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Introduction

This document evaluates the results of a survey, the aim of which was to find out
respondents' opinions on some food terms and eating habits. The survey was carried out in all
five partner countries of the FoodCOMP project — Slovakia, France, Italy, Poland, and Portugal.
A total of 157 people of both genders, aged between 18 and 70, took part in it. The questionnaire
consisted of 13 main questions further divided into sub-questions. Elaborated questions in
English, Slovak, Polish, French, Portuguese, and Italian language were distributed through e-
mail to the stakeholder of the FoodCOMP project. The responses were collected using the
application Google Forms, by mail, through direct interviews in the street, or through direct
visits of professionals in their restaurants. Afterward, the respondents' answers were evaluated
and interpreted graphically and in written form. All the results found are presented in depth in

the body of this document and summarized in the conclusion.
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1. Research characteristics

The survey was carried out in Slovakia, France, Poland, Portugal, and Italy and
organized by all FoodCOMP partner organistions in September 2022. A total of 157 people

took part in it. Figure 1 below shows the number of people participating in the research.

Number of participants
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Figure 1. Number of participants

Both genders were answering the questions of the FoodCOMP survey. The proportion
of surveyed men and women was almost equal. Women represented 50.10%, and men

represented 49.44% of questioned people. The rest did not state their gender (0.46%).

Gender
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Figure 2. Gender of the participants
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Figure 3 below depicts the age distribution of respondents that were as follows:

e 18-24 years: 23% of respondents
e 25-35 years: 24% of respondents
e 36-45 years: 23% of respondents
e 46-55 years: 18% of respondents
e 56-70 years: 9% of respondents

e over 70 years: 3% of respondents

Age Distribution
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Figure 3. Age Distribution

A total of 44.46% of occupations that respondents do are not related to food. A total of
55.54% of respondents' work is somehow connected to food. Figure 4 below shows the
proportion of asked survey participants in all the countries. These respondents are usually

employees of a cafe or restaurant, chefs, and food producers.

The European Commission's support for the production of this publication does not constitute an
endorsement of the contents, which reflect the news only of the authors, and the Commission cannot be held
responsible for any use which may be made of the information contained therein.
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IS THE WORK YOU DO RELATED TO FOOD?

Figure 4. Proportion of respondent’s work connected to food

The level of the respondents' highest education achieved is illustrated in Figure 5 and was as

follows:

e High school education without a high school diploma or lower: 4% of respondents
e High school with high school diploma: 28% of respondents

e College: 8%

e First-level university education - B.Sc.: 27% of respondents

e Second-level university education - MSc.: 31% of respondents

e Third-level university education - PhD.: 4% of respondents

EDUCATION LEVEL

H High school education without a high school diploma or lower
m High school with high school diploma
College
First-level university education - BSc.
m Second-level university education - MSc.
H Third-level university education - PhD.
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Figure 5. Participant's education level
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2. Preferences regarding the food respondents eat
on a normal day

1. It's important to me that the food | eat on a normal
day is healthy
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Figure 6. Preferences regarding the food respondents eat on a normal day (healthy food)
Figure 6 above shows respondents' preferences regarding the food they eat daily. Results

from all countries show that for the majority of respondents it is important that the food they

eat on an ordinary day is healthy. A total of 135 (out of 157) consider eating healthy food crucial

daily.
2. It's important to me that the food | eat on a normal
day matches my mood
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Figure 7. Preferences regarding the food respondents eat on a normal day (matches my
mood)
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Figure 7 above depicts respondents' preferences regarding the food they eat daily.
Results from all countries show that participants are mostly neutral towers this statement,
especially Italian participants. However, respondents tend to prefer food that matches their

mood on a normal day.

3. It's important to me that the food | eat on
a normal day is convenient
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Figure 8. Preferences regarding the food respondents eat on a normal day (conveniency)

Figure 8 above shows that our respondents prefer to eat on an ordinary day food that is

convenient to buy and prepare.

4. It's important to me that the food | eat on
a normal day evokes pleasant feelings to me
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Figure 9. Preferences regarding the food respondents eat on a normal day (pleasant
feelings)
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According to Figure 9 above, respondents from all the surveyed countries prefer to eat

on a normal day food that evokes pleasant feelings to them.

5. It's important to me that the food | eat on
a normal day is natural and bio
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Figure 10. Preferences regarding the food respondents eat on a normal day
(natural and bio)

Our respondents do not consider eating natural or bio food so crucial on a normal day.
A significant number of respondents (90) prefer eating natural and bio food daily. But for 33
participants, it is not the highest priority. A total of 32 participants are neutral towards this

statement.

The European Commission's support for the production of this publication does not constitute an
endorsement of the contents, which reflect the news only of the authors, and the Commission cannot be held
responsible for any use which may be made of the information contained therein.
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6. It's important to me that the food | eat on
a normal day is affordable
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Figure 11. Preferences regarding the food respondents eat on a normal day
(affordability)

Figure 11 above shows respondents' preferences regarding the food they eat daily.
Results from all countries show that for the majority of respondents, it is important that the food
they eat on a normal day is affordable for them. A total of 120 (out of 157) consider eating
affordable food crucial on an ordinary day. A total of 20 participants stayed neutral towards this

statement, and for 16 people the food’s price was not significant while making the decision.

7. It's important to me that the food | eat on a
normal day helps me control my weight
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Figure 12. Preferences regarding the food respondents eat on a normal day
(weight controlling)
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Figure 12 above presents that 44 people (28%) are neutral on whether the food they are
eating on an ordinary day enables them to control their weight. However, the majority of
respondents (80) tend to eat food that helps them maintain their weight on a normal day. On the
other hand, for 32 (20.38%) respondents the nutrition values of the food they are eating on a

normal day are not influential.

8. It's important to me that the food | eat on a
normal day has a known origin
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Figure 13. Preferences regarding the food respondent eats on a normal day (known
origin)

Figure 13 above illustrates that knowing the origin of the food our respondents

consume on an ordinary day is truly significant. A total of 78 respondents consider it
important.

The European Commission's support for the production of this publication does not constitute an
endorsement of the contents, which reflect the news only of the authors, and the Commission cannot be held
responsible for any use which may be made of the information contained therein.
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9. It's important to me that the food | eat on a
normal day is environmentally friendly
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Figure 14. Preferences regarding the food respondents eat on a normal day
(environmentally friendly)

Figure 14 above clearly presents that our respondents are not indifferent toward the fate
of our planet. A total of 114 questioned people (72.61%) consider it important to eat
environmentally friendly food on an ordinary day. A total of 14% of respondents are indifferent
toward this statement. Finally, 13.38% of surveyed people do not select food following

environmentally friendly criteria.

10. It's important to me that the food | eat on a normal
day is produced in an animal-friendly manner
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Figure 15. Preferences regarding the food respondents eat on a normal day
(produced in an animal-friendly manner)
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Our respondents would rather eat food produced in an animal-friendly manner (see Figure 15
above). The majority of respondents (69.63%) reported that eating food produced in an animal-
friendly manner is important. A total of 19.11% of questioned people stated that choosing food

according to this criterion is not crucial for them.

11. It's important to me that the food | eat on a
normal day is part of Fair Trade
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Figure 16. Preferences regarding the food respondents eat on a normal day (Fair Trade)

Lastly, a total of 31.21% asked people were indifferent towards the significance of eating the
food that is part of Fair Trade on an ordinary day (see Figure 16). However, a total of 53.5% of
respondents would rather eat the food that is a part of Fair Trade every day. On the contrary,
only 14.65% of questioned people do not consider eating the food that is a part of Fair Trade

on a normal day.

The European Commission's support for the production of this publication does not constitute an
endorsement of the contents, which reflect the news only of the authors, and the Commission cannot be held
responsible for any use which may be made of the information contained therein.
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3. What preferences does the interested party have
in food processing

1. It is important to me that the dairy products
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Figure 17. Consumer preferences regarding the processing of dairy products

Figure 17 above displays consumers’ preferences regarding the processing of dairy
products. The most significant indicator of whether respondents buy dairy products is the taste
of these products. A total of 78% of respondents consider it influential that the dairy products
they buy are tasty. Secondly, according to 74% of consumers, dairy products should also be
healthy. A total of 91% of Polish respondents claimed it important criterium. Thirdly, 62% of
respondents prefer dairy products coming from cows with low antibiotic use. This fact was
crucial in Poland. A total of 81% of Polish respondents considered it a significant factor.

Moreover, 60% of respondents would prefer daily products that are environmentally friendly.

Furthermore, more than half of the interviewees would rather buy dairy products that
produce little waste (53%), come from their country (54%), and comes from free-range animals
(54%). On the contrary, less than 50% of surveyed people do not choose dairy products taking
into account whether these products are sustainable (48%), come from their region (42%), have
a short transport distance (37%), have an ,,eco-label” (32%), have an animal welfare certificate
(44%), or are affordable (47%). However, 78% of Polish respondents and 73% of Portuguese

The European Commission's support for the production of this publication does not constitute an

endorsement of the contents, which reflect the news only of the authors, and the Commission cannot be held
responsible for any use which may be made of the information contained therein.



£ Co-funded by the
b Erasmus+ Programme
of the European Union

* %

FoolCom

* x *

respondents consider it important that the dairy products they eat have an animal welfare

certificate.
2. It is important to me that the meat
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Figure 18. Consumer preferences regarding the processing of meat

Figure 18 above depicts consumers’ preferences regarding the processing of meat.
The most significant indicator of whether respondents buy meat is its taste. A total of 78% of
respondents consider it influential that the meat they buy is tasty. Secondly, according to 70%
of consumers, meat should also be healthy. However, only 57% of interviewed Italiantians think
so. Thirdly, a total of 67% of respondents prefer meat coming from animals with low antibiotic
use. Moreover, 65% of respondents prefer meat for a reasonable price. Nevertheless, here we
can see a notable difference between preferences in various countries. While 85% of Polish
respondents prefer affordable meat, only 41% of Portuguese respondents consider this factor

crucial.

Furthermore, more than half of the interviewees would rather buy meat that comes from
free-range animals (61%), is environmentally friendly (53%), comes from their country (53%),
and has an animal welfare certificate (50%). On the contrary, less than 50% of surveyed people

do not choose meat taking into account whether the meat is sustainable (46%), is producing

The European Commission's support for the production of this publication does not constitute an
endorsement of the contents, which reflect the news only of the authors, and the Commission cannot be held
responsible for any use which may be made of the information contained therein.
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little waste (48%), comes from their region (48%), has a short transport distance (35%), and
has an ,,eco-label” (32%).

3. Itis important to me that the fish
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Figure 19. Consumer preferences regarding the processing of fish

Figure 19 above shows consumers’ preferences regarding the processing of fish.
The most significant indicator of whether respondents buy fish is the health benefits associated
with its consumption. According to 71% of consumers, the fish they eat should be healthy. A
total of 69% of respondents consider it influential that the fish they buy is tasty. Thirdly, a total
of 65% of respondents prefer affordable fish. Moreover, 57% of respondents prefer fish that
comes from low antibiotic-use farms. Nevertheless, here we can see a notable difference
between preferences in various countries. While 90% of Polish respondents prefer fish coming

from low antibiotic-use farms, only 35% of Slovak respondents consider this factor crucial.

Furthermore, more than half of the interviewees (52%) would rather buy environmentally
friendly fish. On the contrary, less than 50% of surveyed people do not choose fish taking into
account whether it is sustainable (44%), is producing little waste (45%), comes from their
country (43%) or region (32%), has a short transport distance (28%), is caught in a sustainable
way (46%), has been listed in the 'Sustainable Fish Index' (29%), and has an ,,eco-label” (29%).
Despite having an ,,eco-label” is not an influential factor in France (22%), Italy (10%), Portugal
(18%), and Slovakia (7%), it is a significant factor in Poland (90%).

The European Commission's support for the production of this publication does not constitute an
endorsement of the contents, which reflect the news only of the authors, and the Commission cannot be held
responsible for any use which may be made of the information contained therein.
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4. It is important to me that fruits and vegetables
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Figure 20. Consumer preferences regarding the processing of fruits and vegetables

Figure 20 above shows consumers’ preferences regarding the processing of fruits and
vegetables. The most significant indicators of whether respondents buy fruits and vegetables
are the health benefits associated with their consumption (85%). A total of 76% of respondents
consider it influential that the fruits and vegetables they buy are tasty and are produced with
low pesticide use. What is more, 71% of people prefer seasonal fruits and vegetables that come
from their land. However, while 90% of Polish and 80% of French respondents prefer fruits
and vegetables from their countries, only 44% of Slovak respondents decide according to this
criterium. Furthermore, 62% of respondents stated that it is significant for them whether the
fruits and vegetables they consume are affordable. More than half of the respondents prefer
affordable fruits and vegetables that are sustainable (53%), environmentally friendly (54%),
produce little waste (53%), come from their region 56%, have a short transport distance (52%),
and are not packed (58%). On the other hand, fruits and vegetables with an ,,eco-label add no
significant added value to the products from the respondents' point of view. Only Polish

respondents consider this factor crucial (79%).

The European Commission's support for the production of this publication does not constitute an
endorsement of the contents, which reflect the news only of the authors, and the Commission cannot be held
responsible for any use which may be made of the information contained therein.
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5. It is important to me that bakery products
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Figure 21. Consumer preferences regarding the bakery products

Figure 21 above shows consumers’ preferences regarding bakery products. The most
significant indicator of whether respondents buy bakery products is taste. A total of 84% of
respondents consider it influential that the bakery products they buy are tasty. Secondly, 70%
of people prefer healthy bakery products. Thirdly, 62% of respondents stated that it is
significant for them whether the bakery products they consume come from their region and are
produced with low pesticide use. Besides, 61% of respondents would rather buy bakery
products at reasonable prices. Furthermore, more than half of the interviewees prefer bakery
products coming from their country (58%) and bakery products that have a short transport
distance (55%).

On the other hand, the least notable factors influencing consumers’ purchases of bakery
products are whether the bakery products are sustainable (48%), environmentally friendly
(44%), producing little waste (49%), vegan (26%), wholemeal (40%) or have an ,,eco-label”
(33%). While only 2% of Slovak, 3% of French, and 9% of Portuguese respondents consider
it important to buy vegan bakery products, 47% of Italian and 67% of Polish respondents prefer
vegan bakery products. Similarly, it is not a significant factor for French (16%) and Portuguese
(14%) interviews whether bakery products they buy are wholemeal. However, for 80% of

Polish surveyed people, it is a crucial criterium.

The European Commission's support for the production of this publication does not constitute an
endorsement of the contents, which reflect the news only of the authors, and the Commission cannot be held
responsible for any use which may be made of the information contained therein.



£ Co-funded by the
b Erasmus+ Programme
of the European Union

* %

* g *

Foo)Com(

4. What attitudes does the interested party have
towards food waste and losses

1. Dairy products
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Figure 22. Consumers' opinions on food waste of dairy products

Figure 22 above depicts consumers’ opinions on the dairy products respondents consider
to be an example of food waste. Most people (69%) believe expired milk is a food waste
example since expired milk can still be used for some purposes. Secondly, cheese rinds are
considered an example of food waste by 39% of respondents. A total of 77% of Portuguese
respondents consider cheese rinds food waste, while only 23% of Italian and 26% of Slovak
questioned people share the same opinion. Thirdly, crystallized ice cream is a food waste for
34% of respondents. On the contrary, raw whey is considered food waste only for 27% of

surveyed people.

The European Commission's support for the production of this publication does not constitute an
endorsement of the contents, which reflect the news only of the authors, and the Commission cannot be held
responsible for any use which may be made of the information contained therein.
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2. Meat products
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Figure 23. Consumers' opinions on food waste of meat products

Figure 23 above depicts consumers’ opinions on the meat products respondents consider
to be an example of food waste. Most people (67%) believe that bones are a food waste example
since they can still be used for some purposes. However, only 44% of Slovak respondents think
bones are an example of food waste. A total of 85% of Polish respondents would say that bones
are an example of food waste. Secondly, a total of 53% of surveyed people consider trotters
(chicken, pig), chicken legs, and tails food waste. Less than half of interviewed people believe
meat fats (47%), blood (35%), guts (44%), cuttings (31%), eyes, ears, snouts (pig), tongue

(31%), and internal organs (36%) an example of food waste.

The European Commission's support for the production of this publication does not constitute an
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3. Fish and shellfish-based products
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Figure 24. Consumers' opinions on food waste of fish and shellfish-based products

Figure 24 above shows consumers’ opinions on the fish and shellfish-based products
respondents consider to be an example of food waste. A total of 70% of respondents believe
that shells and abalone are examples of food waste. Also, 66% of surveyed people, especially
from France (94%), Italy (78%), and Portugal (86%) consider scales an example of food waste.
Moreover, more than 50% of interviewees would say that heads (51%), thorns (58%), and eyes
(50%) are examples of food waste. According to 48% of respondents, skin is an example of
food waste. Figure 24 shows that more people from France, Italy, and Portugal believe that the
above-mentioned fish and shellfish-based products are examples of food waste than Slovak and

Polish interviewees.
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4. Fruit and vegetables
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Figure 25. Consumers' opinions on food waste of fruits and vegetables

Figure 25 above displays consumers’ opinions on fruits and vegetables respondents
consider an example of food waste. Most people (73%) believe fruit stones are an example of
food waste. Secondly, 62% of interviewees consider home rotten fruit and vegetables an
example of food waste. Thirdly, a total of 59% of surveyed people would say that peels and
pods are an example of food waste. Lastly, expired fruits and vegetables are a food waste

example for only 57% of respondents since they can still be used for some purposes.
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5. Bakery products
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Figure 26. Consumers' opinions on food waste of bakery products

Figure 26 above depicts consumers’ opinions on bakery products respondents consider
an illustration of food waste. Most people (73%) believe leftover sourdough from production is
a food waste example. Also, 72% of people consider wasting excess flour from production an
illustration of food waste. Furthermore, 71% of interviewees would say that wasting excess
yeast from production is an example of food waste. However, many French respondents do not
believe that these products are examples of food waste. On contrary, 53% of respondents would
say that cereal sprouts and cereal bran are an example of food waste. Italian and Polish
respondents consider cereal sprots and cereal brand an example of food waste much more than

French, Portuguese, and Slovak respondents.
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S. Which food wastes and losses form the primary
part of food waste in the country?
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Figure 27. Sources of food waste produced by consumers

Figure 27 above shows the most significant sources of food waste produced by
consumers. A total of 68% of respondents tend to waste pieces or parts of food that they did not
use eventually spoiled or expired (half a lemon). Secondly, a total of 63% of interviewees waste
parts of food that they do not consider edible, or that they do not know how to cook (fruit skins).
Thirdly, 55% of surveyed people tend to waste leftovers of food that they put away but end up
spoiling (e.g., rice in the fridge). Furthermore, respondents usually waste whole food they did
not use that ended up spoiling in the pantry/cupboard/fridge (e.g., whole spices, cottage cheese)
(44%), whole foods that they did use and expired (33%), leftovers of cooked food on the plate
(37%), leftover fresh food on the plate (24%), and food after the 'best before date (44%).
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6. Which aspects are important from the point of
view of sustainability possible solutions for
minimizing food waste and losses

Figure 28 below depicts items consumers associate with the term "sustainability".
According to more than half of the respondents, the following terms relate to the word
"sustainability":

e Recycling (71%)

e Reduced packaging (63%)

e Environmentally friendly (63%)
e Waste minimisation (61%)

e Green (59%)

e The future (59%)

e Managing for the future (58%)
e Health (57%)

e Low carbon footprint (57%)

e Organic (56%)

e Education (54%)

o Future generations (52%)

e Future needs (51%)
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Figure 28. Items consumers associate with the term "sustainability"
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Figure 29. Percentage of people that agree with statements about "sustainable products"

Figure 29 above presents the percentage of people that agree with the statement about
the term "sustainable products". Almost half of the respondents (46%) cannot afford to pay
more for these products. Especially French (72%), Polish (55%), and Slovak (47%) respondents
would buy sustainable products at more reasonable prices. More than 30% of interviewees do
not have enough information about these products (34%), have other purchasing criteria (35%),
and do not find these products in the store they usually shop at (30%). Very few respondents
stated that they have no knowledge of these kinds of products (27%), do not have enough time
to pay attention to these products when they are in the supermarket (25%), do not trust what

these products promise (23%), and lack the credibility of these products (24%).
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Figure 30. Percentage of people that agree with statements about "environmentally
responsible"

Figure 30 above presents the percentage of people that agree with the statement about
the term "environmentally responsible". A total of 43% of respondents stated they have no
knowledge of environmentally responsible products. A total of 82% of French and 75% of
Polish claimed the lack of information about these products. Secondly, 41% of them have
difficulties with paying the additional cost for environmentally responsible products. That was
true for more than half of the French, Polish, and Slovak surveyed people. Furthermore, a total
of 31% of respondents do not have enough information about these products and cannot find
these products in the store where they usually shop. According to our survey, 65% of Polish
and 40% of Slovak respondents have difficulties finding environmentally responsible products
in the stores. Very few respondents stated that they have other purchasing criteria (29%), do
not have enough time to pay attention to these products when they are in the supermarket (26%),
do not trust what these products promise (22%), and lack the credibility of environmentally

responsible products (20%).
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Figure 31. Percentage of people that agree with statements about 'zero waste products"

Figure 31 above shows the percentage of people that agree with the statement about the
term "zero waste products". Almost half of the respondents (49%) have difficulties finding zero-
waste products in the store they usually shop. That was stated by 75% French, 65% Polish, and
54% Slovak respondents. Secondly, a total of 47% of surveyed people claimed a lack of
knowledge about zero-waste products. That is a problem mainly in Poland (85%) and France
(69%). More than 30% of interviewed people do not have enough information (36%) a cannot
afford to pay more for these products (34%). Again, this is the problem in Poland and Slovakia.
Very few respondents stated that they have other purchasing criteria (29%), do not have enough
time to pay attention to these products when they are in the supermarket (28%), do not trust

what these products promise (21%), and lack the credibility of these products (21%).
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Figure 32. Percentage of people that agree with statements about the term
""made by-product valorisation"

Figure 32 above depicts the percentage of people that agree with the statement about the
term "made by-product valorisation". More than half of the respondents do not have information
(55%) or knowledge (54%) about these products. The lack of made by product valorisation
products awareness is most notable in Poland, France, and Slovakia. Secondly, a total of 47%
of questioned people have difficulties finding such products in the store they usually shop at.
Also, the problem stated mainly Polish, French, and Slovak respondents. More than 30% of
respondents have other purchasing criteria (30%), do not have enough time to pay attention to
these products while shopping (34%), do not trust what these products promise (34%), and lack
the credibility of these products (30%). Only 29% of people indicated they cannot afford to pay

more for these products (Poles and Slovaks).
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7. Interpretation of obtained data

During our research, we found out that most people (69%) believe expired milk is a food
waste example since expired milk can still be used for some purposes. Secondly, cheese rinds
are considered an example of food waste by 39% of respondents. A total of 77% of Portuguese
respondents consider cheese rinds food waste, while only 23% of Italian and 26% of Slovak

questioned people share the same opinion.

Secondly, most people (67%) believe that bones are a food waste example since they
can still be used for some purposes. However, only 44% of Slovak respondents think bones are
an example of food waste. A total of 85% of Polish respondents would say that bones are an

example of food waste.

Thirdly, a total of 70% of respondents believe that shells and abalone are examples of
food waste. Also, 66% of surveyed people, especially from France (94%), Italy (78%), and
Portugal (86%) consider scales an example of food waste. We found out that more people from
France, Italy, and Portugal believe that the above-mentioned fish and shellfish-based products

are examples of food waste than Slovak and Polish interviewees.

Moreover, 73% of respondents believe fruit stones are an example of food waste.
Besides, 62% of interviewees consider home rotten fruit and vegetables an example of food
waste. Furthermore, most people (73%) believe leftover sourdough from production is a food
waste example. Also, 72% of people consider wasting excess flour from production an
illustration of food waste. Furthermore, 71% of interviewees would say that wasting excess
yeast from production is an example of food waste. However, many French respondents do not
believe that these products are examples of food waste. On contrary, 53% of respondents would
say that cereal sprouts and cereal bran are an example of food waste. Italian and Polish
respondents consider cereal sprouts and cereal brands an example of food waste much more

than French, Portuguese, and Slovak respondents.

We also surveyed respondents’ associations with the term "sustainability". According
to more than half of the respondents, the terms recycling, reduced packaging, environmentally

friendly, waste minimisation, green, the future, managing for the future, health, low carbon
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footprint, organic, education, future generations, and future needs related to the word

"sustainability" the most.

We found out that almost half of the respondents (46%) cannot afford to pay more for
sustainable products. Especially French (72%), Polish (55%), and Slovak (47%) respondents
would buy sustainable products at more reasonable prices. Secondly, a total of 43% of
respondents stated they have no knowledge of environmentally responsible products. A total of
82% of French and 75% of Polish claimed the lack of information about these products. A total
of 41% of surveyed people have difficulties with paying the additional cost for environmentally
responsible products. That was true for more than half of the French, Polish, and Slovak
surveyed people. Furthermore, a total of 31% of respondents do not have enough information
about these products and cannot find these products in the store where they usually shop.
According to our survey, 65% of Polish and 40% of Slovak respondents have difficulties

finding environmentally responsible products in the stores.

Another finding is that almost half of the respondents (49%) have difficulties finding
zero-waste products in the store they usually shop. That was stated by 75% French, 65% Polish,
and 54% Slovak respondents. Secondly, a total of 47% of surveyed people claimed a lack of
knowledge about zero-waste products. That is a problem mainly in Poland (85%) and France
(69%). More than half of the respondents do not have information (55%) or knowledge (54%)
about the "made by-product valorisation" products. The lack of made by product valorisation
products awareness is most notable in Poland, France, and Slovakia. Moreover, a total of 47%
of questioned people have difficulties finding such products in the store they usually shop at.
Also, the problem stated mainly Polish, French, and Slovak respondents. Finally, only 29% of
people indicated they could not afford to pay more for these products (Poles and Slovaks).
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Conclusion

To sum it up, this document evaluated the results of a survey, the aim of which was to
find out respondents' opinions on some food terms and eating habits. The survey was carried
out in all five partner countries of the Food COMP project — Slovakia, France, Italy, Poland, and
Portugal. A total of 157 people of both genders, aged between 18 and 70, took part in it. A total
of 55.54% of respondents' work was somehow connected to food. These respondents were
usually employees of cafes or restaurants, chefs, and food producers. The questionnaire
consisted of 13 main questions further divided into sub-questions. Elaborated questions in
English, Slovak, Polish, French, Portuguese, and Italian language were distributed through e-
mail to the stakeholder of the FoodCOMP project. The responses were collected using the
application Google Forms, by mail, through direct interviews in the street, or through direct
visits of professionals in their restaurants. Afterward, the respondents' answers were evaluated

and interpreted graphically and in written form.

Results from all countries show that for the respondent's majority, it is important that
the food they eat on an ordinary day is healthy. A total of 135 (out of 157) consider eating
healthy food crucial daily. Moreover, respondents prefer to eat on a normal day food that
matches their mood and is convenient to buy and prepare. Furthermore, respondents from all
the surveyed countries tend to eat on normal day food that evokes pleasant feelings in them and
is affordable. On the contrary, our respondents do not consider eating natural or bio food so
crucial on a normal day. However, a significant number of respondents prefer eating natural
and bio food daily, but for 33 participants, it is not the highest priority. Moreover, half of the
respondents tend to eat food that helps them maintain their weight on an ordinary day. Knowing
the origin of the food our respondents consume on an ordinary day is truly significant. Besides,
a total of 114 questioned people (72.61%) consider it important to eat environmentally friendly
food on an ordinary day. Also, our respondents (69.63%) would rather eat food produced in an
animal-friendly manner. Lastly, a total of 53.5% of respondents would rather eat the food that

is a part of Fair Trade every day.

To sum it up, the most significant indicator of whether respondents buy dairy,
meat, and fish products is the taste of these products and the health benefits associated with

their consumption. On the other hand, factors such as a short transport distance, an ,,eco-label”,
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and an animal welfare certificate are the least influential when buying dairy products. However,
78% of Polish respondents and 73% of Portuguese respondents consider it important that the
dairy products they eat have an animal welfare certificate. In the case of meat products less than
50% of surveyed people do not choose meat taking into account whether the meat is sustainable,
is producing little waste, comes from their region, has a short transport distance, and has an

,,eco-label”.

We found out that 57% of respondents prefer fish that come from low antibiotic-
use farms. Nevertheless, here we can see a notable difference between preferences in various
countries. While 90% of Polish respondents prefer fish coming from low antibiotic-use farms,
only 35% of Slovak respondents consider this factor crucial. Very few of surveyed people
choose fish taking into account whether it has a short transport distance (28%), has been listed
in the 'Sustainable Fish Index' (29%), and has an ,,eco-label” (29%). Despite having an ,,eco-
label” is not an influential factor in France (22%), Italy (10%), Portugal (18%), and Slovakia
(7%), it 1s a significant factor in Poland (90%).

The most significant indicators of whether respondents buy fruits and vegetables
are the health benefits associated with their consumption (85%). A total of 76% of respondents
consider it influential that the fruits and vegetables they buy are tasty and are produced with
low pesticide use. What is more, 71% of people prefer seasonal fruits and vegetables that come
from their land. However, while 90% of Polish and 80% of French respondents prefer fruits
and vegetables from their countries, only 44% of Slovak respondents decide according to this
criterium. On the other hand, fruits and vegetables with an ,,eco-label adds no significant added
value to the products from the respondents' point of view. Only Polish respondents consider

this factor crucial (79%).

The most significant indicator of whether respondents buy bakery products is
taste. Secondly, 70% of people prefer healthy bakery products. On the other hand, the least
notable factors influencing consumers’ purchases of bakery products are whether the bakery
products are vegan (26%), wholemeal (40%), or have an ,,eco-label” (33%). While only 2% of
Slovak, 3% of French, and 9% of Portuguese respondents consider it important to buy vegan
bakery products, 47% of Italian and 67% of Polish respondents prefer vegan bakery products.

Similarly, it is not a significant factor for French (16%) and Portuguese (14%) interviews
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whether bakery products they buy are wholemeal. However, for 80% of Polish surveyed people,

1t 1s a crucial criterium.

Survey performed in five European Union countries revealed that 68% of respondents
tend to waste pieces or parts of food that they did not use eventually spoiled or expired (half a
lemon). Also, a total of 63% of interviewees waste parts of food that they do not consider edible,
or that they do not know how to cook (fruit skins), and 55% of surveyed people tend to waste
leftovers of food that they put away but end up spoiling (e.g., rice in the fridge). Furthermore,
respondents usually waste whole food they did not use that ended up spoiling in the
pantry/cupboard/fridge (e.g., whole spices, cottage cheese) (44%), whole foods that they did
use and expired (33%), leftovers of cooked food on the plate (37%), leftover fresh food on the
plate (24%), and food after the 'best before date (44%).
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