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HIGHLIGHTS

2FOOD SHARE LOCATIO

W IN KENDAL
‘ 36% of customersare new

during last3 months

76% reported changgin
dietary habitsdue to
using the food share

Most households saveipto
£40.00per week on groceies

44% of customers support
the FoodShare financially

80% of customersare more careful in
avoiding food waste at home, or think
more carefully about what theyouy
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INTRODUCTION

Waste into Wellbeing is a social project that turns surplus food and food waste to improve
societal well being. Starting in 2017 as Kendal
during the Covid pandemic to offer meal deliveries and a food share. Our objectives are to:

1. Reduce Food Waste in Kendal. By reducing food waste, we will reduce: GHG
emissions; and other negative land use impacts.

2. Reduce Food Poverty in Kendal. By using this food productively, complemented by
surplus food, we provide fresh, nutritious food and meals to those in Kendal in need.

3. Improve Wellbeing and Community Cohesion in Kendal. We operate in a way that
helps develop a social community around food and develops an appreciation of good
nutrition, as well as building friendships and the community in Kendal. In this way we
improve the quality of life, and life chances of those individuals participating.

Our regular food shares have been held since 2020 at Stricklandgate House and Hallgarth
Community Centre. Since their inception the quantity of food collected and distributed has
continued to grow, as have the numbers of customers.

Although saving food from landfill (and therefore preventing GHG emissions) is an important
motivation for Waste into Wellbeingd activities; social benefits including enhancing knowledge,
supporting healthier diet habits, and improving financial situation of households have become
an increasingly important ambition for us.

The purpose of this survey is therefore to determine the key factors that influence customers
of regular participation in the Food Shares and to gather insights that will allow us to measure
the social impact that our activities have on the local community. A second survey of volunteers
will complement this survey and allow us to create a fuller picture of the social impact that we
are creating. Taken together, they will allow us to improve the way we operate and better
support customers, volunteers and the broader community.

Waste into Wellbeing is part of South Lakes Action on Climate Change. More information about
us can be found on the SLACC website at https://slacc.org.uk/wiw/



https://slacc.org.uk/wiw/

Objectives of the survey
The main objectives of this survey are:

1 To develop a better understanding of our customer base, their situation, motivations,
and approach to food waste.

1 To explore and quantify the potential benefits that the operation of Waste into Wellbeing
is delivering at the family and community levels in Kendal.

1 Identify how we can improve the way WiW operates and improve the way we can
monitor and report upon our impact.

This report presents findings of the survey. Working with continuous and discrete variables we
used basic statistical methods of data analysis, as absolute and relative frequency, and
arithmetical mean. Although all questions were voluntary and participants could skip any of
them, the survey results indicate that all questions were completed. The questionnaire survey
collected mostly quantitative data. However, open ended questions provided insights on
opinions and recommendations of food share customers. Some of these opinions are
presented in this report in green squares.

The findings are organized into five main sections:

General information about survey participants
Benefits as perceived by the customers

What food types do customers value

Dietary habits

Improving household finances

Tackling food waste in the home
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As part of SLACC, Waste into Wellbeing is dedicated to creating an inclusive environment for
everyone, regardless of race, ethnicity, religion, color, national origin, age, disability (physical
or mental), sexual orientation, gender identity, parental status, marital status, and political
affiliation as well as gender expression, mental illness, socioeconomic status or background,
neuro(a)typicality, or physical appearance.

We are also aware of the importance of privacy of our customers; therefore, the data for this
survey was collected anonymously and used for the purpose of this survey only.



KEY FINDINGS

Who Are Our Customers?

Findings

More than a half of our customers have been
visiting food share in at least one of the
locations for more than 6 months. 36% of
customers discovered or started to use the
food share during last 3 months.

Word of mouth and social media are the main
ways in which people hear about the Food
Share.
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Over half of our customers are either retired or
unemployed. Their age range reflects this with
over 60% aged over 60. Only 12% are under 30
years of age. Our customers have a wide range
of education and skill levels.

@ Employed

® Self-employed
@® Unemployed
@ Maternity leave
@ Retired

@ Student

@ Other

Age Range

@® Under 18 @ Less than hight school certificate
@® 18-30 @ Hight school certificate
® 31-40 @ Higher diploma

A @ 41-50 @ University degree
@® 5160

® 61-70
® Over 70

Observations & Context

Observations over the last two years has highlighted a core group of customers that have been
regularly attending the food shares since the start. There has also been a regular turnover of
customers who only use the food share for a period of time - sometimes for just a few weeks.
Anecdotal evidence suggests that they have recently lost their job and are taking time to get
back onto their feet. These people often perceive a social stigma of using the food share, even
though we are quick to indicate that we are distributing surplus food. The food share therefore
appears to provide an important service - providing resilience to allow people to get back on
their feet.

The predominance of attendance by retirees or unemployed is clearly a function of the timing
of the food shares which are during working hours.

Recommendations

Communicating with customers (eg about changing times, late cancellations) is not easy, when
word of mouth is a key means, and when not all have access to social media. We need to
reflect upon how we can improve communications across the various channels that customers
hear about us. Similarly recruiting new customers is not something we have made a determined
effort on. Once food volumes increase, how would we communicate effectively to recruit more
customers? Other food groups have become significant off-takers of our surplus food. We have
little information about their customers 1 who they are, how many etc etc. A future survey could
research this group to help us understand better our reach and impact.
7
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Benefits as Perceived by Customers

Findings
Food for free 19 (76%)
Whilst customers have embraced Meeting people
the objective to reduce food waste Doing something good 14 (56%)
and 60do somet hi n (eaming new things and gettin...
people and mental health wellbeing Tofing diferent ood 1 (4a%)

Mental health wellbeing 12 (48%)

are important consequences of the
food shares. As is trying different
food (see below also).

Help reducing food waste 23 (92%)

Other 3 (12%)
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Whenasked #Awhat coul Onening more days a week
f ood s maestr reedtioned the long
gueues, lack of places to sit whilst waiting,
and staying outside in bad weather. Better communication online

Opening earlier in the morning

In other cases disability and other health More items to offer
problems (e.g. anxiety) makes their
regular food share attendance difficult.

No quequeing

There is some support for opening more
frequently. After the survey period we did
shift to more frequent openings

~

 2YSUAYSEa UKSNB Aa y20 Sy2dzack

Observations & Context

Despite repeated requests to turn up just before opening time, some customers turn up over
two hours early. Whist there is an el ement
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later), it also reflects the real benefits of doing so i meeting people and having social contacts.
Several customers have suggested the ability to have a tea/coffee whilst waiting.

Recommendations

Our location did not have the facility to formally encourage this (seating, ability to have a
tea/coffee whilst waiting). The new schedule (from April 2022 onwards) combines one of our

|l arders with the Peoplebs Caf ®, which all ows
provision of informal tea/coffee at the Coach House for the other larders to make waiting more
sociable and encourage socialising.
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What Food Types do Customers Value

Findings
Food share customers are mostly Vegetable 21 (84%)
. . . Frui 21 (84%)
interested in fresh fruit, vegetables B,ead,pas,,,' 20 {00M)
and bread. Eggs, meat/fish and Eoos 17 (65%)

. . . Meat and fish 18 (72%)
various food tins, which can be stored PastaRice 15 (60%)
for later, are also valued. I o WA

Tins
Other

17 (68%)
5 (20%)
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We wanted to understand the
importance of information on
food packaging. 68% of food Locality of production
share customers reported to Wngredients
read labels on food packaging, Nutrtional values
most notably ingredients and
price information (note as we
have no prices on food, these
answers apply to supermarket
shopping. The ingredient
information corresponds to
various dietary habits and food intolerances/allergies. Nutritional values are important to half
of customers.

Producer 2 (11.8%)

6 (35.3%)
13 (76.5%)
9 (52.9%)

Use by date/ Best before date 6 (35.3%)
Information on how to store a p... 4 (23.5%)

Price and discount information 10 (58.8%)

Although the lack of knowledge on how to store a product and the meaning of use by date/best
before may contribute to food wasting, this information is less important to our customers.

Observations & Context

The insights on the types of food valued by Food share customers may be skewed by what we
have available. We repeatedly noted that the Food share customers would like to have more
meat and fish, whilst tins of food (soups, beans, vegetables and meat or fish), and cereals are
all readily taken. However, the philosophy of the Food share is redistribution of any potential
food waste rather than providing food items that are on demand, and this is accepted.

Surplus food from local suppliers tends to be concentrated on fruit, vegetables and bread. The

guantities of the latter can be excessive at times, and we often turn down significant quantities.

Whilst fruit is generally readily taken by customers, not all vegetables are taken and we are
10



often left with large quantities. In part this is due to lack of familiarity on how to prepare and
cook them.

Recommendations

A future survey could investigate attitudes to different bread. For example, we could accept
more bread from a local artisanal bakery in preference to commercial supermarket bread. This
would have nutritional benefits for users.

The provision of recipe cards for different vegetables would help to encourage customers to be
more adventurous (see also below).

11



Dietary Habits

Findings

® Yes
® No.
76% of customers @tate that their dietary habits
have changed due to using the food share.

@ Yes, mydietis more varied and
balanced

@ Notreally
@ 1do not know

Nearly half of our customers (48%)
reported a more varied and balanced diet
since they started to use the Food share:
they eat more fruit and vegetable, items
that are not affordable for many of them on
an everyday basis.

Eating more fruitivegetable 11 (57.9%)

Eating food that | could not afford

0,
o buy 6 (31.6%)

Being more creative when

7 (36.8%
cooking ( b)

Trying new recipes 9 (47.4%)

Other 1(5.3%)

0.0 25 5.0 75 10.0 12.5

The survey also reveals that our customers started being more creative when cooking, and
trying new recipes.
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Observations & Context

An essential feature of the Food Share is the positive impact on healthy eating habits. Unlike
usual shopping when customers use shopping lists or at least have an idea what to buy to cook
a specific meal, the range of food provided at food share is unpredictable and supports
creativity.

Often food received from FareShare undermines this trend, with its provision of highly
processed food.

As the variety of food consumed by our customer has changed, they are also more interested
in trying and sharing of new recipes. They often communicate back to volunteers their success
during meal preparation and recommend the way they processed different items. This can often
be an inspiration for others to try those food items for the first time.

Recommendations

Whilst it might be difficult, we could try to quantify the health benefits of more varied diets.
Cooking courses may also be something we can offer.
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Improving Finances
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Findings

@ Living comfortably
@ Doing alright

Just about getting by
@ Finding it quite difficult
@ Finding it very difficult

Even though most customers do not find
their financial situation difficult, 88% of
customers report that using food share

has helped improve their financial
situation in general.
28%

Due to a recent inflation, 80% of
food share customers consider
their financial situation to be
getting worse.

Our customers report that using
food share results in them buying
less and saving money for other
household expenses or (in some
cases) buying higher quality
products when they do shop.

There is an implied negative
impact on local shops as
customers are shopping less.
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