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SCOPE
This Best Practices Guide aims to take stock of the European Best Practices related to food
waste, that inspired the Zero Desperdício Movement, during the FORCE - Cities Cooperating
for Circular Economy project.
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1_ INTRODUCTION
The FORCE project aims to minimize loss of materials in the linear economy and to work
towards Circular Economy.
The four cities involved in the project, Copenhagen, Hamburg, Lisbon and Genoa, are
implementing with companies, citizens, associations and universities 16 participatory
partnerships based on the value chain concept to create and develop eco-innovative solutions.
Each city selected one of four materials as a main waste flow to focus on: plastic waste,
strategic metals from electrical and electronic equipment, food surplus and organic waste, and
wood waste.
The city of Lisbon selected as its main waste flow, food surplus and organic waste and has as
specific objectives to carry out a pilot project based on the design of a web app for the integrated
management of food waste in the city.
It is in this context that the collection of best practices regarding the prevention and
management of food waste will be carried out.

1.1. Circular Economy Overview
The philosophy of Circular Economy consists on the replacement of open production systems,
based on a linear consumption model, where resources are targeted, extracted, processed,
and transformed into waste after consumption, by closed systems that reuse resources and
conserve energy (McDonough & Braungart, 2002). These systems are regenerative, where
resources, waste, emissions, and energy losses are minimized through the slowing, closing,
and narrowing of resource and energy loops.
This concept is based on 3 principles (Ellen MacArthur Foundation, 2015):
•

Preserving and enhancing natural capital.

•

Optimizing yields from the resources in use.

•

Fostering system effectiveness (minimising negative externalities).
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Most business models developed under these three principles can be categorized according
to the ReSOLVE framework (Lewandowski, 2016), developed by the Ellen MacArthur
Foundation, which describes a set of six actions that can be implemented in order to promote
the transition to a Circular Economy, namely:
•

Regenerate - Actions that preserve and improve Earth’s biocapacity, renewable
energy and materials, reclaim, retain and regenerate health of ecosystems, return of
recovered biological resources to the biosphere.

•

Share - Actions that keep product loop speed slow, maximize utilization of products by
sharing them among users, reuse products throughout their technical lifetime, prolong
life through maintenance, repair and design for durability.

•

Optimise - Actions that increase the performance/efficiency of a product, remove
waste in production and the supply chain, leverage big data, automation, remote
sensing and steering.

•

Loop – Actions that keep components and materials in closed loops and prioritise inner
loops.

•

Virtualize – Actions that deliver utility virtually.

•

Exchange – Actions that replace old materials with advanced non-renewable
materials, applying new technologies.

At the European Environment Agency level, the Circular Economy characteristics are
described as (EEA, 2016):
•

Less inputs and use of natural resources.

•

Increased share of renewable and recyclable resources and energy.

•

Reduced emissions.

•

Fewer material losses/residuals.

•

Keeping the value of products, components and materials in the economy.
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1.2 Framework for evaluating Circular Economy actions
To evaluate whether entities actions are in line with the circular economy actions is necessary
to follow an adequate model. Thus, an adaptation of the framework developed in the article
"Do circular economy business models capture intended environmental value propositions?"
(Kaisa, et al., 2018) is presented below to evaluate proposals for environmental value on
Circular Economy business models, described graphically in a succinct manner in Figure 1.
In Figure 1, the inner circle represents the environmental value proposal of the Circular
Economy business model, defined using the table of environmental value proposal presented
in Table 1. On the evaluation of a business model, its necessary take into consideration all of
the life cycle stages of the product or service, which are: beginning of life (BOL), middle of life
(MOL) and end of life (EOL) according to the classification by (Yang, Vladimirova, Rana, &
Evans, 2014).

Figure 1: Framework for evaluating environmental value propositions of circular economy business models. (Kaisa, et al., 2018)
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For the characterization of specific best practice actions presented in Point 2, it was considered
as sufficient to identify the phases of the value chain in which the action takes place.
The term environmental value proposition, described here, refers to a promised absolute value
of environmental improvement, which the entity provides to the environment through its impacts
along the entire value chain.
The environmental value proposition table (Table 1) was designed to help entities understand
the effects of their operations on the environment and understand the environmental value in
absolute terms. This table was obtained by cross-referencing the principles developed by the
Ellen MacArthur Foundation (Ellen MacArthur Foundation, 2015), the ReSOLVE framework
(Ellen MacArthur Foundation, 2015) and the characteristics identified by the European
Environment Agency (EEA, 2016).

Table 1: Environmental Value Proposition Table
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The process focuses on evaluating the realization of the value propositions identified for each
action and consists of a 5-step process, namely:
§

Definition of the environmental value proposition - Understanding the system
under study, the value chain/life cycle of the product or service. Specific value
propositions are defined with the resource of the proposal table of environmental value;

§

Identification of stakeholders and their role - Identification of relevant stakeholders
throughout the action and respective roles and actions needed to promote the fulfilment
of the environmental value proposition;

§

Definition of reference system and assessment of environmental impacts - Data
collection and comparison of the Circular Economy system with a reference model to
determine environmental impacts;

§

Verifying the environmental value propositions - Comparison of the verified
environmental benefits regarding the stakeholders previously identified and
comparison with the environmental value proposal;

§

Identification of improvement proposals - Presentation of improvement proposals
for the value chain identified in the previous steps to reach the identified value
propositions. Identification of methods to prevent unwanted consequences.

The implementation of the evaluation process requires close cooperation between the
evaluator and the implementing entity/entities. Before the definition of the reference
system, the first 3 steps are executed with the support of representatives of the
implementing entities through an interview/consultation. The remaining steps are
completed by the evaluator consulting the implementor(s) or external experts when
necessary.
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2_ BEST CIRCULAR ECONOMY
PRACTICES IN EUROPE
Throughout this project, we have already identified some actions that may be subject to
classification under this survey. It is hoped that others will come up. In fact, best practices are
always evolving, and so it is hoped as well that this survey might become a living document to
be updated over time.
•

SirPlus – Germany

SirPlus Website
SirPlus arrives to contribute for reduction of 18 million tonnes of food waste's reduction that are
produced in Germany. As in other countries, there are products that, because they are too big
or too small, because they do not comply with the standard norms, or simply because they are
not aesthetically appealing, many of the best edible foods end up in the trash, despite the limited
planet resources and hunger in the world.
It is an online platform created to recover food wasted on the Berlin market and to put it back
in the life cycle, through online sales with home deliveries.
This initiative aims to: massively reduce waste; appreciate food despite their aesthetical
appearance and put them in the life cycle again; offer all consumers and producers, but also
non-profit organizations, a solution to sustainably reduce waste and overproduction, conserving
the planet's resources.
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•

Bourse aux dons - Brussels

Bourse aux dons Website
The Bourse aux dons – The Food Fair is a national platform and management system designed
to facilitate food donations between professional actors of the food sector and recipients like
social organizations or new food entrepreneurs in Circular Economy. The Food Fair matches
and connects the donor's unsold food into a new sustainable values chains relying on a next
generation collaborative logistics. Additionally, integrated analytics allows for the monitoring
and tracking of all the donation flows in real time, while a reporting system allows donors to
quantify the given aid, and simplify the administrative formalities (VAT, etc.). Each donation is
made in compliance with the official food chain safety standards and respects the users’
privacy. The goal is to create a (connected) network that facilitates the upgrading of food
surpluses, by promoting short food circuits and involving each local municipality and city (Food
Smart City). In Belgium, by November 2016 more than 330 tonnes have transited through the
platform and more than 300 food aid organizations have already registered.

•

HISPACOOP and Erosky- Spain

HISPACOOP Website | Eroski Website
Hispacoop is the Spanish Confederation of Consumers and Users Cooperatives and it
coordinates a total of 170 consumer cooperatives throughout Spain that in turn represent more
than 5,358,328 consumer partners, more than 49,541 workers.
In 2016, Hispacoop ran a campaign called “Without Waste: Make the Most of Food”. There
were three strands to the campaign: a study on consumer behaviour with regards to managing
food and how waste is generated in the home, the publication on a guide on how to best store
food so that it lasts longer, and a series of 30 talks around Spain that were directed at
consumers with the aim of informing them on how to best conserve food in the home.
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One of the most recent ones it is the campaign jointly run by Hispacoop and Eroski: “Join
sustainable consumption: Reduce, Reuse, Recycle”, aimed at raising consumer awareness on
the issues of food waste reduction, resource reuse and correct leftovers and general litter
disposal.

Eroski, a worker-consumer co-operative with nearly 1,000 outlets across Spain has been
pioneering in developing a scheme to reduce food waste. Cooperating with charities and food
banks and the marketing of ugly vegetables, it has recently re-launched together with
institutional partners the campaign “More food, less waste.”
Eroski was the first within the retail sector to achieve zero waste across all their supermarkets
and hypermarkets in December 2013 and since then they have maintained this commitment to
society.
All food donated by them is inspected to make sure it is in perfect condition for consumption. In
the case of fresh foods, it ensures that the cold chain is properly maintained, including within
the organisation that is receiving the donation, which has the obligation to ensure the food is
maintained at the same high standard. The food donated is within the use-by or best-by date.

•

Changes to the definition of food business - Denmark

Danish Food Agency Website
Danish Food Agency introduced additional criteria on the food business, in order to allow private
citizens to sell or donate food more frequently. They can do this without needing to register as
a food business, as long as they are small quantities, going from the annual limit of 10 (ten)
transactions to, for example, 4 to 5 doses per transaction.
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•

Stop Wasting Food Movement – Denmark

Stop Wasting Food Website
Stop Wasting Food Movement Denmark (Stop Spild Af Mad) is Denmark’s largest non-profit
movement against food waste, which has initiated the fight against food waste in Denmark.
Since its foundation in 2008, Stop Wasting Food helped bringing massive focus on food waste
on Denmark’s agenda and has achieved a large number of results in Denmark, in collaboration
with the Danish Government, European Union and United Nations.
Stop Wasting Food has national and international collaborations and support of over 60,000
people, acting disinterestedly nationally and internationally in food waste prevention and
minimization of food waste throughout the value chain from soil to table - through e.g.
information, dissemination, public affairs, national and international partnerships, campaigns
and similar activities.

•

Too Good To Go APP – Denmark

Too Good To Go Website
Founded in 2016, Too Good To Go's mission is to reduce food waste, allowing establishments
to sell food in excellent condition for consumption and giving to the application users the
opportunity to consume meals and food in a conscious and tasty way, contributing to a more
sustainable world.
Too Good To Go is present in more than 13 countries, in Europe and the United States of
America, and has more than 30,000 establishments as partners.
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•

Phenix APP – France

Phenix Website
Phenix is a social company that helps its professional customers (supermarkets, industrial
companies, events sector, etc.) in the transition from a linear to a circular economy.
Through professionalizing, structuring and simplifying the flow of donations, resale or recycling
of food and non-food products, and by supporting their teams in the field, Phenix allows
customers to reduce their ecological and social footprint, while generating economic gains.
Phenix creates recovering channels. They intend to give to the products a second life, with the
ultimate ambition of "zero waste", in a perspective of the circular economy of the surplus and
unsold goods market, through operational skills implicit in a digital platform and in a network of
partners qualified recipients.

•

HopHop - France

HopHop Website
HopHopFood is a non-profit association which aims to reduce households’ food waste while
creating solidarity areas via food donation through a digital platform for fragile people in food
insecurity.
The application can be used free of charge on a smartphone, tablet or computer and allows
donating food (individuals or organizations) easily and quickly helping those who need it most.
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•

Last Minute Market - Italy

Last Minute Market Website
The Last Minute Market (LMM) is a Spin Off of Bologna University and is a social company,
founded in 1998. Today, it is a business company that operates in the Italian territory developing
local projects aimed at the recovery of unsold goods (tradable or not) in favour of non-profit
organizations.
LMM favours the creation of a solidarity network in the area and the contact between the
demanders (non-profit institutions) and the suppliers (companies). The objective is to achieve
a Zero Waste level: all services offered by LMM are studied and designed to prevent and
recover losses and waste.
LMM was created to assist companies in the recovery of food surplus, transforming waste into
a resource, however, it currently operates with different types of goods (for example, medicine
and non-food products), treating waste prevention at 360°. The services offered are:
•

Recovery of surplus (food, meals, medicines, books, non-food items, etc.);

•

Data analysis, loss and waste analysis, estimating environmental and social impacts;

•

Training in schools, companies and educational institutions;

•

Communication, marketing projects and content production.

LMM is a win-win project with benefits for both stakeholders and the environment.
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•

Re-food - International

Re-food Website
Re-Food aspires to a new world where everyone has the food they need; where all the food
produced will primarily feed people; where citizens actively participate in the management of
the precious resources of the community, and where everyone assumes the power, right and
obligation to transform the world into a better place.
Re-food is an independent, citizen-oriented, 100% voluntary, charitable, eco-humanitarian
community that works to eliminate food waste and hunger in each neighbourhood. Re-food
operates in and for the community, through volunteers and avoiding any cost or investments
that do not serve its mission. Re-food has a low-cost/high-productivity model that improves the
quality of life of people in need, while strengthening the social fabric of the local community.

•

Food Banks – International

Food Banks Website
The European Food Banks Federation (FEBA) comprises 24 country members who are either
national organizations or individual food banks. Their common aim is to reduce hunger and
malnutrition through the fight against food waste and the support and development of food
banks in countries where they are most needed.
FEBA is a member of the EU Platform on FLW and, in addition to plenary meetings, also
contributes to the sub-group on food donation and the sub-group on action and implementation.
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•

Foodlist - Norway

Foodlist Website
This application allows establishments with food surplus to make the products with validity close
to the end available for donation to a specific solidarity entity or to several. Additionally, it allows
that registered users can provide information about near the ending date products or at discount
prices, allowing other users to purchase those same products, which contributes to not
becoming food waste.

•

Missão Continente – Portugal

Missão Continente Website
The Continente is a SONAE MC's food retail brand. The Missão Continente represents all the
social responsibility initiatives of this brand and its commitment to building a sustainable future.
In this sense, Continente has been working in several domains, focusing on initiatives that meet
the needs of today's society.
With a strong focus on Food, Missão Continente promotes healthy lifestyles and eating habits,
works to reduce food waste and raises awareness of conscious consumption.
It is an active part in the communities where it is present, supporting internal and external
initiatives and promotes the respect of the environment through the promotion of good
environmental practices and awareness for the adoption of responsible behaviour.
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•

Fruta Feia – Portugal

Fruta Feia Website
The Fruta Feia cooperative arises from the need to reverse the tendencies of standardization
of fruits and vegetables that have nothing to do with issues of safety and food quality.
This project aims to combat market inefficiency by creating an alternative market for "ugly" fruit
and vegetables altering consumption patterns. A market that generates value to farmers and
consumers.
The main objective of the Fruta Feia is to reduce the tonnes of quality food that is returned to
the soil every year by farmers and thereby also avoid unnecessary waste of the resources used
in its production, such as water, arable land, energy and the working time.
By changing consumption patterns, this project intends that in the future all fruit and vegetable
products with quality, regardless of size, colour and shape, will be marketed in the future.
As parallel impacts are the awareness of the population to the problem of food waste and the
fact that ugly foods are not junk, and also the possibility of consuming products of the time and
region at a lower price.
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•

Zero Desperdício – Portugal

Zero Desperdício Website
The Zero Desperdício Movement was born of a citizen group that identified a problem an
decided to make a move - getting food surplus suitable for human consumption to those in
need, helping to minimize the impacts of food waste on the environment and promoting social
welfare. Movement established partnerships with local governments and provided training
sessions to institutions that already was present in the field (donors and recipients) for the
donation and collection of food surpluses, with special emphasis on perishable foods. In 2012,
The Zero Desperdício Movement created DARiACORDAR– Association For The Recovery Of
Waste, which intends to change behaviours across the production and consumption line in
order to minimize the generation of waste, either through combat and eradication, through
recovery and reconversion and also, by raising society's awareness relating to prevention of
food waste, through an innovative and entirely sustainable intervention model.

•

National Commission for Combating Food Waste - Portugal

CNCDA Website
The National Commission for Combating Food Waste (Comissão Nacional de Combate ao
Desperdicio Alimentar, CNCDA) has as its mission to promote the reduction of food waste
through an integrated and multidisciplinary approach.
It is incumbent upon the CNCDA to prepare, monitor, evaluate and identify any adaptation need
of the National Strategy to Combat Food Waste and the Plan to Combat Food Waste.
The CNCDA assumes a broad and multidisciplinary character, in a process that is intended to
be dynamic and participatory, it encompasses ten governmental areas, two municipal
associations and a federation representing the social sector and the volunteer area.
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•

GoodAfter – Portugal, Spain

GoodAfter Website
GoodAfter.com is an online supermarket that, in addition to other types of opportunities, offers
products that are reaching or have reached their preferred consumption date and are both safe
and legally marketable. Therefore, they no longer present the quality for which brand optimized
them and can be sold at substantially lower prices (savings up to 70%).
In addition to giving consumers the possibility to purchase quality products and high savings,
GoodAfter.com is a clearly "green" solution, in that it reduces food waste and pollution related
to its disposal.

•

Olio – United Kingdom

Olio Website
Olio is an app that connects neighbours with each other and with local companies to share food
surplus, so that they do not become organic waste. It can be food close to the expiration date
in local stores, vegetables grown at home, bread bought from the baker, or private purchases
that will not be consumed or used because someone is going to be away from home or in is
going for holidays. In addition to food surplus, the Olio app can also be used for sharing nonfood household items.
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•

Wrap – United Kingdom

Wrap Website
WRAP is a non-profit association that collaborates with government entities, companies and
citizens to create a world in which to obtain and use resources in a sustainable way, with the
mission of accelerating the change to a sustainable and resource efficient economy through:
reinventing how products are designed, produced and sold; rethink how to use and consume
products; recover through reuse and recycling. The priority sectors are: food and drink; clothes
and fabrics; and electronic equipment.
WRAP’s reputation is founded on:
•

Compiling and analysing the evidence to help our partners build a case, seize
opportunities and overcome challenges;

•

Ground-breaking voluntary agreements that unite organisations behind common
sustainability goals;

•

Consumer campaigns that go beyond awareness, changing behaviour and
empowering people to act.

•

Karma - Sweden

Karma Website
Karma is a start-up that was born in 2016 in Sweden, which buys surplus food in restaurants,
cafes and grocery stores and sells it to customers looking for a meal at half the price, combating
food waste.
In 2018 and 2019, they expanded to London and France and recently developed a refrigerator
pick up in partnership with Electrolux, where customers can go and purchase their meal at
below cost.
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•

REFRESH: Community of Experts - EU Platform on Food Losses
and Food Waste (FLW)

REFRESH Website
This is a collaborative web platform that results from a community of experts that was initiated
as part of the Horizon 2020 funded research project REFRESH (2015-19).
On this platform is shared important and useful resources to fight against food losses and food
waste, namely resources for: awareness campaigns, preventions and reduction, food
distribution, food donations, supply chain efficiencies, logistics, animal feed, composting, and
many more topics.
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ATTACHEMENT
Best Practices in the context
of the “Covid-19 Alert” Period
Portugal is in a “State of Alert”, due to the emergence of COVID-19, so it is imperative to adopt
extraordinary and temporary measures to prevent the spread of the new Coronavirus, being a
responsibility shared by all social, economic actors, public, private, collective or individual.
However, it must be possible to continue donating food, as donor entities continue to produce,
and people who lack this food cannot be forgotten.
Thus, the hygiene rules that apply in the area of food safety, already known and implemented,
must now be reinforced, during the process of preparation, packaging and delivery of food, so
as not to promote unnecessary and avoidable risks.
As a first note, it should be noted that the volunteers will not be able to jeopardize this noble
activity, so, if they have been in contact with a positive or even a suspect case, they should not
carry out any activity in the context of food donation, and instead stay at home and articulate
directly with the SNS, calling SNS24 – +351 808242424, following the recommendations
CORONAVÍRUS | COVID-19.
In the event that there is no contraindication, that is, if they do not manifest any type of
respiratory infection symptoms (cough, fever or difficulty in breathing), they can thus attend the
Institution and follow the rules below.
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In this sequence, actions that can prevent the spread of the COVID-19 virus are identified
below, namely:
During food preparation / packaging:
Promote hand washing always when entering and leaving the place where food is
prepared and packaged;
ü Promote hand washing several times, using liquid soap;
ü Do not open faucets with your hand; whenever possible, use parts of the body that do
not lead to the face (forearm, elbow, and foot, if the faucet is operated with the foot);
ü Rub your hands with liquid soap, taking at least 20 seconds during washing;
ü Always dry your hands with a non-reusable paper towel or hot air. Provide bins for
placing used wipes near the washbasins;
ü If there is a need to bring your hand to your face, always wash it beforehand, under the
conditions identified above;
ü Avoid touching the eyes, nose and mouth with your hands;
Promote respiratory etiquette measures:
ü Do not cough directly towards other people and / or food and / or countertops; cough
directly onto a paper, or body part (arm) that does not come into contact with other
people or utensils. If you use paper, it must be placed in the trash immediately.;
ü Do not sneeze directly towards other people; use tissue paper, and immediately put it
in the trash;
Social Distance
ü Do not share food or personal effects (cups, cell phones ...);
ü Change the frequency and form of contact between volunteers, avoiding close
contact (handshakes, kisses, shared jobs);
ü Move at least 1 meter away from the place where the food is prepared and / or packed;
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During food delivery:
During the trip:
ü Maintain a distance of at least 1 meter between volunteers;
ü Use disinfectant gel several times and whenever you need to bring your hand to your face;
ü Always disinfect after food delivery;
ü Maintain hygiene rules and respiratory etiquette;
When delivering food to beneficiaries:
ü Firstly, explain that volunteers cannot come close, as they pose a risk to beneficiaries, due
to the fact that they move between different destinations and have contact with several
people;
ü Promote a distance of at least 2 meters between the volunteer and the door of the
beneficiaries' home;
ü Never enter the beneficiaries' home;
ü Disinfect your hands when you reach the vehicle;
ü Maintain hygiene rules and respiratory etiquette;
Return to the institution:
ü Wash your hands in the molds already transmitted;
ü Maintain hygiene rules and respiratory etiquette.
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This manual was developed by DARIACORDAR, constituting an important instrument of
support and training for all Receiving Entities that are part of the national ZERO
DESPERDÍCIO network for the recovery and distribution of surplus food production.
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