 

• “Slices of bread can be toasted directly from the freezer or by defrosting at room temperature” 

• “[tomatoes] can be frozen and used in spag bol” 

• “[carrots] can be grated into spag bol” 

• “When tomatoes are a few days old and become slightly soft, why not toss them into a pasta sauce to 

add extra depth of flavour” 

• On whole chicken “See back of pack for delicious leftover gravy recipe” 

• Many examples of directing to the Love Food Hate Waste website 

 

Motivational messages 

• “Juicy apples take 5 months to grow. Keep fresh in the fridge not in a fruit bowl” 

• “Up to 2½  months to grow, a second to squish.  Treat with a little TLC in the trolley, love every leaf” 

• “150 days to grow is too good to throw. Get the most out of your spuds by keeping them in the dark” 

 

  

https://www.lovefoodhatewaste.com/
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4.0 Meeting the needs of single-
person households - and homes in which 

householders eat as individuals, rather than together 
 

WRAP’s evidence suggests that having a wider range of pack-sizes / formats at the right price 

could be one of the key solutions to reduce food waste.   

• Single-person households waste 40% more per capita than other household types19 

• These householders report not being able to buy packs that are the right size for their needs 

as the main reason20.  

• Single person households – and homes in which householders eat as individuals, rather than 

together – are growing in number and will continue to do so in the next 20 years21. 

This presents both a significant market opportunity and a huge risk to escalating food waste. 

Estimates suggest that helping customers buy the right pack size for their needs could prevent 

more than 200,000 tonnes/year of food waste across key packaged perishable categories 

annually (Table 5:).  This scale of food waste prevention significantly outweighs the impact of any 

potential increase in packaging22. 

 

Projected household by size (ONS, 2018)  

 
 

 

This survey investigated the availability of packs which could ‘reasonably be consumed by one 

person’ for the products outlined in Table 14:.   

 

 
19 http://www.wrap.org.uk/content/household-food-drink-waste-%E2%80%93-product-focus 
20http://www.wrap.org.uk/content/report-consumer-behaviour-food-dates-portion-sizes-july-08 
21 ONS 2018 
22 e.g. http://www.wrap.org.uk/sites/files/wrap/packaging_design_to_reduce.pdf  

http://www.wrap.org.uk/content/household-food-drink-waste-%E2%80%93-product-focus
http://www.wrap.org.uk/content/report-consumer-behaviour-food-dates-portion-sizes-july-08
http://www.wrap.org.uk/sites/files/wrap/packaging_design_to_reduce.pdf
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‘Reasonably consumed by one person’ is defined for most products / packs as the number of 

servings being less than or equal to the product’s open life measured in days (e.g. ‘once opened 

use within X days’).  There are three key ways in which innovation can help achieve this: i) by 

providing smaller packs; ii) by providing smaller portions within packs (e.g. split packs); or iii) by 

extending the product’s open life. 

 

 outlines how this was specifically defined for each product type; and shows examples of the 

‘small packs’ meeting this criterion.  These products were selected because:  

➢ they are products which are highly wasted at home; and  

➢ they are products for which consumers have identified challenges finding a pack small 

enough23. 

 

59 stores were visited, across all retailers and including large store formats and convenience 

stores.  In each store we recorded every size variant of the product types listed in Table 14.  We 

then assessed the number of stores in which a small pack (i.e. that could be reasonably 

consumed by one person) was found. 

 

Table 14 shows that: 

• Small packs of cheese and some meat items (chicken breast and sausages) were found in 

more than three quarters of stores sampled. 

• Small packs of bread and bacon were found in around two-thirds of stores. 

• Small packs of burgers were found in half of the stores sampled. 

• Small packs of sliced ham were found in very few of the stores sampled (<10%). 

• Most small packs of bacon, chicken and sausages were not more than a third more expensive 

per kg than other packs.  This is the level of price difference that evidence suggests presents 

less of a barrier to purchase24.  In particular, small packs of bacon had a low price differential. 

• The converse was found for bread: small packs (400g loaves) were found, on average, to be 

74% more expensive per kg than 800g loaves (in the 2015 Retail Survey this was 61% for 

branded bread and 99% for retail own-brand bread). 

• Small packs of cheese were c.50% more expensive per kg than larger packs.   

 

 
23http://www.wrap.org.uk/content/report-consumer-behaviour-food-dates-portion-sizes-july-08 
24 http://www.wrap.org.uk/content/report-consumer-behaviour-food-dates-portion-sizes-july-08 

 

http://www.wrap.org.uk/content/report-consumer-behaviour-food-dates-portion-sizes-july-08
http://www.wrap.org.uk/content/report-consumer-behaviour-food-dates-portion-sizes-july-08
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Table 14: Availability and pricing of small packs; portion guidance and other innovations 

 

 

Product type 

(see 

Appendix 1 

for detail) 

Specific product/s 

sampled (all retail own-

brand unless stated) 

How we defined a ‘small pack’ for this type 

of product 

Small pack 

example 

% stores 

visited in 

which a small 

pack was 

found 

Average price 

differential for small vs 

other packs (per kg) 

% products 

with portion 

guidance 

% products with 

portioning or resealing 

innovations 

Bread Standard pre-packed 

white, medium-sliced 

(core own brand tier; 

plus top brands) 

400g = small pack 400g 66% On average, small 

packs found were  

74% more expensive 

per kg 

30% 1% (portioning marks 

on side) 

Hard 

cheese 

Mature full fat cheddar 

(sliced, block, grated) - 

own brand plus top 

leading brand 

Items for which the number of servings 

was less than the open life stated, or 

remaining product life (whichever 

shorter).  

Serving size was taken as stated on pack 

– or default from the British Nutrition 

Foundation 

200g 

pack; or 

individual 

portion 

packs  

81% On average, small 

packs found were  

52% more expensive 

per kg 

65% 49% (resealable  

packs) 

13% (multi-packs) 

2% (portion marks) 

Fresh 

chicken 

Chilled whole breasts, 

skinless, uncooked  

As above, plus: 

For split packs we defaulted to  

remaining product life (as this was 

typically shorter).   

1 day life was added to allow for cooked 

life.   

2 pack  78% On average, small 

packs found were  

35% more expensive 

per kg 

32% 8% (split-packs) 

Ham Wafer thin honey roast 

ham  

As above  70g pack  10% On average, small 

packs 45% more 

expensive / kg 

91% 16% (resealable  

packs) 

Bacon Sliced unsmoked back 

bacon  

As above, plus: 

Used 3 days where no open life given 

4 pack / 6 

pack  

63% On average, small 

packs 17% more 

expensive / kg 

84% 14% (split-packs) 

Sausages Plain pork sausages (or 

most common type) - 

own brand plus leading 

brand 

As above, plus: 

Used 2 days where no open life given.    

Added 1 day to allow for cooked life  

6 pack  76% On average, small 

packs 34% more 

expensive / kg 

66% None observed 
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4.1 Portioning guidance and product innovations 

WRAP’s best practice guidance also advocates other points of good practice: 

• Applying IGD’s Guiding principles for companies setting portion size and providing clear 

communication on portion or servings size & the number of servings in a pack – in line 

with IGD Guidance on Communicating Portion Size to Consumers.   

• Providing innovative portioning solutions (e.g. split-packs) or guidance (e.g. markings on 

the side, etc.); 

• Providing resealable packs to extend open life (where relevant – e.g. for cheese, sliced 

meats). 

 

A summary of findings for these aspects is shown in Table 14.  This shows that: 

• Information on the number, or size, of servings / portions was found on the many of the 

products sampled – with lower prevalence on bread and chicken (which are already pre-

portioned into slices / items).   

• For most products there were very few examples of portioning or resealing innovations.   

• Resealable packs of hard cheese were the most prevalent – though these included sliced 

and grated formats.  These features may have improved convenience for consumers, but 

as these cheeses also had an open life statement to use within 3, 5 or 7 days (see Section 

3.3), it may not result in a food waste reduction. 

• Some penetration (c.10%) of split-packs in the bacon and chicken breast categories.   

 

4.2  The role of grocery counters, frozen and loose product 

The core survey provided an assessment of the availability of packed ambient and chilled 

products only.  This snapshot does not include the availability of items from deli counters, meat 

counters, in-store bakery, frozen items, etc.   

 

These formats provide important ways of helping consumer to buy only what they need – and 

WRAP continues to advocate for retailers to provide this choice to consumers.  This is particularly 

in the context of an increasing trend towards closure of deli/meat/fish counters, and removal of 

this choice.  However: 

• Evidence suggests that a proportion of shoppers default to the convenience of pre-packed 

product, particularly on-the-go / when shopping for convenience.   

• Similarly, the current consumer perception that ‘fresh is best’ is such that chilled is a core 

focus for many categories, such as meat. 

file://///wrapfile02/wrap/Programme%20Delivery/BCM019-Business%20Collaboration/BCP003%20CFWP%20technical%20change/002%20-%20Retailer%20survey/Project%20Deliverables/Final%20Reports/Public%20report/IGD.com/Portionsize
https://www.igd.com/Portals/0/Downloads/Charitable%20Impact/Portion%20size/Voluntary-guidelines-on-communicating-portion-size-to-consumers-2009.pdf
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• Whilst deli-/meat/fish counters have the advantage of allowing specific amounts to be 

bought, products will typically be shorter product-life than most pre-packed items, and 

carry less advice (e.g. on freezing, storage etc.) than pre-packed. 

 

We did not sample any loose fresh produce items – because of the wider focus within the 

industry on provision of loose fresh produce items in order to reduce plastic packaging.   

A survey of the proportion of different fresh produce items currently retailed loose was 

undertaken by Produce View in March-June 2019.  This provides an initial snapshot against which 

we will track changes over time for key products.  Findings are included in Section 5.2. 

 

There are many factors that need to be considered when making decisions whether to provide 

packaged or loose product.  In conjunction with industry, WRAP has developed guidance to help 

businesses establish whether uncut fresh produce items may or may not be suitable for retailing 

loose, as well as supporting advice on implementing any change to sell produce loose, for 

example, to help minimise in-store and supply-chain waste

http://wrap.org.uk/content/uncut-packed-fruit-and-vegetable-date-labelling-guidance
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5.0 Findings and actions for key 
product categories 
 

5.1 Bakery 

Sliced pre-pack bread is a particularly high-volume product in this category – and is the second 

most highly wasted item at home (after potatoes). 

 

Based on WRAP’s available evidence, the most important actions for sliced pre-pack bread are:   

1. Helping to encourage more people to freeze (and defrost) bread, instead of throwing it away – 

through clear information on pack, as well as wider consumer awareness-raising (see 

resources below and Box 3 overleaf).   

2. Helping customers choose the right pack size for their needs – particularly to cater for the 

significantly growing number of single-person households and homes in which householders 

eat as individuals, rather than together. 

3. Maximising product life – including tips, advice or innovations on how to store to keep fresher 

for longer. 

 

 

Useful resources: 

• Full best practice guidance for on-pack advice for bread and other bakery products   

• ‘Make Toast Not Waste’ consumer engagement materials – including visuals, recipes, etc. 

• Love Food Hate Waste leftover recipes, hints and tips  

A set of KPIs that WRAP will track over time for pre-packed bread, based on these most impactful 

actions are shown in Table 15:.  Products sampled in 2019 are in Appendix 1. 

 

The 2019 Retail Survey findings suggest that further effort for pre-packed bread (and more widely 

in the bakery category) should be placed in: 

 

• Developing innovative ways of communicating to make it clearer when/how to freeze and 

defrost.  For example, one retailer has switched to advice that includes: “Slices of bread can 

be toasted directly from the freezer”; 

• Removing ‘Freeze on day of purchase’ statements – in order to reduce consumer 

confusion. Best practice on freezing statements and innovations is outlined in Box 3; 

• Improving availability and price differentials for 400g loaves; and 

http://www.wrap.org.uk/content/bread-and-bakery-goods-date-labelling-guidance
https://partners.wrap.org.uk/collections/208/
https://lovefoodhatewaste.com/article/food-storage-a-z?_ga=2.15975606.1241148363.1571755287-1524873006.1515510473
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• Increasing product life for consumers.  Some bakery brands have worked hard on 

processing/ good manufacturing practice to increase life.  Others have reduced life to 

guarantee freshness. 

Table 15: Best practice KPIs for sliced pre-packed bread 

KPI 2019 survey findings Best practice ambition 

 

FREEZING / DEFROSTING ADVICE OBSERVED ON PACK 

% products with snowflake logo 79% (89% with “suitable for 

freezing”) 

100% adoption  

% products with freezing advice 86% 100% adoption 

% products stating “Freeze on Day of 

Purchase” 

26% 0% with Freeze on Day of 

Purchase 

% products with defrost advice 29% 100% adoption 

% products with cook from frozen 

advice 

5%  100% adoption (e.g. toast 

straight from the freezer) 

OBSERVED AVAILABILITY OF SMALL / SPLIT PACKS FOR INDIVIDUAL CONSUMERS 

% Availability of small packs (e.g. 400g 

loaf) for core lines 

Found in 66% stores  Under discussion with industry 

Price differential for small packs Small (400g) loaves 74% more 

expensive per kg than 800g 

Under discussion with industry* 

REMAINING PRODUCT LIFE FOR CONSUMERS 

Average available product life  3.6 days  Under discussion with industry 

% products with ≤2 days life 21% 

* Research has found < 30% to be the level of price difference that presents less of a barrier to purchase 

 

 

  

Box 3 –  Actions with the potential to increase freezing of bread  

 

Insights from recent work exploring pack labelling designed to encourage freezing 

bread has identified elements that may help consumers, when used in combination 

with adopting the best practice labelling guidance.  These include: 

 

• Make the snowflake icon as bold and prominent as possible 

• Keep the message broad - ‘to freeze and use’ - to allow maximum flexibility 

for how consumers want to freeze and subsequently use their bread.  E.g.  

• there’s no need to specify which bit of the bread to freeze  

• frozen bread can be used for toast straight from the freezer and can 

be used as fresh e.g. for sandwiches and bread & butter 

• Make ‘freezing in freshness’ a prominent feature of how bread can be used 

• Give practical tips to help people freeze and toast/defrost to use 

• Allow people to infer their own benefit or motivation from saving bread – the 

phrase ‘never bin a slice again’ resonated with consumers  
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5.2 Fresh produce 

Potatoes, Bananas, Carrots, Apples, Berries, Lettuce and Tomatoes are high-volume products in 

this category – and are all in the top 25 most highly wasted items because they are ‘not used in 

time’ at home.  

 

Based on WRAP’s available evidence (e.g. Table 5:) the most important actions for these fresh 

produce items are:   

1. Maximising product life – in particular through:  

➢ Date label choices.   

• Evidence suggests that consumers find Display Until labels confusing – and may choose to 

throw items away based on this date (often set earlier than a Best Before date).   

• Best Before labels may also not be needed on some non-perishable items.  For example, 

potatoes: 71% products in the 2019 survey carried a Best Before label, with an average 3.9 days 

life remaining for 2.5kg whites (of these, 12% had 2 days or less).  Around 50,000 tonnes 

potatoes / year are estimated to be discarded based, at least in part, on this information.     

➢ Giving clear storage advice.  For example, making it clear when items should – or should not – be 

kept in the fridge; or should be kept in their packaging in order to keep fresher for longer.  WRAP’s 

best practice guidance advises on statements for different product types (see resources below). 

Encouraging people to check their fridge temperature is also important, to ensure optimal storage 

conditions. The use of a fridge logo (with below 5oC stated) is proven to draw people’s attention 

(see Section 3.4). WRAP’s Chill the Fridge Out tool is a practical way to help and should be 

promoted.   

2. Helping customers choose the right pack size for their needs – particularly to cater for the 

significantly growing number of single-person households and homes in which householders 

eat as individuals, rather than together.  Provision of loose items can help for some less 

perishable items – but effects on product life or waste in store should be carefully considered.   

WRAP’s new guidance aims to help inform decisions for when the provision of loose items 

might be particularly beneficial. 

3. Encouraging more creative use of items not used in time – helping customers to make the 

most of their fruit and veg purchases also meets health objectives.  There is an important role 

for more recipes and tips - either on pack where space allows, or through other media.   

 

Useful resources: 

• Full best practice guidance for labelling and on-pack advice for Uncut, packed fruit and 

vegetable and Chilled, prepared fruit and vegetables 

• ‘Chill the Fridge Out’ tool and consumer engagement materials  

• Love Food Hate Waste leftover recipes, hints and tips  

 

https://www.lovefoodhatewaste.com/article/chill-fridge-out
http://wrap.org.uk/content/uncut-packed-fruit-and-vegetable-date-labelling-guidance
http://www.wrap.org.uk/content/uncut-packed-fruit-and-vegetable-date-labelling-guidance
http://www.wrap.org.uk/content/uncut-packed-fruit-and-vegetable-date-labelling-guidance
http://www.wrap.org.uk/content/chilled-prepared-fruit-and-vegetables-guidance
https://partners.wrap.org.uk/collections/241/
https://lovefoodhatewaste.com/article/food-storage-a-z?_ga=2.15975606.1241148363.1571755287-1524873006.1515510473
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A set of KPIs that WRAP will track over time for fresh produce items, based on these most 

impactful actions, are shown in Table 16:.  Products sampled in 2019 are in Appendix 1. 

Table 16: Best practice KPIs for fresh produce items 

KPI 2019 survey findings  Best practice 

ambition 

CLEAR STORAGE ADVICE  

% packed products 

with storage advice 

Tomatoes – 74% [advice to ‘store at room temperature’ and ‘not in the 

fridge’, was also found] 

All other items – 100% with clear advice 

100% with 

clear storage 

advice 

% packed products 

with correct 

numerical fridge 

temp advice / with 

fridge logo 

Apples – 12% (17% with fridge logo) 

Bagged salad – 25% (19% with fridge logo) 

Berries – 6% (10% with fridge logo) 

Carrots – 9% (36% with fridge logo) 

Tomatoes – 10% (12% with fridge logo) 

 

100% with 

fridge logo, 

including 

numerical 

temperature 

statement 

TYPE OF DATE LABEL USED  

Use of date labels 

 

Bagged salad – 100% Use By 

Apples – 52% Best Before, 16% Display Until 

Bananas – 15% Best Before, 0% Display Until 

Berries – 65% Best Before, 14% Display Until  

Carrots – 73% Best Before, 12% Display Until  

Potatoes – 71% Best Before, 15% Display Until 

Tomatoes – 72% Best Before, 11% Display Until 

No use of 

Display Until 

labels. 

 

Removal of 

date codes 

where not 

needed  

REMAINING PRODUCT LIFE FOR CONSUMERS (WHERE PRESENT)  

Average days 

product life found in 

store AND % 

products with ≤2 

days life 

Potatoes (2.5kg whites) – ave 3.9 days /max 8 days / 12% with ≤2 days  

Bagged salad – ave 3.0 days / max 5 days / 28% with ≤2 days 

Berries (strawberries) – ave 2.3 days / max 6 days / 53% with ≤2 days 

Other items – not sampled 

Under 

discussion with 

industry 

OBSERVED AVAILABILITY OF LOOSE ITEMS   

% availability of 

loose items 

Not sampled in 2019 Retail Survey. A snapshot from a small-scale survey across 

all retailers by Produce View in March 2019 reported the following % of total SKUs 

that were loose items:  Apples – 24%; Bananas – 24% Carrots – 12%; potatoes 

13%, Tomatoes – 10%.  

Under 

discussion with 

industry 

Price differential for 

loose items 

Not sampled in 2019 Retail Survey.  A snapshot from a small-scale survey 

across some retailers by Produce View in June 2019 reported the following price 

differences on like-for-like products (not on promotion): 

Apples – loose items 3%-50% more expensive per kg 

Carrots – many loose items up to 30% cheaper per kg (1 item 9% more expensive) 

Potatoes (whites) - loose items 1%-35% more expensive per kg 

Tomatoes - loose items 11-35% more expensive per kg 

Under 

discussion with 

industry* 

LEFTOVER RECIPES / OTHER BEHAVIOURAL TIPS  

% packed products 

with leftover recipes 

/ other tips 

Potatoes - 7%;  Carrots - 12%;  Apples - 9%;   

Bananas - 9%;  Berries -1%;  Bagged salad - 23%; 

Tomatoes - 11% 

100% – where 

space allows 

* Research has found < 30% to be the level of price difference that presents less of a barrier to purchase 
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5.3 Dairy 

Fresh pasteurised milk, yogurt and cheese (in particular hard cheese / cheddar) are high-volume 

products in this category – and respectively are the 3rd, 12th and 25th most highly wasted items 

because they are ‘not used in time’ at home. 

 

Based on WRAP’s available evidence the most important actions for dairy products are:   

1. Maximising product life – including through:  

➢ Reviewing the need for potentially confusing ‘open life’ statements.  For example, ‘Once 

opened use within x days’.  These statements are only advised when needed for food 

safety in addition to the date label.  If they cannot be avoided, then the term ‘best within’ is 

advised, to make it clearer that the advice is for quality rather than food safety reasons. 

➢ The choice of date label used.  For example, evidence suggests for yogurt that people are 

likely to use the product for c. 1 day longer if it carries a Best Before instead of a Use By 

label25.  Where there a need for a Use By label for food safety reasons, however, this is of 

paramount importance. 

➢ Encouraging people to keep their fridge at the correct temperature, to ensure optimal 

storage conditions. WRAP’s Chill the Fridge Out tool is a practical way to help and should be 

promoted.  The use of a fridge logo (with below 5oC stated) is proven to draw people’s 

attention (see Section 3.4).  

2. Helping customers choose the right pack size for their needs – particularly to cater for the 

significantly growing number of single-person households and homes in which householders 

eat as individuals, rather than together 

3. Helping to encourage more people to freeze dairy products – in particular cheese and milk, 

for which awareness of freezability is low. [though it is noted that some milk items may not be 

suitable for freezing due to uncertainty on bottle integrity] 

4. Encouraging more creative use of items not used in time – dairy products are ideal ‘meal 

makers’ and there is an important role for more recipes and tips - either on pack, or through 

other media, as dairy labels are often relatively small. 

 

 

Useful resources: 

Full best practice guidance for labelling and on-pack advice for milk, cheese and yogurt 

‘Chill the Fridge Out’ tool and consumer engagement materials  

Love Food Hate Waste leftover recipes, hints and tips  

 

 

 
25 Thompson, B., Toma, L., Barnes, A. P., & Revoredo-Giha, C. (2018). The effect of date labels on willingness to consume dairy products: 

Implications for food waste reduction. Waste Management, 78 , 124-134. 

https://www.lovefoodhatewaste.com/article/chill-fridge-out
http://www.wrap.org.uk/content/category-guidance-milk
http://www.wrap.org.uk/content/category-guidance-cheese
http://www.wrap.org.uk/content/category-guidance-yogurt-guidance
https://partners.wrap.org.uk/collections/241/
http://projectzone/ProjectZone/Reports/SimpleViewer.aspx?data=NKksW9yeUzHusYX30zW6v05AiwvN44lZmixVetK94eTcyvdMDdJqivkiMuC5o7QKmNHExgI%2bHcwb6eXPOR1oPZ7hDXW1dCWQdxgfJMEeW5smEH%2fct0D4WYCbtsgHW%2b3OkasxsZCiS83FlzrU4tEieuqtDFVcXyWMXzemA40bbnjjPdPVK2kYzBSE%2bL5tykWiPAOfRvrM6D%2fiyFlENi8XuSr2BIlvWytMuZcbhbEPWb7e9g%2f%2bKuOgHCEPyE7ah6OP&AvailWidth=1366&AvailHeight=768
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A set of KPIs that WRAP will track over time for milk, cheese and yogurt, based on these most 

impactful actions, are shown in Table 17:.  Products sampled in 2019 are in Appendix 1. 

Table 17: Best practice KPIs for dairy items 

KPI 2019 survey findings Best practice ambition 

 

REMAINING PRODUCT LIFE FOR CONSUMERS 

Average number of days 

product life found in store*  

 

% with ≤2 days life and ≤5 

days life 

 

Milk – 9.5 days (up from 8.1) 

Yogurt – singles 15.4 days; big pot 17.4 days 

Hard cheese – 63 days (up from 46) 

0 to <1% with ≤2 days life 

Maintain positive trend / avoid 

downward trend.   

 

OPEN LIFE STATEMENTS OBSERVED ON PACK 

% products with no open 

life statement 

Milk – 0% 

Yogurt – 50% (all single pots) 

Hard cheese – 0% (except snack packs) 

 

100% with either no statement or 

a ‘Best within’ statement 

[only where not compromising food 

safety] 
% products with ‘Best 

within...’  

Milk – 2% (all ‘Use within’ except filtered) 

Yogurt – 0% (where present ‘Use within’) 

Hard cheese – 10% (remainder ‘Use within’) 

TYPE OF DATE LABEL USED 

% products with Best 

Before vs Use By [only 

where not compromising 

food safety and were food 

safety risk assessment has 

been completed] 

Milk – 100% Use By 

Hard cheese – 100% Best Before 

Yogurt – 16% Best Before, 84% Use By 

Best Before date labels are used 

appropriately vs food safety   

CHILLED STORAGE ADVICE ON-PACK & NUMERICAL FRIDGE TEMPERATURE AWARENESS 

% products with 

correct  numerical fridge 

temp advice / with fridge 

logo 

Milk – 38% (9%) 

Yogurt – 18% (10% with fridge logo) 

Hard cheese – 21% (11% with fridge logo) 

Increase in adoption on-pack and 

via other innovations (e.g. 

temperature sensitive labels or 

collars)  (100% on-pack is unlikely 

as space is a known issue on some 

dairy items 

FREEZING / DEFROSTING ADVICE OBSERVED ON PACK 

% products marked as 

‘suitable for freezing’ / with 

snowflake logo 

Milk – 10% (6% with snowflake) 

Hard cheese – 0% (0% with snowflake) 

 

 

 

Increase in adoption (100% 

unlikely as not all items can be 

frozen)  

 

% products with freezing / 

defrosting advice  

Milk – 0% 

Hard cheese – 0%  

LEFTOVER RECIPES / OTHER BEHAVIOURAL TIPS OR PRODUCT INNOVATIONS 

% products with leftover 

recipes / behavioural tips 

Milk – 0% 

Hard cheese – 14% (mostly resealing advice) 

Yogurt – 0% 

Increase in adoption on-pack and 

via other channels (100% on-pack 

is unlikely as space is a known 

issue on some dairy items) 

% cheese items with 

resealable packaging  

40% cheese items found in stores sampled 

had re-sealable packaging (including grated 

and sliced formats) 

Under discussion with 

industry.  Functionality vs 

recyclability is a key consideration. 

* For fresh pasteurised milk;, and weighted across all milk products, including Extended Shelf Life milk.  Value in 2019 

refers to fresh pasteurised milk only 
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5.4 Meat 

Pork / ham / bacon and fresh poultry are all in the top 20 most highly wasted items because they 

are ‘not used in time’ at home. 

 

Based on WRAP’s available evidence the most important actions for meat products are:   

1. Maximising product life – including through:  

➢ Reviewing the need for potentially confusing ‘open life’ statements.  For example, ‘once 

opened use within x days’.  These statements are only advised when needed for food 

safety in addition to the date label (i.e. where an opened pack could become harmful 

before the date code expires).  For example, some bacon and sausages carry no open life 

statement.  If these statements are needed for quality purposes, rather than safety 

purposes, then the term ‘best within’ is advised. 

➢ Encouraging people to keep their fridge at the correct temperature, to ensure optimal 

storage conditions.  WRAP’s Chill the Fridge Out tool is a practical way to help and should be 

promoted.  The use of a fridge logo (with below 5oC stated) is proven to draw people’s 

attention (see Section 3.4). 

2. Helping customers choose the right pack size for their needs – particularly to cater for the 

significantly growing number of single-person households and homes in which householders 

eat as individuals, rather than together 

3. Helping to encourage more people to freeze (and then use) meat products instead of 

throwing them away. There is a need for clear information on pack on how to freeze, defrost 

and cook from frozen; as well wider consumer awareness-raising (see resources below). 

4. Encouraging more creative use of leftovers – particularly whole birds / meat joints – which are 

highly waste at home because too much is cooked, prepared or served.  There is an important 

role for more recipes and tips - either on pack where space allows, or through other media. 

 

 

Useful resources: 

• Full best practice guidance for labelling and on-pack advice for pork, beef and lamb and 

chicken. 

• ‘Chill the Fridge Out’ tool and consumer engagement materials  

• Love Food Hate Waste leftover recipes, hints and tips  

 

A set of KPIs that WRAP will track over time for meat items, based on these most impactful 

actions, are shown in Table 18:. Products sampled in 2019 are in Appendix 1. 

 

 

https://www.lovefoodhatewaste.com/article/chill-fridge-out
http://www.wrap.org.uk/content/category-guidance-pork-beef-lamb
http://www.wrap.org.uk/content/food-labelling-category-guidance-fresh-chicken
https://partners.wrap.org.uk/collections/241/
https://lovefoodhatewaste.com/article/food-storage-a-z?_ga=2.15975606.1241148363.1571755287-1524873006.1515510473
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Table 18: Best practice KPIs for meat items 

KPI 2019 survey findings  Best practice ambition 

REMAINING PRODUCT LIFE FOR CONSUMERS 

Average days product 

life found in store / 

% products with ≤2 

days life 

Chicken – 5.2 days (9% ≤2 days);  Bacon – 21 days (2% 

≤2 days);  Sausages – 6.6 days (8% ≤2 days);  Ham – 

12.8 (2% ≤2 days) 

Under discussion with industry 

OPEN LIFE STATEMENTS OBSERVED ON PACK 

% products with no 

open life statement, 

or ‘Best within…’ 

Chicken and ham – n/a as majority needs open life for 

food safety 

Bacon – 4% of products with no statement 

Sausages – 10% with no statement 

 

100% relevant items with either 

no statement or a ‘Best within’ 

statement.  

 

Variation in open life statements 

removed. 

Range of days open 

life given 

Chicken – 1 day or use immediately 

Bacon – 2 or 3 days where present  

Sausages – 1 day or 2 days where present  

Ham – all 2 days  

CHILLED STORAGE ADVICE ON-PACK & NUMERICAL FRIDGE TEMPERATURE AWARENESS 

% products with 

correct numerical 

fridge temp advice / 

with fridge logo 

Chicken (all) – 82% (20% with logo) 

Bacon – 37% (11% with logo) 

Sausages – 39% (8% with Logo) 

Ham – 31% (21% with logo) 

100% with fridge logo or clear 

steer on fridge temperature. 

OBSERVED AVAILABILITY OF SMALL / SPLIT PACKS FOR INDIVIDUAL CONSUMERS 

% Availability of small 

packs** 

Chicken – small pack found in 78% of stores  

Bacon – small pack found in 63% of stores  

Sausages – small pack in 76% of stores  

Ham – small pack in 10% of stores (1 retailer) 

100% in packed format or 

available on deli-counter 

 

Price differential for 

small packs 

On average, small packs were found to be: 

Chicken - 35% more expensive per kg  

Bacon - 17% more expensive per kg 

Sausages - 34% more expensive per kg 

Ham - 45% more expensive per kg 

Under discussion with industry* 

FREEZING / DEFROSTING ADVICE OBSERVED ON PACK 

% products marked as 

suitable for freezing / 

with snowflake logo 

Chicken – 83% (48% with snowflake logo) 

Bacon – 88% (60% with snowflake logo) 

Sausages – 87% (65% with snowflake logo) 

Ham – n/a 

100% of applicable product 

marked as suitable for freezing 

and with a snowflake logo 

% products saying 

“Freeze on Day of 

Purchase” 

Chicken – 35% 

Bacon – 33%  

Sausages – 28% 

0% of products saying Freeze on 

Day of Purchase 

 

% products with 

advice on how to 

freeze and defrost 

Chicken – 46% 

Bacon – 43% 

Sausages – 62% 

100% of applicable product 

marked with freezing and 

defrosting advice  

% products with cook 

from frozen 

instructions 

Chicken – 0% 

Bacon – 0% 

Sausages – 0% 

Increase in adoption (100% is 

unlikely as some will not be 

feasible for food safety) 

LEFTOVER RECIPES / OTHER BEHAVIOURAL TIPS 

% products with 

leftover recipes / tips 

Whole chicken – 7% 

All other items – 0% 

100% products carrying recipes 

or tips – where space allows 

NB – chicken breasts, unless otherwise stated 

* Research has found < 30% to be the level of price difference that presents less of a barrier to purchase 

** Items that could be consumed by 1 person within the open life.  For chicken this included 2-packs and split packs; 

for bacon this included 4- and 6-packs (including split pack formats); for sausages this included 6-packs; and for ham 

this included 70g packs. 
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6.0 Findings and actions for 
individual businesses 
 

Retailers 

The vast majority of the food and drink items bought for consumption at home are purchased at 

one of 11 retailers.  Tables 20 to 30 present detailed findings from this survey for each retailer, 

outlining: 

• Areas of good performance in adopting the 2017 WRAP/FSA/Defra guidance on date 

labelling and on-pack advice; 

• Recommended areas for further action; and 

• Retailers’ responses and forward plans. 

 

Collectively, the retailers’ responses and forward plans reflect a significant commitment to action.  

Notable points are that: 

In many cases, this progress has been slowed because of uncertainty of labelling requirements 

and timings linked to Brexit, which have stalled shorter term changes. In many cases, the 

adoption of changes to product labels has stalled in the short term, because retailers have been 

waiting to identify whether and how Brexit might require widespread revision of product labelling.  

In the longer term though, such revision could provide an opportunity to accelerate the 

implementation of the WRAP/FSA/Defra guidance.    

There are some points of best practice which require further discussion with industry in order to 

agree a pragmatic ambition, reflecting technical and practical challenges.  

➢ Use of fridge logo and numerical temperature statements across all chilled products.  

WRAP’s evidence suggests that there is low consumer awareness on fridge temperatures, and that 

most fridge at home are running too warm (see Section 3.4).  A helpful first step is for greater 

awareness on the correct temperature, by putting this information on-pack wherever possible – 

and WRAP’s recent consumer survey showed those that had seen the blue fridge logo were i) more 

likely to know the correct temperature; and ii) more likely to have checked their fridge temperature.  

WRAP recognises, however, that space on pack is a constraint for many products – and proposes 

that the use of the fridge logo should be prioritised on fresh produce items in the first instance.    

➢ Use of Best Before date labels on yogurt. The choice between using a Best Before or a Use By 

label should always be governed by the food safety requirement.  WRAP recognises that some 

yogurt items (e.g. above a defined pH threshold) require a Use By date for food safety reasons.  

Because evidence suggest that consumers are more likely to use yogurt for c. 1 day longer if it 

carries a Best Before label, WRAP would like to see a shift towards more products on the market 

that carry a Best Before date.  However, we recognise that there will be products that do require a 

Use By date label. 

http://www.wrap.org.uk/food-date-labelling
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➢ Storage advice for tomatoes – this Retail Survey has identified that different businesses have 

different advice for consumers on whether to store in the fridge, or not.  As this is a source of 

potential confusion, WRAP will investigate the scale of impact / benefit of alternative options, in 

discussion with the Courtauld 2025 Fresh Produce Working Group. 

➢ Open life statements on bagged salads – Working with retailers and suppliers of bagged salads, 

WRAP identified that for some bagged salads, a one-day open life was conservative, and that the 

determinant of open life was quality, rather than safety.  From this work, the open life of the bagged 

salads reviewed was subsequently extended to 2 days, and it was agreed a ‘best within [but always 

by the Use By date]’ statement would be suitable.  With food safety paramount, bagged salad 

should always be consumed by the Use By date.  WRAP therefore think that there is potential for 

more bagged salads to carry the best practice open life advice of an extended duration and ‘best 

within’ and will encourage these products to be reviewed to determine which have this potential.  In 

addition, there is opportunity to help consumers keep their salad at its best, once opened, by 

adding storage tips, such as ‘seal with a clip to keep leaves crisp’.  WRAP will seek the views from the 

sector to help inform if there is more work required in this area, for example understanding how 

consumers use open life advice 

➢ Use of snowflake logo front and back of pack.  WRAP’s evidence suggests that people have low 

confidence around freezing and defrosting some products – such as meat and chicken.  Having 

good freezing/defrosting/use advice back of pack is important and using the snowflake logo it 

makes it easier for people to find and follow.  WRAP recognises, however, that space on pack is a 

constraint for many products – and proposes that the use of the snowflake should be prioritised 

front of pack – to prominently identify that the product can be frozen.  Repeating back of pack, to 

help make it easy for consumers to follow the instructions will continue to be encouraged.    

➢ Provision of leftover recipes and behavioural tips on pack.  A number of businesses have 

identified the space constraint on-pack; and a preference for providing this information via other 

channels (e.g. in-store, online, social media).  WRAP agrees that there are other dissemination 

channels that can be helpful – and welcomes any and all opportunities to increase consumer 

awareness on ways to reduce food waste.  

 

Brands  

Across the different food and drink categories that were included in this survey, the proportion of 

branded vs retail own-brand product differs.  For some categories a high proportion of products 

are retail own-brand (e.g. fresh produce, milk, meat items, ready meals).  Within other categories a 

number of key brands have a significant market share (e.g. bread, cheese, yogurt). 

 

Table 19: identifies some notable differences in adoption of best practice for branded versus 

retail own-branded products. 
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Table 19: Adoption of best practice for branded versus retail own-branded products 

Product / category Notable differences in adoption of best practice for branded 

products versus retail own-brand 

Bread 
• Advice on defrosting, or toasting direct from frozen, were found on 

some retail own-brand product, but not on any of the market-leading 

branded products sampled (Hovis, Kingsmill, Warburtons).   

• Similarly, retail own-branded products showed a higher prevalence of 

behavioural tips, such as freezing in slices. 

Hard cheese 
• The market-leading branded products sampled (Cathedral City) had 

much greater prevalence of ‘once open best within x days’ type open 

life statements.  Most retail own brand carried ‘once opened use 

within…’. 

• Behavioural tips (e.g. to wrap cheese) to maintain freshness were 

found on some retail own-brand hard cheese, but were not found on 

any branded products.  Branded products did, however, have a 

significant proportion of resealable packs (c. two thirds of products 

sampled). 

Yogurt 
• The market leading brand sampled (Muller) carried 100% Best Before 

date labels, and no ‘once opened use within…’ statement.  In 

comparison, most retail own-branded yogurts carried a Use By date 

code. 

• Numeric storage temperature advice (stating storage <5oC) and fridge 

logo were found on some retail own-brand yogurts, but not on any 

branded products. 

All other products 
• No notable differences; or category dominated by own-brand product. 
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Table 20:  Aldi: review against best practice  

    Good practice identified WRAP’s recommendations Aldi comments to WRAP 

Application 

of date 

labels 

Date labels: Use By /   

Best Before 

Many yogurts with Best Before 

applied 

Review potential for all yogurt range to have 'Best 

Before' applied 

We will review the range to look at remaining 

products where best before could be applied and 

agree changes with the Buying/Quality teams to be 

implemented at the next product refresh.   

Display Until No Display Until observed. N/A   

Open life (‘Once opened…) 

statements 

No open life found on most 

bakery products 

Some 3-day open life bacon found 

 For hard cheese, milk and yogurts, use 'Once 

opened, best within X days', or remove if not 

important for food quality.  In particular, remove 

for hard cheeses.  Review yogurts for consistency 

and look to extend or remove wherever possible. 

Make all bacon consistent 3 days open life 

duration or remove if possible. Remove/extend for 

sausages. 

For ready meals, review the use of ‘immediately', 

and remove or amend to one day, where 

applicable.  

For bagged salads, where possible change from 1 

to 2 days and use 'Once opened, BEST within X days'. 

We will ensure the Fresh Meat, Ready Meals and 

Produce Buyers are briefed and pack copy 

amended to 'once opened best within x days' rather 

than 'once opened use within x days' at the next 

product refresh.  

Storage 

advice 

Fridge logo   All products that are stored chilled, to have a ‘little 

blue fridge’ symbol on front of pack, to remind 

consumers to store correctly. Priority focus areas 

on produce that is best stored in the fridge at 

home, and dairy products. 

We will carry out an internal review of use of the 

little blue fridge logo.  

Space on pack means that mandatory information is 

prioritised over voluntary and we prioritise written 

storage advice over any logos on pack.  

Temperature statement type Advice to store <5oC found on 

majority of products sold chilled 

Apply numeric temperature storage advice of <5°c 

on all products stored in the fridge at home. Focus 

adding to fresh produce (in conjunction with fridge 

symbol) and remaining dairy and meat products. 

The <5°C advice should only be absent on old 

packaging stock that hasn't been refreshed in the 

last two years.   

We will review the relevant produce, dairy and meat 

products and update/amend as necessary - with a 

focus on fresh produce. 
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Storage location advice Storage location given for all 

products sampled 

N/A   

Freezing 

advice 

Snowflake logo Snowflake logo found on vast 

majority of products suitable for 

freezing 

All products that can be frozen, should display a 

snowflake symbol, front and back of pack. To add 

to whole chicken, pasta sauces and rolls, as a focus 

We will review use of the snowflake logo on all 

freezable products/categories and amend if 

necessary, at the next product refresh.  

Freeze on day of purchase.  Not found on the majority of 

products 

Found on some products - appear to be 

inconsistencies with rest of the range.  Replace 

these with best practice and check other ranges.  

Focus on rolls, chicken breasts and beef mince. 

“Freeze on day of purchase”, should only be evident 

on old packaging stock that hasn't been refreshed in 

the last two years. We will review and amend for the 

products highlighted at the next product refresh.  

Freezing advice given Most applicable products can be 

frozen 

Review whole chicken and rolls for suitability.  

Review all freezing durations and extend from one 

month.  Use 'best within x months of freezing' 

We will ensure the relevant Buyers are briefed to 

use 'best within x months of freezing' instead of 'use 

within x months of freezing'.  

We will review the option to extend from one month 

for certain products with our Quality Team and 

amend at the next product refresh if agreed. 

Defrosting advice Defrosting advice found on all 

meat products currently labelled 

as suitable for freezing 

Ensure clear defrosting information to be added to 

any remaining products in categories that can be 

frozen 

We will review defrosting information on all 

freezable products/categories and amend if 

necessary, at the next product refresh. 

"Cook from frozen’ advice   Apply cook from frozen advice to all applicable 

products, where possible to do so safely. Including 

the remainder of ready meals, bread, pasta sauces 

and some meat. 

We will review with focus on the products listed and 

amend as possible/necessary. 

Other 

advice 

Leftover recipes   

  

Storage tips used extensively on 

fresh produce 

Where space allows, include other advice on all 

products. Or signpost to information in other 

media. Focus areas include: storage tips and 

motivational messages on bakery and dairy goods; 

and leftover recipes for whole chickens.  

We focus our efforts in leftover recipes and 

motivational tips on social media and online rather 

than on pack as we believe this is where they get 

more traction. We also include signposting to 'love 

food hate waste' in our leaflets where there is a 

relevant storage solution or recipe.  

Motivational messages 

Behavioural tips 
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Table 21: ASDA: review against best practice  

    Good practice identified WRAP’s recommendations ASDA comments to WRAP 

Application 

of date 

labels 

Date labels: 

Use By /   

Best Before 

All product areas are within 

correct category guidance. 

Dates removed on some 

uncut fresh produce e.g. 

apples and carrots 

For yogurts, use ‘Use By’ only where there is a food 

safety reason to do so. Otherwise use ‘Best Before' 

Produce has the largest waste impact in customer home, including 

prepped vegetables and Asda has focussed in this area. Yogurts are 

already under review. 

Display Until No Display Until observed. N/A   

Open life 

(‘Once 

opened…) 

statements 

No open life found on 

bakery products. 

Open life duration and 

wording on some bagged 

salads 

For hard cheese, milk and yogurts, use 'Once 

opened, best within X days', or remove if not 

important for food quality.  In particular, remove for 

hard cheeses.  Review yogurts for consistency and 

look to remove wherever possible 

Review if open life for bacon can be extended or 

removed. Remove or extend for sausages. 

For bagged salads, where possible change 

remaining bags from 1 to 2 days and use 'Once 

opened, BEST within X days'. 

 Customer feedback shows that mould on cheese, and off and sour 

complaints on milk can occur within its total life once the packaging is 

open - as such a best within x days would be considered appropriate 

to balance waste with product quality even on resealable products.  

Open life on yogurt is already in progress. Open life on bacon - 

recommend WRAP work with the BMPA provide a recommendation 

to retailers and brands.   Bagged salads - cut leaf has a food safety 

implication if eaten beyond its use by so any on pack storage 

statements would need to reflect this. 

Storage 

advice 

Fridge logo Fridge symbol used on a 

range of fresh produce e.g. 

apples and carrots 

Roll out to all products stored in the fridge at home.  

Priority focus areas on remaining produce that is 

best stored in the fridge at home, and dairy 

products.  Front of pack, wherever possible 

Application of the fridge logo on produce is underway and built into 

our back of pack guidelines for produce.  All products that require 

refrigeration are clearly marked on pack. 

Temperature 

statement 

type 

Advice to store <5oC found 

on beef mince and chicken 

Apply numeric temperature storage advice of <5 °C 

on all products stored in the fridge at home. Focus 

adding to fresh produce (in conjunction with fridge 

symbol) and remaining dairy and meat products. 

Where we are required to provide a temperature - Asda do so, and 

this encourages and advises customers to store those products 

appropriately.  All products that require refrigeration are clearly 

marked.   

Storage 

location 

advice 

Storage location given for 

majority of products 

sampled 

Good practice for tomatoes is to store in the fridge, 

at home 

Flavour of tomatoes is impaired by refrigeration and we advise that 

they should be stored in ambient conditions such that quality is 

maintained. 
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Freezing 

advice 

Snowflake 

logo 

Snowflake found on 

majority of products 

suitable for freezing 

All products that can be frozen, should display a 

snowflake symbol, front and back of pack. Roll out 

to remaining ready meal lines 

The snowflake logo for ready meals is on front of pack where 

appropriate.   

Freeze on day 

of purchase.  

N/A Found on almost all products suitable for freezing.  

Remove and revise associated freezing advice 

wording to meet good practice.  Remove 

immediately for sliced bread and rolls 

Asda priority focus to address waste has been to ensure customers 

receive the best possible life on our fresh product range.   We are in 

the process of implementing an alternative to freeze on day of 

purchase.    

Freezing 

advice given 

Most applicable products 

labelled as suitable for 

freezing 

Review all freezing durations and extend from one 

month.  Use 'best within x months of freezing' 

Where relevant, we will update packaging from in 2020 and then 

have a rolling implementation based upon product activity and 

quality considerations. 

Defrosting 

advice 

Defrosting advice found on 

all meat products currently 

labelled as suitable for 

freezing 

Ensure clear defrosting information added to any 

remaining products in categories that can be frozen 

Where relevant, we will update packaging from in 2020 and then 

have a rolling implementation based upon product activity and 

quality considerations. 

‘Cook from 

frozen’ advice 

Found on some ready 

meals 

Apply cook from frozen advice to all applicable 

products, where possible to do so safely. Including 

the remainder of ready meals, bread, pasta sauces 

and some meat. 

Where space allows, and on suitable products we are working 

through cook from frozen guidance on products.  This aligns with our 

mission of providing convenience for customers.  We will update 

packaging from 2020 and then have a rolling implementation based 

upon product activity and quality considerations. 

Other 

advice 

Leftover 

recipes 

  

  

  

Where space allows, include other advice on all 

products. Or signpost to information in other 

media. Focus areas include: storage tips and 

motivational messages on bakery and dairy goods; 

and leftover recipes for whole chickens.  

In some categories there has been work completed by Asda in 

conjunction with WRAP to provide motivational messages.  We are 

aware of the positive impact this has for customers and are reviewing 

for 2020. 
Motivational 

messages 

Behavioural 

tips 
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Table 22: Co-op: review against best practice  

    Good practice identified WRAP’s recommendations Co-op’s comments to WRAP 

Applicatio

n of date 

labels 

Date labels: 

Use By /   

Best Before 

All product areas are 

within correct category 

guidance 

For yogurts, use ‘Use By’ only where there is a 

food safety reason to do so. Otherwise use ‘Best 

Before' 

All decisions on which date label to apply are taken following advice from 

suppliers on ensuring food safety. This review will be included as part of our 

general review against new guidance when products are introduced or 

revisited. 

Display Until None found N/A   

Open life 

(‘Once 

opened…) 

statements 

Open life duration on 

bacon 3 days 

 

Open life wording used on 

cheese is based on quality 

Remove for remaining bread rolls, which 

currently state, 'Use within 2 days' 

For hard cheese, milk and yogurts, use 'Once 

opened, best within X days', or remove if not 

important for food quality.  In particular, remove 

for hard cheeses.  Review yogurts and look to 

extend or remove wherever possible. 

Remove/extend for sausages and bacon. 

For bagged salads, where possible change from 

1 to 2 days and use 'Once opened, BEST within X 

days'. 

All decisions on information to provide are taken following advice from our 

suppliers to ensure food safety, however products will be reviewed against 

new guidance.  

Storage 

advice 

Fridge symbol 

Home storage advice 

symbol on a wide range of 

fresh produce products 

Roll out to all products stored in the fridge at 

home.  Priority focus areas on remaining 

produce that is best stored in the fridge at 

home, and dairy products.  Front of pack, 

wherever possible 

Currently use the home storage symbol on fresh produce to provide guidance 

to customers on products which were not purchased chilled but best kept 

chilled at home. Where some products have been identified as being 

inconsistent with the range this is due to old packaging being used.  New 

packaging carries the guidance.   

We do not agree with applying the fridge symbol on chilled products when we 

believe this is clearly indicated by text already and space can be limited. 

Temperature 

statement 

type 

Advice to store 2-5oC 

found on majority of 

products 

Apply numeric temperature storage advising a 

temperature <5 °C on all remaining products 

stored in the fridge at home. Focus on adding to 

fresh produce. 

On produce we provided a different statement for customers when products 

needed to be stored differently at home which didn't feature numeric 

guidance. However, we shall review this.  

Storage 

location advice 

Storage location given for 

all products sampled 

Good practice for tomatoes is to store in the 

fridge, at home 

From our technical team/supplier we believe tomatoes are best stored at 

room temperature.  
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Freezing 

advice 
Snowflake 

logo 

Snowflake found on 

majority of products 

suitable for freezing 

All products that can be frozen should display a 

snowflake symbol, front and back of pack. To 

add to sausages, and remaining ready meals 

The snowflake is always used on the front of pack when products can be 

frozen, where space allows on back of pack, we will repeat it.  

 

Remaining product areas will be included within our wider implementation 

project following WRAP updated/new guidance. 

Freeze on day 

of purchase. 

Not found on the majority 

of products 

Revise freezing advice for chicken breasts and 

remaining whole chickens, to remove 'freeze on 

day of purchase' and apply good practice advice 

Will be addressed following our completed review and implementation project 

following WRAP updated/new guidance. 

Freezing 

advice given 

Most applicable products 

labelled as suitable for 

freezing 

Review all freezing durations and extend from 

one month.  Use 'best within x months of freezing' 

Will be included within our wider implementation project following WRAP 

updated/new guidance. 

Defrosting 

advice 

Found on some products Ensure clear defrosting information added to 

any remaining products in categories that can 

be frozen.  Priority - meat products  

Will be included within our wider implementation project following WRAP 

updated/new guidance. 

‘Cook from 

frozen’ advice 

Found on some ready 

meals with clear 

instructions 

Apply cook from frozen advice to all applicable 

products, where possible to do so safely. 

Including the remainder of ready meals, bread, 

pasta sauces and some meat. 

This has been included within our requirements where possible in our 

product development process. 

Other 

advice 
Leftover 

recipes 

Apples, carrots and whole 

chicken – all have leftover 

recipes 

Bagged salads have 

motivational messages 

All rolls and sliced bread 

and bananas and some 

tomatoes and bagged 

salad have behavioural tips 

Where space allows, include other advice on all 

products. Or signpost to information in other 

media.  

With all information, labelling space constraints exist to ensure legal 

requirements are met with messaging around health and recycling, however 

will be included within our wider implementation project following WRAP 

updated/new guidance. However, we do feature recipes for using left-overs 

and motivational tips in our magazine. 
Motivational 

messages 

Behavioural 

tips 
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Statement from Co-op: 

‘Co-op is committed to helping our customers to reduce food waste in their homes, and we provide lots of guidance on the appropriate storage of 

products, including if they can be frozen. Co-op was the first retailer to adopt WRAP guidance on home storage instructions for customers, and we always 

outline information on the best way to maintain the quality of our products, once they have left the shop.  

 

We use the available space on pack for communicating product information, nutrition advice, recycling and disposal guidance alongside the necessary, 

legally required information, all of which is presented clearly and consistently. We are happy to be working together with WRAP and are in the process of 

reviewing WRAP’s latest guidance to see what further action we can take. Any on pack changes will be implemented when designs are amended, or new 

products introduced.’ 
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Table 23: Iceland: review against best practice 

    Good practice identified WRAP’s recommendations Iceland’s comments to WRAP 

Application 

of date 

labels 

Date labels: Use 

By /   

Best Before 

All product areas are 

within correct category 

guidance. 

For yogurts, use ‘Use By’ only where there is a 

food safety reason to do so. Otherwise use ‘Best 

Before’.  

Product safety is of primary importance to us. We continually review the 

appropriate use of 'Use By' durability dates. Where we have identified 

the possibility of moving a Use by date to a Best Before we are reviewing 

the supporting food safety documentation to validate this change. 

Display Until   ‘Display Until’ noted on most produce items. 

(not bagged salads). Look at other mechanisms 

for in store rotation that will not confuse 

consumers. 

We are currently repeating a trial on closed date codes in store. We 

currently use ‘Display Until’ for unprocessed produce, as when we 

considered 'Best Before' we felt this could lead to an increase in waste. 

We do not add a 'Display Until' on bananas, which is our biggest selling 

produce line. 

Open life (‘Once 

opened…) 

statements 

Open life removed on 

most bakery items.  

For hard cheese, milk and yogurts, use 'Once 

opened, best within X days', or remove if not 

important for food quality.  In particular, remove 

for hard cheeses.  Review yogurts and look to 

extend or remove wherever possible. 

Remove/extend for sausages and bacon. 

For bagged salads, where possible change from 

24 hours  to 2 days and use 'Once opened, BEST 

within X days'., 

We are considering the use of ‘Best used within X days' as an alternative 

to 'use' on open life instructions in line with food safety i.e. not for high 

risk food such as RTE cooked meats but potentially an option for hard 

block cheese. We continue to review the results from product shelf life 

trials to ensure we have the optimum length of 'open life' for our 

products, based on supporting scientific data. We no longer sell Iceland 

own label salad bag products. 

Storage 

advice 

Fridge logo   All products that are stored chilled, to have a 

little blue fridge logo on front of pack, to remind 

consumers to store correctly. Priority focus 

areas on produce that can be chilled, and dairy 

products. 

We comply with EU regulations for all food labelling including storage 

advice. Unfortunately, space is limited on food packaging and we try to 

make the storage advice as clear as possible to our customers. We are 

always looking for ways to make our packaging as clear and customer 

friendly as possible, whilst ensuring consistency and adequate 

prominence for legal information.  

Temperature 

statement type 

Temperature ranges 

stated on poultry 

products. 

Numeric temperature storage advice of <5°C 

should be on all products stored in the fridge at 

home. Focus on meat, produce, dairy.  

We have proposed to our branding team, the roll out the use of a 

numerical temperature on front of pack. Currently we state, 'Keep 

Refrigerated' we propose to change this to 'Keep refrigerated between 0-

5°C' 
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  Storage location 

advice 

Storage location given 

for all products. 

    

Freezing 

advice 

Snowflake logo   All products that can be frozen, should display a 

snowflake logo, front and back of pack. To add 

to poultry and meat categories as priority focus. 

The use of the logo is currently being discussed.  However chilled 

products often are smaller in size and therefore available space for text 

and logos is limited. We must be careful when introducing new 

information on pack that it is not to the detriment of font size and clarity 

of legal information. 

Freeze on day of 

purchase.  

 ‘Freeze on day of purchase’ to be removed from 

all products.  For all products that can be 

frozen, to amend to ‘freeze as soon as possible 

after purchase, before the date mark shown’ (or 

similar wording). 

We have proposed the roll out the use of 'Freeze as soon as possible 

after purchase, but always by the date shown', on applicable products. 

Freezing advice 

given 

All applicable products 

can be frozen.  

Review all freezing information and amend to 

‘Best within 3 months of freezing’ where 

applicable. 

We have proposed to roll out 'Best within 3 months of freezing' to 

applicable products. 

Defrosting 

advice 

  Ensure clear defrosting information to be added 

to all products in categories that are frozen - 

focus on ready meals and pasta sauces). 

We are starting to request defrost instructions from our own label 

suppliers, to be used on pack for products which are suitable to be 

frozen at home. 

‘Cook from 

frozen’ advice 

  Apply cook from frozen advice to all applicable 

products, where possible to do so safely. 

Including ready meals, bread, pasta sauces and 

some meat/ poultry.  

We are discussing this internally; however, we will only provide cooking 

guidelines which ensures food safety and the optimum eating quality for 

the product. Some products are not suitable to be cooked from frozen. 

Many of our frozen products offer cook from frozen guidelines already. 

Other 

advice 

Leftover recipes   

  

  

Where space allows, include other advice on all 

products. Or signpost to information in other 

media. Focus areas include: storage tips and 

motivational messages of bakery and dairy 

goods; and leftover recipes for whole chickens.  

We continue to review how we can effectively signpost customer 

messaging on pack, with the limited available space.  We have recipes, 

motivational messages and behavioural tips on our website and social 

media platforms, which are regularly refreshed and are positively 

engaged with by our customers. 

Motivational 

messages 

Behavioural tips 
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Statement from Iceland: 

‘As a responsible retailer Iceland is constantly striving to ‘do the right thing’ for food safety, quality and the environment. Some recommendations in the 

WRAP report are quicker to implement than others and we have started internal discussions on these issues.  Changing packaging and labels needs to be 

planned in, to ensure the correct compliance process is followed; it can also incur additional costs. To ensure we avoid packaging waste and to plan 

resource and costs effectively, it often takes time for the new packaging to reach the shelves. With the outcome of ‘Brexit’ negotiations resulting in changes 

to labelling legislation, along with implementation of ‘Country of Origin Labelling’ legislation, we will take the opportunity to make multiple changes to 

product labelling at the same time.’   
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Table 24: Lidl: review against best practice 

    Good practice identified WRAP’s recommendations Lidl’s comments to WRAP 

Application 

of date 

labels 

Date labels: 

Use By /   

Best Before 

All product areas are 

within correct category 

guidance. Dates 

removed on produce: 

apples, bananas, 

carrots, potatoes and 

tomatoes. 

For yogurts, use ‘Use By’ only where there is a 

food safety reason to do so. Otherwise use ‘Best 

Before’. 

We will review the application of use by and best before date labels 

on our chilled range.  Best before date will replace use by labelling 

where appropriate and safe to do so.  

Display Until No Display Until 

observed. 

N/A  

Open life 

(‘Once 

opened…) 

statements 

Open life removed on 

the majority of bakery 

items.  

Remove open life on rolls.  For hard cheese, 

milk and yogurts, use 'Once opened, best within X 

days', or remove if not important for food 

quality.  In particular, remove for hard cheeses.  

Review yogurts and look to extend or remove 

wherever possible. Remove/extend for 

sausages and bacon. 

For bagged salads, where possible change from 

1 to 2 days and use 'Once opened, BEST within X 

days'.,. 

As part of our continual packaging review process we will be revising 

open life messaging.  

Storage 

advice 

Fridge logo Fridge logo on some 

apples. 

All products that are stored chilled, to have a 

little blue fridge logo on front of pack, to remind 

consumers to store correctly. Priority focus 

areas on produce that can be chilled, and dairy 

products. 

We're proud to be the first supermarket to have adopted the blue 

fridge on pack. The majority of our fresh produce lines currently 

include the blue fridge logo.  We will be reviewing all chilled lines with 

the aim of applying the blue fridge logo where feasible.  

Temperature 

statement 

type 

Temperature storage 

ranges stated on 

burgers, mince, and 

chicken and bagged 

salads only. 

Numeric temperature storage advice of <5°C 

should be on all products stored in the fridge at 

home. Focus on missing dairy categories. 

We will review temperature storage advice across our chilled range 

and include numerical guidance where appropriate.   
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Storage 

location 

advice 

Storage location given 

for the majority of 

products. 

Tomatoes should be stored refrigerated.  

Freezing 

advice 

Snowflake 

logo 

Snowflake logo on all 

poultry products and 

many core mince and 

burger ranges. 

All products that can be frozen, should display a 

snowflake logo, front and back of pack. To add 

to missing meat categories as priority focus. 

(bacon, Deluxe) 

The snowflake logo is currently being rolled out across all product 

packaging that can be frozen, where feasible.   

Freeze on day 

of purchase.  

‘Freeze on day of 

purchase’ removed on 

many products across 

categories. 

Remove remaining ‘Freeze on day of purchase’ 

from all products, including meat. Mainly bacon 

and burgers. 

We are currently phasing out 'Freeze on day of purchase' on our 

product packaging, where relevant this will be replaced with 'freeze as 

soon as possible' 

Freezing 

advice given 

All applicable bakery 

and meat products 

have freezing advice. 

Review all freezing information and amend to 

‘Best within 3 months of freezing’ where 

applicable. 

As part of our continual packaging review process we will be revising 

our on pack freezing advice. 

Defrosting 

advice 

Defrosting advice on 

most bread and all 

meat. 

Ensure clear defrosting information to be added 

to any remaining products in categories that are 

frozen (some ready meals and pasta sauces). 

As part of our continual packaging review process we will be revising 

our on pack freezing advice. 

‘Cook from 

frozen’ advice 

Cooking from frozen 

info on bread 

Apply cook from frozen advice to all applicable 

products, where possible to do so safely. 

Including ready meals, bread, pasta sauces and 

some meat/ poultry.  

As part of our continual packaging review process we will be revising 

our on pack freezing advice. 

Other 

advice 

Leftover 

recipes 

Many LFHW tips on 

apples, potatoes, 

bagged salad and 

bread. 

Many LFHW tips on 

apples, potatoes, 

bagged salad and 

bread. 

Where space allows, include other advice on all 

products. Or signpost to information in other 

media. Focus areas include: storage tips and 

motivational messages of bakery and dairy 

goods; and leftover recipes for whole chickens.  

  

  

  
Motivational 

messages 

Behavioural 

tips 
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Table 25: Marks and Spencer: review against best practice 

    Good practice 

identified 

WRAP’s recommendations Marks and Spencer’s comments to 

WRAP 

Application 

of date 

labels 

Date labels: 

Use By /   

Best Before 

All product areas are 

within correct category 

guidance. Dates 

removed on some 

apples and bananas. 

For yogurts, use ‘Use By’ only where there is a food safety reason to 

do so. Otherwise use ‘Best Before’. 

  We have reviewed this and believe that 

due to the formulation of M&S yogurts a 

use by date is still required. As we 

develop new yogurt products we will 

always review if a BBE is appropriate.  

Display Until No Display Until 

observed. 

N/A   

Open life 

(‘Once 

opened…) 

statements 

 No open life on bakery 

items.  No open life on 

most of the bacon and 

one chicken breast item. 

 For mince and poultry products, review those with ‘use immediately’ 

and amend to one day or remove where applicable. For hard cheese, 

milk and yogurts, use 'Once opened, best within X days', or remove if 

not important for food quality.  In particular, remove for hard 

cheeses.  Review yogurts and look to extend or remove wherever 

possible. For bagged salads, where possible change from 1 to 2 days 

and use 'Once opened, BEST within X days'. 

The labelling of such lines is presently 

under review and we will take this 

recommendation into account as part 

of the review.  

Storage 

advice 

Fridge logo   All products that are stored chilled, to have a little blue fridge logo on 

front of pack, to remind consumers to store correctly. Priority focus 

areas on produce that can be chilled, and dairy products.   

We aim to include very clear storage 

guidance for customers and will review 

the use of the fridge logo as part of our 

ongoing packaging review.  

Temperature 

statement type 

Temperature ranges 

stated on dairy, meat, 

poultry and ready meal 

products. 

Numeric temperature storage advice of <5°C should be on all 

produce stored in the fridge at home.   

 This will be reviewed as part of our 

ongoing packaging review; however, we 

will also need to find other ways to 

guide customers as we continue to 

remove packaging from our fresh 

produce.  
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Storage 

location advice 

Storage location given 

for all products.    

Freezing 

advice 

Snowflake logo Snowflake logo on 

bakery meat poultry and 

ready meals, front and 

back on pack. 

Snowflake logo should only be used on products suitable for freezing. 

Consider removing crossed out snowflake logo on dairy items for 

unsuitable for freezing. 

The snowflake logo is only used for M&S 

foods that are suitable for freezing.  The 

'crossed-out’ logo is used where 

appropriate to aid customer 

understanding. 

Freeze on day 

of purchase. 

 

‘Freeze on day of 

purchase’ removed from 

majority of products. 

5 remaining chicken lines with freeze on day of purchase to be 

amended.    

This is old packaging stock that we are 

in the process of running through.   Our 

policy is very clear that no products 

need to be frozen on day of purchase.  

Freezing 

advice given 

All applicable products 

can be frozen. Chicken 

products freezing 

instructions for 3 

months 

All products in all applicable ranges to have frozen life extended to 3 

months. Use ‘best within’.   

 We support this recommendation and 

our policy has been amended to reflect 

this. This will apply to all new products 

and as packaging artwork is updated.  

Defrosting 

advice 

Advice for meat poultry 

and ready meals to 

defrost in fridge 

Ensure clear defrosting instructions and information to be added to 

any remaining products in all categories that are frozen.  

 We support this recommendation and 

our policy has been amended to reflect 

this. This will apply to all new products 

and as packaging artwork is updated.  

‘Cook from 

frozen’ advice 

  Apply cook from frozen advice to all applicable products, where 

possible to do so safely. Including ready meals, bread, pasta sauces 

and some meat/ poultry.    

Our policy is to provide such 

information where appropriate and we 

are looking at how we develop further 

products that can be cooked from 

frozen  

Other advice Leftover 

recipes 

  

  

  

Where space allows, include other advice on all products. Or signpost 

to information in other media. Focus areas include: storage tips and 

motivational messages of bakery and dairy goods; and leftover 

recipes for whole chickens.    

Due to space constraints on pack we 

are currently reviewing how best to 

communicate storage advice and other 

hints and tips with our customers 
Motivational 

messages 
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Behavioural 

tips 

 

Statement from Marks and Spencer: 

‘We believe that M&S food is too good to be wasted and crucially, we want to help our customers to reduce waste in the home. We aim to include clear 

instructions on all our product packaging to guide our customers on how to store M&S food safely while retaining its high quality and taste. Over the last 

few years, we have worked hard to offer more single pack portions, ensure that as many products as possible can be frozen and extend the shelf life of 

our products. We are constantly reviewing how we can go faster and further to help our customers play their part and will be making further changes this 

year.’ 
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Table 26: Morrisons: review against best practice 

    Good practice 

identified 

WRAP’s recommendations Morrison’s comments to WRAP 

Application 

of date 

labels 

Date labels: 

Use By /   

Best Before 

All product areas are 

within correct category 

guidance. Dates 

removed on most 

produce, apples, 

bananas, carrots, 

potatoes and tomatoes. 

For yogurts, use ‘Use By’ only where there is a food 

safety reason to do so. Otherwise use ‘Best Before’. 

 

We are working with our suppliers to move to Best Before on own 

brand yogurts where possible. A small number of own brand 

yogurts do still require Use By dates for food safety purposes. 

Yogurts that have to have a PH above 4.5 or have layers need to be 

carefully considered.  

Display Until   ‘Display Until’ applied to fresh produce Display Until dates are there to support effective stock rotation in 

our store and to control time on shelf in order to protect home life 

for customers. We believe using Display Until can enable customers 

to judge the condition of a product in the home, rather than being 

guided by a Best Before date.  

We will review WRAP's advice.  

Open life 

(‘Once 

opened…) 

statements 

Open life removed on 

the majority of bakery 

items. 

For hard cheese, milk and yogurts, use 'Once opened, best 

within X days', or remove if not important for food quality.  

In particular, remove for hard cheeses.  Review yogurts 

and look to extend or remove wherever possible. 

Remove/extend for sausages and bacon. 

For bagged salads, where possible change from 1 to 2 

days and use 'Once opened, BEST within X days'. 

Hard cheese, milk and yogurts: We will move to recommended 

guidance on hard cheese, milk and yogurts. It will be included on 

products new and reformulated products going forward. 

Bagged salads: 24-hour open life statements are necessary for 

bagged salads in modified atmosphere packaging.  

We will review our bagged salad range and move to 48 hours 

guidance where appropriate to do so.  

Bacon: We will review WRAP's recommendations with our Technical 

team.  

Storage 

advice 

Fridge logo   All products that are stored chilled, to have a little blue 

fridge logo on front of pack, to remind consumers to 

store correctly. Priority focus areas on produce that can 

be chilled, and dairy products. 

We will review WRAP’s recommendations.  
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Temperature 

statement 

type 

Temperature ranges 

stated on poultry 

products. 

Numeric temperature storage guidance of <5oC should 

be on all products stored in the fridge at home. Focus on 

meat, produce, dairy. 

We will review WRAP’s recommendations.  

Storage location 

advice 
Storage location given 

for all products. 

    

Freezing 

advice 

Snowflake 

logo 

Snowflake logo on 

bakery, chicken, poultry, 

meat and ready meals. 

Most in colour on front 

of pack and some 

colour, some black and 

white on back of pack. 

    

Freeze on day 

of purchase. 

 Remove ‘Freeze on day of purchase’ from all products. Wording has now been amended. It will be included on products 

new and reformulated products going forward. 

Freezing 

advice given 

All applicable products 

can be frozen. 

Review all freezing information and amend to ‘best within 

3 months of freezing’ where applicable. 

We will review current guidance.  

Defrosting 

advice 

Defrosting advice on 

bread, meat, poultry. 

Some more detailed 

advice on some bacon 

Ensure clear defrosting information to be added to any 

remaining products in categories that can be frozen 

(ready meals and pasta sauces). 

We will review WRAP’s recommendations  

‘Cook from 

frozen’ advice 

Cook from frozen ready 

meals. 

Apply cook from frozen advice to all applicable products, 

where possible to do so safely. Including any ready 

meals, bread, pasta sauces and some meat/ poultry. 

We will review WRAPs recommendations 

Other 

advice 

Leftover 

recipes 

  Where space allows, include ‘other’ advice on all 

products. Or signpost to information in other media. 

Focus areas include: storage tips and motivational 

messages of bakery and dairy goods; and leftover 

recipes for whole chickens. 

We will review WRAPs recommendations 

Motivational 

messages 
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Table 27: Ocado: review against best practice 

    Good practice 

identified 

WRAP’s recommendations Ocado’s comments to WRAP 

Application 

of date 

labels 

Date labels: 

Use By /   

Best Before 

All product areas are 

within correct category 

guidance.  

For dairy products, use ‘Use By’ only where there is a 

food safety requirement to do so. Otherwise use 

‘Best Before’. * 

See Statement from Ocado  

Display Until No Display Until 

observed. 

N/A  

Open life 

(‘Once 

opened…) 

statements 

  For hard cheese and milk use 'Once opened, best 

within X days', or remove if not important for food 

quality.  In particular, remove for hard cheeses. 

Remove/extend for sausages and bacon. 

For bagged salads, where possible change from 1 to 

2 days and use 'Once opened, BEST within X days'. Beef 

burgers and mince are currently ‘use immediately’. 

Review for minimum 1-day open life.  

See Statement from Ocado 

Storage 

advice 

Fridge logo Fridge logo used across 

most chilled categories. 

There are some categories that require the little blue 

fridge logo to be added. Mainly cheese and sausages. 

See Statement from Ocado 

Temperature 

statement 

type 

All applicable products 

have temperature 

storage to keep 

refrigerated at <5oC 

 N/A  

Storage 

location 

advice 

Storage location given 

for all of products. 

 N/A  
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Freezing 

advice 

Snowflake 

logo 

Snowflake logo on 

nearly all chilled ranges 

that can be frozen. 

All products that can be frozen, should display a 

snowflake logo, front and back of pack. Confirm 

snowflake on chicken and chicken breasts. 

See Statement from Ocado 

Freeze on day 

of purchase. 

‘Freeze on day of 

purchase’ removed 

from all products. 

 N/A  

Freezing 

advice given 

All applicable products 

can be frozen.  

All products in all applicable ranges to have frozen 

life extended to 3 months. Use ‘best within’. 

See Statement from Ocado 

Defrosting 

advice 

  Ensure clear defrosting information to be added to 

all products in categories that are frozen, focus on 

meat and poultry products. 

See Statement from Ocado 

‘Cook from 

frozen’ advice 

  Apply cook from frozen advice to all applicable 

products, where possible to do so safely. Including 

bread, pasta sauces and some meat/ poultry.  

See Statement from Ocado 

Other 

advice 

Leftover 

recipes 

  

  

  

Where space allows, include other advice on all 

products. Or signpost to information in other media. 

Focus areas include: storage tips and motivational 

messages of bakery and dairy goods; and leftover 

recipes for whole chickens.  

 

Motivational 

messages 

Behavioural 

tips 

 

Statement from Ocado: 

‘At Ocado we take reducing food waste very seriously. We aim to follow WRAP best practise guidance and give our customers all of the necessary info 

relating to food storage, maximising the life of food including freezing fresh food products and minimising food waste.’  
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Table 28: Sainsbury’s: review against best practice 

    Good practice 

identified 

WRAP’s recommendations Sainsbury’s comments to WRAP 

Application 

of date 

labels 

Date labels: 

Use By /   

Best Before 

All product areas are 

within correct category 

guidance. Dates 

removed on bananas. 

For yogurts, use ‘Use By’ only where there is a 

food safety reason to do so. Otherwise use ‘Best 

Before’.  

We will review this as part of our current review of our labelling 

guidelines and in consultation with our customers  

Display Until No Display Until 

observed. 

N/A   

Open life 

(‘Once 

opened…) 

statements 

One day open life only 

used for high risk MAP 

meat items 

For hard cheese, milk and yogurts, use 'Once 

opened, best within X days', or remove if not 

important for food quality.  In particular, remove 

for hard cheeses.  Review yogurts and look to 

extend or remove wherever possible. 

Remove/extend for sausages and bacon. 

For bagged salads, use 'Once opened, BEST within 

X days'. 

We will review this as part of our current review of our labelling 

guidelines and in consultation with our customers  

Storage 

advice 

Fridge logo Fridge logo used across 

many chilled categories; 

Dairy, meat, ready 

meals etc. 

There are some categories that require the little 

blue fridge logo to be added. Mainly chicken 

breasts, beef mince, and some inconsistencies 

within a sub category, many Taste the difference 

or SO organic products are missing (e.g. Milk, 

Sausages) 

We will review this as part of our current review of our labelling 

guidelines and in consultation with our customers  

Temperature 

statement 

type 

  Numeric temperature storage advice of <5°C 

should be on all products stored in the fridge at 

home. Focus on poultry, meat, produce, dairy. 

We will review this as part of our current review of our labelling 

guidelines and in consultation with our customers  

Storage 

location 

advice 

Storage location given 

for the majority of 

products. 
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Freezing 

advice 

Snowflake 

logo 

Snowflake logo on 

nearly all chilled ranges 

that can be frozen. 

All products that can be frozen, should display a 

snowflake logo, front and back of pack. To add 

to missing products in poultry and meat 

categories as priority focus. 

We will look at incorporating this as we update packaging for these 

products 

Freeze on day 

of purchase. 

 

‘Freeze on day of 

purchase’ removed 

from all products. 

    

Freezing 

advice given 

All applicable products 

can be frozen.  

All products in all applicable ranges to have 

frozen life extended to 3 months. Use ‘best 

within’. 

We will review this as part of our current review of our labelling 

guidelines and in consultation with our customers  

Defrosting 

advice 

  Ensure clear defrosting information to be added 

to all products in categories that are frozen, 

focus on meat and poultry products. 

We will review this as part of our current review of our labelling 

guidelines and in consultation with our customers  

‘Cook from 

frozen’ advice 

Cook from frozen on 

some ready meals. 

Apply cook from frozen advice to all applicable 

products, where possible to do so safely. 

Including the remainder of ready meals, bread, 

pasta sauces and some meat/ poultry.  

We will review this as part of our current review of our labelling 

guidelines and in consultation with our customers  

Other 

advice 

Leftover 

recipes 

Leftover recipes on 

tomatoes 

  

Behavioural tips on 

cheese, bread and 

bagged salad, 

Where space allows, include other advice on all 

products. Or signpost to information in other 

media. Focus areas include: storage tips and 

motivational messages of bakery and dairy 

goods; and leftover recipes for whole chickens.  

  

  

We don't often have the space to provide this on packaging but will 

look at other ways that we can incorporate this advice to customers. 
Motivational 

messages 

Behavioural 

tips 



Helping consumers reduce food waste through better labelling and product changes                            

 
 

 

59 

Table 29: Tesco: review against best practice 

    Good practice 

identified 

WRAP’s recommendations Tesco’s comments to WRAP 

Application 

of date 

labels 

Date labels: Use 

By /   

Best Before 

All product areas are 

within correct category 

guidance. Dates 

removed on much of 

produce, some apples, 

bananas, carrots, 

potatoes and tomatoes. 

Yogurts have been 

reviewed.  

  We have removed 'Best Before' dates from 189 fruit and vegetables lines 

to help customer reduce food waste in the home and keep perfectly good 

fruit and vegetables for longer. The date labels of all yogurts have been 

reviewed to ensure the appropriate date coding is used. 

Display Until No Display Until 

observed. 

N/A   

Open life (‘Once 

opened…) 

statements 

 Open life removed on 

the majority of bakery 

items.  

For hard cheese, milk and yogurts, use 'Once 

opened, best within X days', or remove if not 

important for food quality.  In particular, remove 

for hard cheeses.  Review yogurts and look to 

extend or remove wherever possible. 

Remove/extend for sausages and bacon. 

For bagged salads, where possible change from 

1 to 2 days and use 'Once opened, BEST within X 

days', For meat and poultry products, review 

those with ‘use immediately’, and amend to one 

day, where applicable.    

We have recently extended the open life of our Greek and natural yogurts 

from 3 to 5 days and updated labels will be in store very soon.   

We are also reviewing the open life of all our fresh milk and cream, with 

the intention of extending the open life wherever possible and also 

changing to 'Once opened, best within X days'.  

For hard cheeses, we can commit to review open life wherever this is 

possible. 

For meat and poultry, we will change our labelling information to 'Once 

opened, use within one day'.   

Storage 

advice 

Fridge logo   All products that are stored chilled, to have a 

‘little blue fridge’ logo on front of pack, to 

remind consumers to store correctly. Priority 

focus areas on produce that can be chilled, and 

dairy products. 

All chilled and dairy products are clearly labelled as 'Keep Refrigerated' 

and due to space limitations, it is not possible to include a fridge icon.  

For ambient fruit and vegetables, we will commit to review our labels and 

include a fridge icon on those products which benefit from being kept 

refrigerated to deliver better quality and a longer life.   
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Temperature 

statement type 

Temperature ranges 

stated on poultry 

products. 

Numeric temperature storage guidance of <5 °C 

should be on all products stored in the fridge at 

home. Focus on meat, produce, dairy. 

On all products that must be kept refrigerated, we clearly label them 'Keep 

refrigerated' to inform customers of the appropriate storage temperature.  

Storage location 

advice 
Storage location given 

for majority of products. 

    

Freezing 

advice 

Snowflake logo Snowflake logo on 

bakery and ready 

meals.  

All products that can be frozen, should display a 

snowflake logo, front and back of pack. To add 

to poultry and meat categories as priority focus. 

The snowflake logo is included on the front of pack, wherever space on the 

label allows.  The statement 'Suitable for home freezing' is always included 

in bold on the back of pack of all products that can be frozen at home.  

Freeze on day of 

purchase. 

 

‘Freeze on day of 

purchase’ removed 

from all products. 

    

Freezing advice 

given 

All applicable products 

can be frozen. No 

restrictions on storage 

time in freezer. 

    

Defrosting 

advice 

Good defrosting advice 

on bread, meat, poultry 

and some ready meals. 

Ensure clear defrosting information to be added 

to any remaining products in categories that are 

frozen (some ready meals and pasta sauces). 

On all products that are suitable for home freezing we inform customers 

whether the product should be defrosted or can be cooked from frozen.   

‘Cook from 

frozen’ advice 

Cook from frozen 

instructions on some 

ready meals and pasta 

sauce. 

Apply cook from frozen advice to all applicable 

products, where possible to do so safely. 

Including the remainder of ready meals, bread, 

pasta sauces and some meat/ poultry.  

Products that are suitable for home freezing include cook from frozen 

instructions wherever possible, whilst ensuring both the safety and quality 

of the product.  

Other 

advice 

Leftover recipes   

  

Behavioural tips on 

bakery goods. 

Where space allows, include other advice on all 

products. Or signpost to information in other 

media. Focus areas include: storage tips and 

motivational messages of bakery and dairy 

goods; and leftover recipes for whole chickens.  

Due to limited space on food labels it is not possible to include tips and 

messages.  We provide customers with tips and advice on how to use 

leftovers on Tesco real food website and the Tesco customer magazine. 

Motivational 

messages 

Behavioural tips 
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Table 30: Waitrose: review against best practice 

    Good practice 

identified 

WRAP’s recommendations Waitrose’s comments to WRAP 

Application 

of date 

labels 

Date labels: 

Use By /   

Best Before 

All product within correct 

category guidance. Dates 

removed on bananas 

and some carrots. 

For yogurts, use ‘Use By’ only where there is a 

food safety reason to do so. Otherwise use ‘Best 

Before’.  

We carry out risk assessments on all our products before they go on 

sale, to determine how best to indicate product life (Best Before/Use 

By).  The balance between food safety and quality at point of sale is 

also taken in to account.  How we currently manage this is under 

review and any changes to this process will be rolled out during 2020. 

Display Until Only 1 Display Until 

observed. 

Remove ‘Display Until’ on Essential Carrots  Waitrose's policy has, since the end of 2018, been not to use 'display 

until' on our produce.  Since this survey was conducted all labels have 

now been amended to remove display until.  We will also remove best 

before from all packaged fruit and vegetables throughout 2020. 

Open life 

(‘Once 

opened…) 

statements 

 Open life removed on 

the majority of bakery 

items.  

For hard cheese, milk and yogurts, use 'Once 

opened, best within X days', or remove if not 

important for food quality.  In particular, remove 

for hard cheeses.  Review yogurts and look to 

extend or remove wherever possible. 

Remove/extend to consistent 3 days for 

sausages and bacon. 

For bagged salads, where possible change from 

1 to 2 days and use 'Once opened, BEST within X 

days'. 

As part of our product development process, we conduct product risk 

assessments to determine how best to indicate product life (Best 

Before/Use By). The products in this category have all been reviewed 

and given shelf life and durability indication as deemed appropriate 

to the product formulation and method of manufacture. 

Storage 

advice 

Fridge logo   All products that are stored chilled, to have a 

‘little blue fridge’ logo on front of pack, to 

remind consumers to store correctly. Priority 

focus areas on produce that can be chilled, and 

dairy products.  

We will endeavour to start adding this logo wherever it can be placed 

and permit mandatory information to still be displayed.  This will be 

conducted as product goes through the natural cycle of label 

refreshing to ensure costs for our suppliers, and existing label 

packaging is kept low.  It may be the case that this can be conducted 

sooner if we need to make changes as a result of leaving the EU. 
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Temperature 

statement 

type 

Temperature ranges 

stated on most ranges; 

dairy, meat, poultry, 

sauces and ready meals. 

Numeric temperature storage advice of <5°C 

should be on all produce stored in the fridge at 

home- apples and carrots 

We will endeavour to add this information wherever it can be placed 

and permit mandatory information to still be displayed.  This will be 

conducted as product goes through the natural cycle of label 

refreshing to ensure costs for our suppliers, and existing label 

packaging is kept low. It may be the case that this can be conducted 

sooner if we need to make changes as a result of leaving the EU. 

Storage 

location 

advice 

Storage location given 

for all products. 

Tomatoes- some to be stored chilled, some to 

be stored ambient. Can this be reviewed for 

consistency  

We will look at this as part of the next routine label change and 

amend, if required. 

Freezing 

advice 

Snowflake 

logo 

  A snowflake logo should be displayed on all 

products that can be frozen. The snowflake logo 

is currently used by Waitrose to show ‘store 

chilled’. This is very confusing for consumers 

and contrary to the rest of the market. This 

should be reviewed.  

We agree with this assessment and will endeavour to remove the 

snowflake from packaging as soon as is possible.  We anticipate this 

taking no longer than 12 months (It may be the case that this can be 

conducted sooner if we need to make changes as a result of leaving 

the EU.). 

Freeze on 

day of 

purchase. 

 

‘Freeze on day of 

purchase’ removed from 

all products except some 

beef products. 

 ‘Freeze on day of purchase’ to be removed 

from all remaining products. (beef mince and 

burgers) 

We will amend this statement to 'Freeze before use by/best before' 

where appropriate. These changes will be made effective before the 

end of this year on all identified lines. 

Freezing 

advice given 

All applicable products 

can be frozen. Freezing 

advice given on milk. 

Review all freezing information and amend to 

‘best within 3 months of freezing’ where 

applicable. 

We will make this change to Waitrose labelling policy straight away 

and start making this change on product from now on wherever it 

can be placed and permit mandatory information to still be displayed.  

Existing stock will be amended as product goes through the natural 

cycle of label refreshing to ensure costs for our suppliers, and 

existing label packaging is kept low.  It may be the case that this can 

be conducted sooner if we need to make changes as a result of 

leaving the EU. 

 Defrosting 

advice 

All products advised to 

defrost fully before use.  

Ensure clear defrosting information to be added 

to any remaining products in all categories that 

are frozen. 

We agree with this point and will ensure that all product going 

through our labelling process details defrost information wherever 

needed. Existing stock will be amended as product goes through the 

natural cycle of label refreshing to ensure costs for our suppliers, and 
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existing label packaging is kept low.  It may be the case that this can 

be conducted sooner if we need to make changes as a result of 

leaving the EU 

‘Cook from 

frozen’ 

advice 

Cook from frozen on 

some ready meals. 

Apply cook from frozen advice to all applicable 

products, where possible to do so safely. 

Including the remainder of ready meals, bread, 

pasta sauces and some meat/ poultry.  

Wherever cooking from frozen does not adversely affect the quality 

or safety of our products, we do include this on our food labels.  We 

will ensure that our internal policies continue to drive this information 

being available for our customers wherever appropriate. 

Other 

advice 

Leftover 

recipes 

  

Food waste messages on 

‘less than perfect’ range. 

Behavioural tips on some 

cheeses, breads and 

bananas.  

Where space allows, include other advice on all 

products. Or signpost to information in other 

media. Focus areas include: storage tips and 

motivational messages of bakery and dairy 

goods; and leftover recipes for whole chickens.  

We will continue to give our customers useful information about how 

to minimise food waste wherever possible.  This will take many forms, 

such as information on our website waitrose.com, in our publications 

(Waitrose Weekend, Waitrose Food, Waitrose Heath etc), as well as on 

product labels where appropriate to do so, and space permits. 
Motivational 

messages 

Behavioural 

tips 
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7.0 Next Steps 
The outputs from this Retail Survey are being used to and inform WRAP’s work with retailers and 

manufacturers through Courtauld 2025.   In particular, the results make it easier for individual 

retailers and manufacturers to see the progress they’re making and where further action is still 

needed.   

 

An overarching view of progress and priority areas for further action is shown in Table 2. A 

summary of actions already in progress is outlined in Table 31: 

Table 31: Summary of retailer forward plans 

Key action area Summary of forward plans 

Date labels  • Four retailers have committed to removing dates on some produce. Further 

responses expected after the publication of newly-updated guidance. 

• The two remaining retailers applying Display Until on fresh produce are 

reviewing with a view to removal. 

• Nine retailers have committed to reviewing the potential to apply a Best 

Before to yogurts and one has reviewed this and cannot apply a Best Before 

on yogurts due to food safety risks (high pH). (One already adopting.) 

Open life statements • Three retailers are amending open life on yogurts and bacon and six 

retailers are reviewing open life for yogurts and bacon to amend to ‘best 

within’ or remove. (One retailer has no open life on bacon.) 

Temperature advice and 

fridge symbol  

• Five retailers will review their ranges to see where they can add the fridge 

symbol. (Four retailers currently using fridge symbol on some or all 

produce/ chilled products.) 

• Four retailers will add numeric storage temperature advice where 

appropriate and to additional categories, and three are reviewing. One 

already has full coverage, and two have chosen not to amend at this stage. 

 

Use of snowflake logo • Eight retailers have committed to add the snowflake to all appropriate 

remaining products. (Two retailers currently use the snowflake symbol 

extensively.) 

Freezing/ defrost/ cook from 

frozen advice 

• Freeze on day of purchase – Six retailers have committed to remove for any 

remaining products. Three are looking at alternative wording. (Two have 

removed from all products.) 

• Freezing advice - Five retailers have committed to change to ‘best within 3 

months’ and two are currently reviewing. (One retailer has no time limit.) 

• Defrosting - Six retailers are updating information as part of their guidelines 

and two are reviewing. (None currently have full defrost information across 

categories.) 

• Cooking from frozen - Five retailers have committed to action where 

possible and three to review. (Two currently have some information.) 

Other on pack tips, leftover 

recipes etc. 

• Four retailers are reviewing where they can incorporate this information on 

pack and four are committed to adding this information, but due to space 

constraints are signposting to social and other media. 
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WRAP will continue to track change in the most impactful areas – in particular based on the 

KPIs for key categories / products (bread, fresh produce, dairy and meat).  These will be used 

as indicators of progress.  
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Table 32: Summary of progress against priority action areas for a selection of key products  

KEY ACTION AREAS 

Estimated 

potential food 

waste savings * 

 

Bread 

 

Milk 

 

Yogurt 

Hard cheese Fresh chicken Bacon/ 

sausages/ ham 

Potatoes & other 

uncut fresh produce 

Remove the date label where not 

needed (fresh produce only) 

>150,000 

tonnes/year 

n/a n/a n/a n/a n/a n/a c.75% with date labels 

Use a Best Before where Use By is 

not needed.  Don’t use Display Until  

>150,000 

tonnes/year 

100% Best Before 0% Best 

Before (but 

recent change in 

advice to risk 

assess for BB) 

16% Best 

Before  

100% Best Before n/a (no Display 

Until) 

n/a (no Display 

Until) 

13% Display Until to be 

removed 

Maximise available product life  
No change (average 

3.6 days) 

Increase 

since last 

survey 

No change  Increase since last 

survey 

No change 

(average 5.2 days) 

No change  Decrease in life on 

potatoes since last 

survey (ave 3.9 days) 

Remove open life statements where 

not needed, or change to ‘best 

within’.  

None present All Use 

Within  

All Use 

Within 

All Use Within Extended since 

last survey 

Some removal on 

bacon / sausages 

None present 

Clear storage advice – where to 

store, how to store, numerical fridge 

temperature, etc. 

>100,000 

tonnes/year 
(underestimate) 

Consistent advice 

not to store in 

fridge 

27% with temperature advice  

10% with fridge logo 

48% with temp advice  

17% with fridge logo 

10% with temp advice 

17% with fridge logo  

Clear freezing/defrosting /cook from 

frozen advice 

 

>200,000 

tonnes/year 

Big increase in 

snowflake 

Very low 

prevalence 

n/a Very low 

prevalence 

Some increase in 

snowflake 

Some increase in 

snowflake 

n/a 

More Cook from 

Frozen needed; 

26% FODOP to 

remove 

35% FODOP to 

remove.  More 

CFF needed 

30% FODOP to 

remove. More 

CFF needed 

Small packs available at the right 

price point 

>200,000 

tonnes/year 

Low availability and 

74% more 

expensive /kg for 

small packs 

Widely 

available at 

range of 

price points 

Widely 

available at 

range of 

price points 

Widely available Widely available at 

range of price 

points 

Widely available 

at range of price 

points 

For most – loose more 

expensive per kg than 

pre-packed 
Some price 

difference 

On-pack recipe ideas, hints and tips 

(as well as in-store, other channels) 

 

No firm estimate 

(>300,000 across 

all food types)  

Positive trend 

towards adopting 

Low 

prevalence 

Low 

prevalence 

Positive trend to 

adopting 

Low prevalence Low prevalence Positive trend towards 

adopting 

KEY                                                                             FODOP = Freeze on Day of Purchase.   CFF = Cook from frozen  * NOT ADDITIVE.  See Appendix 2 for method and assumptions.    

Good practice adopted or positive trend seen - high impact area [≥10,000t savings potential] 

Good practice adopted or positive trend seen - lower impact area 

Shortfall or no change seen - high impact area [≥10,000t savings potential].  

Shortfall or no change seen - lower impact area 
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Appendix 1: Products included in 
survey 

Table A1: Product samples 

Product type 

Product sample for core survey – 

assessing adoption of best 

practice 

Product sample for 

small pack availability 

assessment 

Product sample for available 

product life 

B
a

ke
ry

 

 Sliced bread Ambient, Fresh: Plain white and 

wholemeal bread 

Standard pre-packed 

white, medium-sliced 

bread (core own 

brand tier; plus 

Kingsmill, Hovis, 

Warburtons) 

Standard pre-packed white, 

medium-sliced bread - 800 g - 

core own brand tier; plus 1 each 

of core Kingsmill, Hovis, 

Warburtons. 

 Bread rolls Ambient, Fresh: Standard white 

and wholemeal rolls (all own-

brand). Pre-packed rolls only. 

Including standard, finger/hot 

dog rolls, sub rolls, ciabatta and 

panini 

 

 

Not sampled 
Not sampled 

F
re

sh
 p

ro
d

u
ce

 

 Potatoes Ambient, Fresh: All fresh whole 

packed potatoes 
Not sampled 

2.5kg (or nearest sizing) retail own 

brand white potatoes 

 Apples Ambient, Fresh: All fresh whole 

packed apples 
Not sampled Not sampled 

 Carrots Ambient, Fresh: All fresh whole 

packed carrots  
Not sampled Not sampled 

 Bagged salad Chilled, Fresh: Loose leaf bagged 

salad, washed or unwashed, 

single and mixed leaves. 

Not sampled 

Standard mixed leaves - 150g (or 

nearest sizing) - 2 variants from 

core own brand tier 

 Tomatoes Ambient and Chilled, Fresh: All 

fresh whole packed tomatoes  
Not sampled Not sampled 

 Bananas Ambient, Fresh: All fresh whole 

packed bananas 
Not sampled Not sampled 

 Berries Ambient and Chilled, Fresh: All 

fresh whole packed berries 
Not sampled 

Strawberry punnet - 300-400g (or 

nearest sizing) - one variant 

M
e

a
t 

 Chicken 

breasts 

All chilled, fresh, raw, 

unprepared, whole breasts and 

mini fillets in all size options 

Chilled whole 

breasts, skinless, 

uncooked (own 

brand only - all tiers) 

Plain only - no 

coatings or 

flavourings 

Chilled whole breasts - 550-700g 

(or nearest sizing), skinless, 

uncooked - core own brand tier 

 Whole chicken All chilled, fresh whole birds in all 

size options 
Not sampled 

Whole, fresh (not cooked or 

frozen), non-flavoured chickens 

 Sliced ham Chilled, fresh: "All products 

labelled as ‘Ham’, ‘Cooked Ham’, 

'Wiltshire (Cured) Ham' or 'Honey 

roast ham' in all available sizes 

including wafer thin. With and 

without added water.   

NOT: Continental meats like 

Parma ham and salami." 

Wafer thin honey 

roast ham (own 

brand only) - with 

added water only 

(check back of pack) 

May be called "honey 

cured" 

Wafer thin honey roast ham - 

400g (or nearest sizing) - core 

own brand tier 
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 Bacon Chilled, fresh packed sliced 

bacon - all pack formats 

Sliced smoked back 

bacon (own brand 

only) 

Sliced smoked back bacon - 14 

rashers (or nearest sizing) - core 

own brand tier 

 Sausages Chilled, fresh packed raw pork 

sausages - all pack formats. 

Plain pork sausages 

(or most common 

type) - own brand 

plus top leading 

brand 

Cumberland (or most common) 8 

pack - core own brand tier 

 Beef mince Chilled, fresh - all pack formats Fresh beef mince, 

standard fat (own 

brand only) 

Fat content between 

12% and 20% only 

Lean - 500g (or nearest sizing) - 

core own brand tier 

 Beef burgers Chilled, fresh - all pack formats Plain fresh beef 

burgers (not flavoured) 

- own brand only 

4 fresh beef burgers - core own 

brand tier 

D
a

ir
y 

 Milk Fresh Chilled. Cow’s milk only. Cow's milk only 

Standard, semi-

skimmed 

Standard means: non-

filtered, non-organic, 

non-lactose free 

4 pint semi-skimmed, not filtered - 

core own brand tier 

 Yogurt Chilled, fresh 

1. Natural yogurt across all pack 

formats - one variant only 

2.Flavoured yogurts - one 

flavoured variant for each pack 

type/size available (strawberry as 

default) 

 

Not sampled 

Plain low fat 500g - core own brand 

tier; 4 x strawberry yogurt pack (or 

similar variant) - core own brand 

tier 

 Hard cheese Chilled, fresh: All cheddar variants, 

all pack formats 

NOT: grated and sliced versions 

Mature full fat cheddar 

(sliced, block, grated) - 

own brand plus top 

leading brand (e.g. 

Cathedral City) 

Mature full fat cheddar - 550g block 

(or nearest sizing) - core own brand 

tier plus Cathedral City 

 

 Soft cheese 
Not sampled 

 

Not sampled 

Full fat soft cheese - 250g (or 

nearest sizing) - core own brand tier 

D
ri

n
ks

 

 

 

 

 

 Fruit Juice  

1.A Examples of all available 

chilled, fresh orange juice with bits, 

in every available size, including 

individual serving bottles and 

multipacks. Must be "pure" orange 

juice, not other fruits/flavours 

1.B If orange juice with bits is not 

available for a given brand, then 

without bits. 

NOT: ambient packs of juice. 

 

Carton orange juice 

(smooth) (own brand 

only). 

No plastic bottles 

Not sampled 

O
th

e
r 

 

  

 Ready meals 

Chilled, fresh: For each Brand/Tier 

and every Pack size/Format 

A All available cottage pie meals. 

B All available shepherd’s pie.  

C All available Cumberland pie 

 

Not sampled Not sampled 
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Appendix 2: Overview of Household 
Simulation Model 
 

The generation of waste food in the home is complex with many, interrelated reasons for waste 

being created and many different actions that can prevent this waste from arising.  As most of the 

drivers occur well in advance of the food being discarded, it is necessary to understand how 

these drivers influence the passage of food through the home over a relatively long period of 

time.  Furthermore, the various drivers of food-waste generation interact with each other: for 

example, whether an item gets thrown away because it’s passed its Use By or Best Before date 

depends on – amongst other things – the frequency with which people go shopping, how much of 

that item they buy on a shop, the size of the packs, the shelf life and how much they consume in a 

relevant period, etc.  Given this complexity, it is useful to deploy methods that can model these 

interactions.   

 

WRAP’s Household Simulation Model, which builds on previous modelling26, uses an approach 

called Discrete Event Simulation (DES) – which models a system as a sequence of events over 

time.  The ‘system’ in this case is a household, focusing on the journey of a type of food (e.g. milk) 

through the household from purchasing to either consumption or being thrown away.    

 

The model simulates the multiple decisions made by a householder over a long period of time – 

e.g. related to when they go shopping, how much they buy, where they store the product, when 

and how much to use and under what circumstances it gets thrown away.  In doing so, it focuses 

on how the characteristics of the item (e.g. shelf life) and decisions by the householder influence 

the journey of items of food through the home (e.g. where to store such as in fridge, freezer or 

ambient temperatures).  As such, the method can be used to explore the interaction between 

these phenomena.  

 

A key element of DES is its probabilistic nature.  For instance, the available shelf life of a bottle of 

milk is not always the same; it varies over a distribution of likely values.  Similarly, the decisions 

made by householders will not always be the same, e.g. the amount of milk used each day will 

vary. Therefore, in the simulation, the amount of milk drunk eaten each day is determined by 

taking values at random from a distribution of likely values determined from consumption data.  

 

This helps the model to recreate the observation that many instances of food wastage are related 

to ‘unexpected’ and ‘unusual’ events: buying a product with an unusually short shelf life, an 

unplanned social engagement, or a work commitment leading to dinner being bought and eaten 

on the way home, rather than in the home. The variability inherent in the model helps to capture 

these phenomena.  Many other methods for modelling systems (e.g. system dynamics) cannot 

 
26 WRAP 2013, The Milk Model: Simulating Food Waste in the Home, 

http://www.wrap.org.uk/sites/files/wrap/Milk%20Model%20report.pdf 

http://www.wrap.org.uk/sites/files/wrap/Milk%20Model%20report.pdf
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consider these variations over time and, for this reason, are relatively poor in describing – and 

aiding the understanding of – household food waste.   

 

An outline of the model structure and data sources is available here. 

Limitations to be aware of when interpreting findings  

 

• These findings should be interpreted as ‘ball-park’ estimates.  The Household Simulation 

model is an approximation of real, complex households.  Although the model attempts to 

include all important decisions and behaviours, real households will have complexities not 

fully captured.  These omissions have the potential to influence food waste, and for this 

reason the Household Simulation Model provides approximate estimates of the impact on 

household food waste of a given change to a product or to decisions in the household. 

 

• The outputs from the Household Simulation Model have been calibrated to be comparable 

with empirical data on levels of food waste for different product types (from WRAP’s 2012 

research).   However, there are significant uncertainties, and so the findings are not suitable 

for use to predict the absolute level of food waste.  They are only used (and useful) to estimate 

the approximate impact of changes in waste level as a result of a change e.g. the impact of 

using the freezer to store foods, the impact of increased shelf life.   

 

• The scenarios presented in this report reflect estimated savings for individual changes in 

isolation.  To investigate a combination of changes, these would need to be modelled 

together.  This is possible using the Household Simulation Model, but ‘combination’ scenarios 

are not included in this report. 

 

The savings estimate for each scenario cannot be added together.  This is because each of 

the changes in isolation might affect the same proportion of waste.  As discussed in the 

previous point, modelling combinations of changes is possible, but has not been included for 

this report.   

• The model is only well suited to predict estimates of changes in the amount of food that is 

wasted because it is not used in time (e.g. gone mouldy, thrown away because it has gone 

past a date label). It is not designed to predicted other causes of waste (e.g. cooked too 

much, personal preference).  

 

• The model is run for a given type of food at any one time (e.g. milk, bread, cheese). Currently 

the interaction between different types of food (e.g. a temporary lack of milk in the household 

reducing breakfast cereal consumption) cannot be modelled explicitly but will be captured 

implicitly by the variation in demand within a household.  

 

• Unintended consequences – such as the need for more energy for freezing, and the need for 

more transport for buying smaller packs are not currently included.  These are being 

investigated further. 

http://www.wrap.org.uk/content/household-simulation-model-methodological-summary
http://www.wrap.org.uk/content/household-food-drink-waste-%E2%80%93-product-focus
http://www.wrap.org.uk/content/household-food-drink-waste-%E2%80%93-product-focus
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Key data sources and assumptions  

Key input data sources and assumptions for the default scenario are outlined in Table A2:. 
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Table A2: Default scenario – key data sources and assumptions 

Product 

type Average Shelf Life Open Life Freezing behaviours Consumption levels Pack sizes purchased 

Milk 

 

 

 

 

 

 

  

Distribution - based on 2011 Retail Survey data 

(mean is c. 8).  Assumed not all household types 

obey the shelf life - used a study on yogurt to 

determine how long after the shelf life people 

would use it for.   Applied this 'shift' differently for 

different household types, based on their risk 

profile (e.g. families with small children more risk 

averse).  The 'shift' ranged from +0 to +3 days. 

3 days default - but 

applied 'shifts' in a 

similar way (ranging from 

+0 to +3 days) 

Assumed only some households 

freeze (c. 35% of the population we 

modelled, based on available 

evidence) - and that they do this 

75% of the time when the product 

is about to go out of date.  

Assumed 75% chance of actually 

using the item, based on available 

evidence. 

Distribution of daily 

consumption amounts, 

extracted from NDNS - 

differentiated by adult / 

child over 6 / child under 

6.  Consumption in the 

home itself is 

variable/probabilistic - to 

account for the 

uncertainties around 

meal planning.  For 

staples the probabilities 

are higher.  For short 

shelf life / high value 

items (i.e. meat) given a 

higher probability of 

eating once opened. 

Best match to 

household size, 

consumption rates and 

likely scenario.  In 

some cases, adjusted 

to give appropriate 

waste rates for the 

baseline scenario 

Hard 

cheese 

 

 

  

Distribution - based on 2011 Retail Survey data 

(mean is c. 49 days).  'Shifts' applied in a similar 

way as above - but double the time was added.  

The 'shift' ranged from +0 to +3 days. 

7 days default - but 

applied 'shifts' (ranging 

from +1 to +7 days) 

Assumed no freezing of cheese 

Yogurt 

 

  

Distribution - based on 2011 Retail Survey data 

(mean is c. 17 days).  'Shifts' applied in a similar 

way as above (ranging from +0 to +3 days). 

 

3 days default for big 

pots (plus shifts).  No 

open life for singles. 

  

Assumed no freezing of yogurt 

Bread 

 

 

 

 

 

 

 

 

  

Range 4-6 (based on published study of how long 

bread actually lasts at home) 

 

 

 

 

 

 

  

No open life typically on 

pack - so only shelf life 

used in modelling 

 

 

 

 

 

 

  

Assumed only some households 

freeze (c. 35% of the population we 

modelled, based on available 

evidence) - and that they do this 

75% of the time when the product 

is about to go out of date. 

Assumed 75% chance of actually 

using the item, based on available 

evidence. 
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Product 

type Average Shelf Life Open Life Freezing behaviours Consumption levels Pack sizes purchased 

Chicken 

Distribution - based on 2011 Retail Survey data 

(mean is c. 5).  No 'shifts' applied - assumed 

everyone uses the date code, as evidence 

suggests this is more likely for chicken 

2 days used (1 day is on 

pack and assumed that 

cooking would give 1 

extra day).  Assumed 

everyone obeys the open 

life.  If reduced to 1 day 

the waste rates increase 

significantly. 

Assumed all households freeze c. 

75% of the time when the product 

is about to go out of date - 

because of high reported rates of 

freezing in WRAP tracker survey.  

Assumed 75% chance of actually 

using the item, based on available 

evidence. 

Distribution of daily 

consumption amounts, 

extracted from NDNS - 

differentiated by adult / 

child over 6 / child under 

6.  Consumption in the 

home itself is 

variable/probabilistic - to 

account for the 

uncertainties around 

meal planning.  For 

staples the probabilities 

are higher.  For short 

shelf life / high value 

items (i.e. meat) given a 

higher probability of 

eating once opened. 

Best match to 

household size, 

consumption rates and 

likely scenario. In some 

cases, adjusted to give 

appropriate waste 

rates for the baseline 

scenario 

Bacon 

Distribution - based on 2011 Retail Survey data 

(mean is c. 21 days).  'Shifts' applied in a similar 

way as above (ranging from +0 to +3 days). 

2 days default - but 

applied 'shifts' in a 

similar way (ranging from 

+0 to +3 days) 

Assumed c. 40% of the population 

we modelled freeze, based on 

available evidence.  Assumed they 

freeze 75% of the time when about 

to go out of date, and assumed 

75% chance of actually using the 

item, based on available evidence. 

Sausages 

Distribution - based on 2011 Retail Survey data 

(mean is c. 7).  No 'shifts' applied - assumed 

everyone uses the date code. 

3 days used (2 days on 

pack and assumed that 

cooking would give 1 

extra day).  Assumed 

everyone obeys the open 

life. 

Assumed c. 40% of the population 

we modelled freeze, based on 

available evidence.  Assumed they 

freeze 75% of the time when about 

to go out of date, and assumed 

75% chance of actually using the 

item, based on available evidence. 

Ham 

Distribution - based on 2011 Retail Survey data 

(mean is c. 12).  No 'shifts' applied - assumed 

everyone uses the date code. 

3 days used (2 days gave 

waste rates that are too 

high).  Assumed 

everyone obeys the open 

life. 

Assumed no freezing of ham 

 

 

 

 



 

 

 

 

 

WRAP’s vision is a world in which resources are used 
sustainably. 

Our mission is to accelerate the move to a sustainable 
resource-efficient economy through re-inventing how we 

design, produce and sell products; re-thinking how we use 
and consume products; and re-defining what is possible 

through re-use and recycling. 

Find out more at www.wrap.org.uk 
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