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Caterers play a key role
In reuse

In this playbook, we have sum-
marised the scientific approach
to our reuse nudging experiment
as well as the nudging measures
themselves, results and lessons
learned. In doing so, we want to
motivate and inspire you to take
a proactive and creative look at
reuse and preventing packaging,
whether you have your own
catering business or run a chain
restaurant. The results of the
experiment prove that caterers
can influence and increase reuse
utilisation rates at their own

stores by choosing scientifically

acclaimed and pragmatic incentives
(nudges). Together with large chain

restaurants such as Burger King
and IKEA Germany, we tested vari-
ous incentives - which goes to
show that even major companies
are getting creative and taking the
Initiative when it comes to reuse.

Followers welcome

Even if not every nudge can be
applied equally to every catering
business, many measures can be
adapted to prevalent framework
conditions. We therefore strongly
recommend, and encourage, fol-

lowing suit; we have summarised
our findings in this playbook to
help you on your implementation
journey.

Who we are

The mehrweg.einfach.machen
iImplementation alliance, the
name of which is a play on words
that translates to both “just
reuse” and “reuse made easy”,
IS supported by German reuse
association Mehrwegverband
Deutschland, WWF Germany and
ProjectTogether. Our aim is to
pool forces across all social
groups and, together with a

strong community of people
of action, make reuse the
new default.

This is just the beginning

In 2024, committed caterers

and implementation alliance
mehrweg.einfach.machen are
staying on the ball when it comes
to reuse. Caterers and sustain-
ability managers at chain restau-
rants are all welcome to take

part in our Reuse Learning Lab
for Caterers and the Nudging
Experiment 2.0!

What's next? p. 23

—> Getting started?

Do you want to make reuse the default in
your catering business?

Join our Reuse Community or start your
own reuse nudging experiment!

We are here for you:

2 getin touch with us!
(Online form, German only)



https://share-eu1.hsforms.com/1nA5p5XHHTm62DtV1ItbINQ2b8644
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We want:

more recusc.

One year after the introduction of an
i obligation for catering businesses
to offer reusable containers, many
businesses have still not implemented
it sufficiently and in full. The effect
of this obligation to save single-use
packaging is thus extremely sobering
and the utilisation of reusable pack-
aging a niche phenomenon.

We wanted to know if it is possible to
change the utilisation of reusables
through initiatives on the part of the
catering industry and with the aid

of clever tricks at the point of sale -
and we are delighted to share our
findings with you in this playbook.

Learnings - p. 19

The challenge

The majority of people in Germany say sustain-
ability is a major social concern.' At the same
time, we keep making decisions that conflict
with our own values and sustainability efforts.
The phenomenon behind it is widely known:
the intention-behaviour gap describes the dis-
crepancy between what people say they are
going to do and what they actually do. When

it comes to sustainable consumption, and
especially to choosing reuse, the gap between
intention and behaviour is particularly
pronounced.

90% of consumers would use
reusables; only 18% do.?

This phenomenon is particularly marked when
it comes to takeaways served in reusable con-
tainers and can be explained by a range of fac-
tors, including: time pressure; convenience;
lack of incentive; and social norms that do not
support sustainable behaviour. To bridge the
intention-behaviour gap in sustainable con-
sumption, we can encourage consumers to
change their behaviour through nudges - p.3.

2022

2023

Fig. 1: Single-use containers
given out in Germany
2 Source (Germany only)

in other words, through targeted measures
and incentives. This is where our reuse nudging
experiment sets in.

The experiment

As part of the collective action project entitled
“Reuse: The first choice”, the implementation
alliance teamed up with eight German catering
businesses at a total of 800 stores and went a
step further than the obligation to offer reusables
at catering businesses prescribes. Within the
framework of the reuse nudging experiment,

we asked:

how can caterers persuade con-
sumers to choose reusables when
ordering takeaways? Can targeted
incentives at the point of sale
influence the reuse rate? And if
so, which type of incentive has a
particularly positive effect?

To answer these questions, the community of
caterers set out to test measures that promote

101 m.

1%

232 m. 1,.6%

reuse at the point of sale. The implementation
alliance initiated and accompanied the devel-
opment of the nudge catalogue = p. 5, the
mobilisation of caterers and the implemen-
tation and evaluation of the experiment; the
alliance also created cross-company learning
spaces and opportunities to exchange experi-
ences and ideas.

Participating catering
businesses

Burger King 2 p. 7
Haferkater—>p. 9
IKEA—=>p. 11

Valora = p.13

Foodtrucks United = p. 15
Zeit fur Brot = p. 17

Fig. 2: Reusable containers
given out in Germany
2 Source (Germany only)

Fig. 3: Reusable rate
in Germany
2 Source (Germany only)

i The obligation to what?

In Germany, the obligation to offer reusable
containers became effective on 1 January
2023 and is part of the German Packaging
Act (“Verpackungsgesetz”, VerpackG). The
obligation says that end distributors that sell
food and beverages in single-use (plastic)
packaging for immediate consumption and
takeaways have to offer reusable alterna-
tives as well. As a caterer, you can offer
your own reusable containers made of, for
example, glass, pottery or plastic or work
with a company that offers containers in a
reusable system, known as pooling services.
No matter how you do it: more reusables
mean less single-use packaging, and that

in turn means less environmental pollution
and fewer wasted resources!

2wegweiser-mehrweg.de (German only)

1 https:/www.umweltbundesamt.de/themen/nachhaltigkeit-strategien-internationales/um-
weltbewusstsein-in-deutschland#:~:text=Der%20Schutz%20von%20Umwelt%20und%20
%E2%81%A0KIima%E2%81%A0%20ist%20f0r,allerdings%20ein%20leichter%20Ruckgang%20ab

2 https:/www.wpn2030.de/wp-content/uploads/2021/10/Studie-Nachhaltigkeitsbewusstsein-2021.pdf


https://www.wwf.de/fileadmin/fm-wwf/Publikationen-PDF/Plastik/Ein-Jahr-Mehrwegangebotspflicht-Erste-Ergebnisse-der-WWF-Marktanalyse.pdf
https://www.wwf.de/fileadmin/fm-wwf/Publikationen-PDF/Plastik/Ein-Jahr-Mehrwegangebotspflicht-Erste-Ergebnisse-der-WWF-Marktanalyse.pdf
https://www.wwf.de/fileadmin/fm-wwf/Publikationen-PDF/Plastik/Ein-Jahr-Mehrwegangebotspflicht-Erste-Ergebnisse-der-WWF-Marktanalyse.pdf
https://www.wwf.de/fileadmin/fm-wwf/Publikationen-PDF/Plastik/Ein-Jahr-Mehrwegangebotspflicht-Erste-Ergebnisse-der-WWF-Marktanalyse.pdf
https://www.wwf.de/fileadmin/fm-wwf/Publikationen-PDF/Plastik/Ein-Jahr-Mehrwegangebotspflicht-Erste-Ergebnisse-der-WWF-Marktanalyse.pdf
https://www.wwf.de/fileadmin/fm-wwf/Publikationen-PDF/Plastik/Ein-Jahr-Mehrwegangebotspflicht-Erste-Ergebnisse-der-WWF-Marktanalyse.pdf
https://wegweiser-mehrweg.de
https://wegweiser-mehrweg.de
https://www.umweltbundesamt.de/themen/nachhaltigkeit-strategien-internationales/umweltbewusstsein-in-deutschland#:~:text=Der%20Schutz%20von%20Umwelt%20und%20%E2%81%A0Klima%E2%81%A0%20ist%20für,allerdings%20ein%20leichter%20Rückgang%20ab
https://www.umweltbundesamt.de/themen/nachhaltigkeit-strategien-internationales/umweltbewusstsein-in-deutschland#:~:text=Der%20Schutz%20von%20Umwelt%20und%20%E2%81%A0Klima%E2%81%A0%20ist%20für,allerdings%20ein%20leichter%20Rückgang%20ab
https://www.umweltbundesamt.de/themen/nachhaltigkeit-strategien-internationales/umweltbewusstsein-in-deutschland#:~:text=Der%20Schutz%20von%20Umwelt%20und%20%E2%81%A0Klima%E2%81%A0%20ist%20für,allerdings%20ein%20leichter%20Rückgang%20ab
https://www.wpn2030.de/wp-content/uploads/2021/10/Studie-Nachhaltigkeitsbewusstsein-2021.pdf
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Nudging customers
to reuse — but how?

To make reuse the default in the

takeaway field, consumer behaviour

needs to change sustainably.
Findings from behavioural research

can help caterers and sustainability
managers with this tremendous task,

enabling them to introduce both
pragmatic and effective measures
at the point of sale which change
consumer habits and direct them
towards reuse.

The i reuse nudges were devel-
oped on the basis of findings from
behavioural research with the aim
of motivating customers to choose
reusables instead of single-use
packaging when ordering food and
drink takeaways and to achieve a
measurable increase in reuse rates.

The results of our experiment
show that reuse nudges from our
catalogue p. — S. 4 can have other
positive effects, besides potentially

increasing reuse rates. For example,

nudges were able to increase the
visibility of the business’'s own
reuse offer, strengthen practical

experience with reusable containers

within the company and help raise
employee awareness.

I What are nudges?

Nudges are subtle yet targeted stimuli
that encourage people to make certain
decisions and change their behaviour in
predictable way. L[sleE)Aa1Ule[s[ER o] EIA]
key role in business and trade to promote
the sale of certain products or to help
customers make healthier choices.

In the catering business, nudges can
help customers make healthier and more
sustainable decisions, for example by
highlighting vegetarian dishes or by
offering water as the default option
instead of sugary drinks.

The options are limitless and for a nudge
to be a success, context is key, as not
every nudge can be transferred to other
situations without adjustments.

Here, the proof of the pudding is truly

in the eating - to find out if a nudge is
actually effective, you have to test it
extensively. We tested five reuse nudges
at eight different catering businesses!

“Let’s be honest: we all value
convenience and like to hold

on to the tried and tested -
including when it comes to
reuse. Incentives, clear commu-
nication and transparency
towards guests and employees
are the key to success.”

Restaurant manager, Burger King

Non
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The nudge catalogue presents
seven reuse nudges, from making
reuse the default to a reuse chal-
lenge for employees.

The list is not exhaustive; other
promising measures are just waiting
for you to find them. In the first reuse
nudging experiment, we were able to
test five nudges. The Case Studies
- p. 7 and Learnings = p. 19 of our
partners at chain restaurants are
there to help you implement nudges
In your own business.

CASE STUDIES

Would you like a
nudge with that?

Reuse as
the Default

The concept:

A “default” makes reuse the standard
option, relieving customers of the need to
choose reusables. Single-use containers
remain an option; however, customers
have to actively request them.As people
like to take the line of least resistance,
there is a higher chance that they will
choose reusables.

How does it work?

Technical default at ordering terminals
Digital terminals are programmed so
that reusables are the default option.
Customers who want their orderin
single-use containers have to actively
change the settings

Communicative default via service staff
With every order, sales staff always offers
the product in a reusable container.
Customers have to actively object to

the reuse offer and intentionally choose
single-use packaging

LEARNINGS

Zeit fur Brot -p.1

IMPLEMENTATION GUIDE

A Fast Lane
for Reuse

The concept:

Immediate rewards help customers learn
desired behaviours. A fast lane for reuse
makes opting for reusables more appeal-
ing in the here and now: reuse shortens a
user’s waiting time.

How does it work?

Reuse-only checkouts and
self-ordering terminals

Some checkouts and terminals are
there exclusively for orders in reusable
containers. If a customer wants to order
products in reusables, they can use the
priority line - just like at the airport.

Prioritising reuse orders

on digital ordering screens
Numbers for orders in reusables are
labelled as such on digital ordering
screens and are “bumped up” the list.

Foodtrucks United - p.15

WHAT'S NEXT?

Jump the
Queue

The concept:

Customers are often unsure of whether
they have to join the queue for orders
when they want to return reusable con-
tainers. They decide against reuse to
avoid additional waiting times. If a busi-
ness makes it apparent that customers
returning reusables are allowed to jump
the queue, there is a higher likelihood
that they will choose this option.

How does it work?
Introduction of a “queue-jumping policy”
forreturns

Customers who want to return their
reusable containers take priority; they

do not have to join the queue. Individual
communication measures inform customers
at the point of sale or when ordering.

Burger King -S.7



PLAYBOOK

Reuse
Challenge

The concept:

The order staff’s attitude plays a decisive
role in promoting reuse: they are in direct
contact with your customers. Insufficient
information as well as a lack of awareness
around and visibility of reuse can lead to
reuse falling through the cracks in stress-
ful situations. A challenge motivates indi-
vidual employees, teams and entire stores
to more heavily advertise reuse.

How does it work?

Reuse Hero of the Month

The cash register system records the
reuse order rate per employee within a
store. Employees with the best, or the
highest increase in, reuse rates are
rewarded and made Reuse Hero of the
Month.

Awarding stores

Headquarters initiates a huge reuse
challenge among its own stores. Those
with the strongest or highest reuse rate
are awarded.

Foodtrucks United - p.15

Burger King - .7

REUSE NUDGES

A Single-
Use Fee

The concept:

Punishing undesired behaviours has a
similar effect as rewarding desired ones.
In terms of behavioural psychology, mak-
ing single-use containers more expensive
more effectively increases demand and
utilisation rates than making reusables
cheaper, due to aversion of loss.

How does it work?

Packaging fees based on percentage
Orders in single-use containers are given
a packaging fee based on percentage
(e.g. 10 percent of the order amount).

Fees by packaging format

A certain fee is raised for each item of
packaging (e.g. 20 cents per cup, 50 cents
per bowl).

CASE STUDIES

Reuse
Tickers

The concept:

People orient themselves by those around
them, especially when they feel uncertain.
If we suggest to customers at the point of
sale that reuse is the social norm, there is
an increased likelihood that they too will
opt for reuse and/or bring their own con-
tainers when they next visit.

How does it work?

Absolute numbers (live ticker)

Reuse orders at all or single stores are
summed up, and the total is communi-
cated visibly.

Relative numbers (majority)
The share of reuse orders in percent at all
or single stores is communicated visibly.

Indicating a trend

Using three data points (e.g. today, in one
year, in two years), a trend towards reuse
for all or single stores is displayed.

LEARNINGS

IMPLEMENTATION GUIDE

Reuse-
Only Offer

The concept:

Immediate rewards help customers learn
desired behaviours. A reuse offer is intro-
duced that rewards users with exclusive

products or discounts.

How does it work?

Reuse-only product offers

An appealing product or meal is sold
exclusively in reusables. Customers who
want to order the product or meal have to
choose reusables or bring their own con-
tainer. The product is shown with reusable
packaging in advertising, as well.

‘ WHAT'S NEXT?

Valora -p.13
Haferkater - p.9

Particularly successful nudge

Presumably particularly successful
nudge (not tested)

Also suitable for customer-owned
containers

@ Have you tried it?

Have you tried a nudge and seen a
noticeable increase in reuse rates?
Get in touch with us and share your
success story:

Contact us by 2 mail

Q Feeling inspired?

On the following pages, the catering
partners that took part in the reuse
nudging experiment share their
experiences.


mailto:kontakt%40mehrweg-einfach-machen.de?subject=

Reuse is king

What motivated you to try
the nudges?

We wanted to make reuse more attractive,
both to our customers and our employees.
With the Jump the Queue nudge, we wanted
to ensure that our guests, who expect speedy
service, weren't “punished” for returning their
containers by having to rejoin the queue. In
parallel, we ran a four-week employee chal-
lenge at our company-owned Burger King
branches. Because one thing is certain: our
employees’ motivation and arguments are
key factors for customers choosing reusables
during the order process.

How did you proceed?

We informed district managers and restaurant
managers of the new return service policy
via internal communication channels - for
our employees, we developed a comic that
was easy to understand and provided details
on the deposit system and the new policy in
three steps. In addition, we displayed a notice
that read “Jump the queue when returning”
when customers ordered at digital terminals.

We used similar channels to communicate
the challenge. The first prize was a hoodie
with the slogan “Reuse is king", which aimed
to strengthen the winning team’s spirit and
create a further touchpoint between the
Burger King brand and reuse.

CASE STUDIES

at Burger King

What did you learn?

There are a lot of internal and external
factors that impact the effectiveness of
nudges, and the degree to which they can
be implemented. These include language
barriers; a lack of understanding of deposit
and reusable systems; or little awareness
of the environmental impact of packaging.
The challenge of passing on instructions on
how to implement the nudges across many
levels of the organisation right down to the
cashiers should not be underestimated. Just
because restaurant managers know a lot
about reuse does not automatically mean
that this knowledge and conviction extends
to sales staff.

LEARNINGS IMPLEMENTATION GUIDE WHAT'S NEXT?

Jump the Queue S-5

Duration of the experiment
October to November 2023

Participating stores

760 restaurants

Reuse challenge -s.6

Duration of the experiment
October to November 2023

Participating stores

145 restaurants

Key takeaway

49,000

Single-use cups saved
during the experiment

© Marlene Limburg
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Measurable effects What we Jump the Queue

learned abOUt Proactive employees
more guests are
o aware of Burger King's the nudges In order for nudges to be implemented,
o and run, smoothly, it is necessary to

reuse offer ensure employees are briefed well so that
they can proactively let customers know
they can jump the queue.

Individual restaurants
y 2.5 times during the challenge aving time a hecessity
Being able to return reusables without
having to queue is only an incentive if the

restaurant actually does frequently have
long queues.

LEARNINGS ‘ IMPLEMENTATION GUIDE ‘ WHAT'S NEXT? ‘

Reuse Challenge

Need for communication

i B Ki : : :
p-urger 2ng “The right reusable concepts can contribute heavily The prerequisite fo a successiul and
- - . e ec; Ive Challenge IS that emp oyee's_are

Catering concept to reducing packaging waste and thus to conserving wellinformed of contents and conditions.
FES ] S L i e e gt e (R

resources. of Fr)estaurant managers and staff. °
Founded o
In the USA: That’s why we are very much looking forward to

- i o o o A promising measure
In Germany since 1976 optimising our reuse concept further for our guests

The effect of the employee challenge has

° 929

and employees dlll'lng Rellse MOﬂth. been proved at restaurant level:
individual restaurants were motivated by

the challenge and increased their reuse

Restaurants in German 0 - :
v René Henke, Jdr. Manager ESG & Sustainability, Burger King r?c’fcestby 13?6' Htowever, th|||sbhad “:de
760 effect on the rate across all branches.

Employees in Germany

25,000




Haterkater proudly presents:
The Reuse-Only Breakiast

How did you proceed?

First we developed and determined the frame-
work for implementation - the period, the
necessary communications forthe campaign
and the list of ingredients for Mehrweg-Kater,
our reuse-only breakfast. Our Sustainability
team then informed the branch managers
at the participating branches about the
experiment and the Reuse-0nly Offer in face-
to-face conversations. The most important
rule: our Mehrweg-Kater was not to be sold
in single-use containers..

What challenges
did you face?

Our customers, who are travelling from Ato B,
and our employees all have limited time
capacities at the point of sale. Having to
download the Vytal app at the restaurant is
therefore an obstacle to its use. In addition,
many customers were not aware that they
can bring their own containers for porridge -
we can improve our communications in this
context.

CASE STUDIES

What experiences have you
taken away?

The Reuse-0nly Offeris a nudge that seems
easy to implement and above all can help
raise awareness among customers and
employees. However, in order to have a mea-
surable effect on reuse rates, the appeal and
type of offer, as well as communication and
visibility at restaurants, need to be thought
through carefully and implemented accord-
ingly. As always, the devil is in the details!

LEARNINGS IMPLEMENTATION GUIDE WHAT'S NEXT?

Reuse-Only Offer - D. 6

Duration of the experiment
Mid- to late October 2023

Participating stores

12 stores

Key takeaway

10%

iIncrease in customer-owned
containers

© Marlene Limburg
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Measurable effects What we Douse-Only Offer
learned about
of the reuse rate is made up of A range of effects
7 5 o/ customer-owned containers at the HUdgeS g
o some stores The Reuse-0nly Offer is a good nudge to

promote customer-owned and pooling
service containers

of customers chose the .
2 % Mehrweg-Kater when ordering Takes time

their porridge In our experience, few customers immedi-
ately opt for the Reuse-0nly Offer. As the
nudge takes a while to unfold an effect, we
recommend planning sufficient time for
experimenting.

A decisive incentive

A limited offer and an exclusive recipe did
not provide enough incentive to choose

a Reuse-0nly Offer. We therefore recom-
mend selecting a new item with greater
financial incentive or a best-selling product
that is only available in a reusable container.

“We believe Haferkater has a responsibility
to aCtively promOte reusc and conSiStently The risk of a negative customer experience
llphOld incentiVeS for gUEStS. is low. Our observations during the

i Haferkater

Everybody'’s darling

Catering concept

Porridge ta keaways experimclant sdhow custo.r:ers Iargcta'ly htave
- ° a neutral, and even positive, reaction to
and café We only have a chance of getting reuse out of ee
F2°3n1d2d its niche if politics, operators and consumers An extra nudge for own bowls
66
- Work togethero The nudge did not have a positive effect
Employees in Germany on customer-owned containers. We there-
50-200 fore recommend supplementing this
nudge with other nudges and measures to
Stores in Germany encourage more customers to bring their
23 Anna Schubert, CEO, Haferkater own containers.

10



Reuse as the
new normal at IKEA

What motivated you
to try the nudge?

We are used to being served drinks to take
away in single-use cups. What impact does
it have if we turn this process around and
are offered reusables as the default when
we order? Behaviour research and other
experiments attribute a great effect to these
“default nudges” - we wanted to find out
whetherwe can confirm this hypothesis at our
Swedish Bistros, and if consumers actually
do tend more towards reusable cups if these
are offered as the default packaging when
ordering at a terminal.

What challenges
did you face?

Our data analysis has shown that reuse
rates both at experiment and control stores
were not consistent and instead exhibited
at times strong fluctuations, depending on
the day of the week. At some experiment
stores, reuse rates decreased heavily over
time, after showing an initial increase when
we introduced the nudge. We have not been
able to clearly establish the reasons why, but
we presume these lie in logistics, technology
and communication.

CASE STUDIES

What experiences have you
taken away?

The main benefit of the predominantly tech-
nological implementation was the centralised
and standardised switch, which allowed for
high comparability between stores, despite
the fact that the experiment was conducted
nation-wide. Still, a smooth and simultaneous
roll-out of the nudge at the ordering terminals
required long-term planning and proactive
internal communications to ensure we were
able to keep an eye on everything at every
stage, to persuade customers and employees
alike and to meet the schedule. The nudge
works particularly well if the corporate strategy
already includes reuse targets and if there
is a fundamental awareness of reuse at all
levels of the company, so that you are not
starting from scratch.

LEARNINGS IMPLEMENTATION GUIDE WHAT'S NEXT?

Reuse as the Default -S.5

Duration of the experiment
May to December 2023

Participating stores

12 furniture stores

Key takeaway

2> 36%

Increase in the reuse rate
during the experiment
period

© Marlene Limburg
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fault
Measurable effects What we Reuse as the Defau

learned about Wholly independent
o as opposed to a reuse rate _
8 0 /o of 5% at some stores the nudge The technological default does not depend

on the situation or on the knowledge and
motivation of individuals.

LEARNINGS ‘ IMPLEMENTATION GUIDE ‘ WHAT'S NEXT? ‘

4 O 0/ reduction of single-use cups Best be well prepared

given out every day

As the effects are tangible immediately
after the nudge has been introduced,
internal processes and logistics need to
be ready to deal with the higher demand
in reusables.

Advising barely possible

When using the technological default, it is
not possible to make customers aware of
the reasons behind the reuse offer and of
how it is handled. Unlike the communica-

tive default, the anonymous order process
at the terminal does not create social

. IKEA “We are aware [...] of our responsibility and have pressureto chopsereusanies.

tasked ourselves with keeping food and non-food Deposit darling

Catering concept . o o o

Bistro waste to a minimum. For us, this experiment Curtently only worke with deposit bases

Founded is a chance to team up With Strong partners to systems.

In Sweden; o

in Germany since 1974 demons,::rate how easy and attractive the reuse

Employees in Germany Offer 1S.

19,487

Furniture stores in Germany

54 Tanja Schramm, Country Food Manager, IKEA
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The price is right -
increasing reuse at Valora

What motivated you
to try the nudges?

To reduce packaging waste and make reuse
more attractive, we were interested in finding
out whether pricing and convenience play a
role. Can a characteristic and attractive meal
consisting of a hot beverage in a reusable
cup and a pastry that is cheaper than its
single-use counterpart lead to an increase
in reuse?

How did you proceed?

To create a high level of comparability between
and within our individual brands - BackWerk,
Back-Factory and Ditsch - we focused on the
urban area of Hamburg forthe experiment. We
used the appropriate channels to inform our
branch managers of the nudging experiment,
its duration and how to handle the nudges,
and they passed that information on to their
employees.

CASE STUDIES

What experiences
have you taken away?

The nudge roll-outs went smoothly at all
participating branches. Our field staff raised
awareness for the experiment and its imple-
mentation on site, as they are in close and
regular contact with ouremployees and branch
managers. They were also responsible for
putting up the advertising materials, which
guaranteed a uniform set-up at all branches.
The high-quality advertising materials in the
respective brand designs were well received
by the branch managers.

LEARNINGS IMPLEMENTATION GUIDE WHAT'S NEXT?

Jump the Queue °p-5

Reuse-Only Offer -p.6

Duration of the experiment
Mid- to late October 2023

Participating stores
32 stores

Participating brands

Ditsch, BackWerk, Back-Factory

© Valora
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What WC Jump the Queue
learned about Not a stand-alone
the nlldges While a simple return process may be

fundamental, it is not a primary incentive
for choosing reusables. As a stand-alone
measure, this nudge therefore does not
have a motivating effect - however, when
combined with a stronger nudge, it could
strengthen the effect of the latter.

Needs visibility

Only works if communicated effectively to
customers before they order so that they
are aware that this customer service policy
exists in the first place.

Reuse-Only Offer
“As part of the Valora sustainability strategy,
we want to prevent, reduce or reuse packaging. The time, rooim and sace for cammuni-
That’s why we were delighted to be part of the thltiﬂ?migghzl%o:d tt:hbdpﬁff
nudging experiment with our brands and, tisedvisiby in thestores
i Valora together with our guests, to move towards
atering concept more sustainability in the takeaway field.” enough
(Self-service) bakery enough for the Rese.Onty Offer to have
Stores in Germany measurable effect on reuse rates. However,

too high a subsidy is not a long-term, eco-

Angelo Mans, Director Brand Support, Valora
520 J PP nomically viable solution, either.
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CASE STUDIES

Reuse take to the road
at Foodtrucks United

What motivated you
to try the nudges?

For us, the interaction between our cus-
tomers and employees at the point of sale
is key when it comes to choosing between
reusable and single-use packaging. That's
why the employee challenge was a good
way of motivating employees to actively
advertise reuse, making customers aware
of, and winning them over to, the different
reusable options they have when they order
at the food truck.

We really loved the Fast Lane for Reuse,
because it allowed us to give our “reuse
customers” an advantage. Can a fast lane
also create awareness and trigger a learning
effect in other customers? We wanted to
find out!

How did the experiment go?

It took a while for our employees to get into
the new routines and the challenge to gain
momentum. Over time, the challenge was met
with more approval at the participating food
trucks, and at the end of each shift, there was
a regular and lively exchange of strategies
and the number of reusables given out every
day. The more ambitious and competitive
the challenge, the more effective and fun it
became.

By maintaining close contact and involving
the customers, our employees increasingly
influenced them positively towards the various
reusable options when ordering at the food
truck, resulting in customers bringing their
own containers with them the next time they
ordered.

What experiences have you
taken away?

The fast lane nudge was definitely the harder
of the two to implement. Here, too, itinitially
took a lot of time and some explaining to
communicate the fast lane properly. Even
so, none of the single-use customers voiced
criticism or protest. One thing is hugely im-
portant: that superiors and managers send
a clear message to employees that reuse
has highest priority - that creates support!

LEARNINGS IMPLEMENTATION GUIDE WHAT'S NEXT?

A Fast Lane for Reuse - p.5

Duration of the experiment
October 2023

Participating stores
1food truck

Reuse Challenge -p.6

Duration of the experiment
October 2023

Participating stores
4 food trucks

© Foodtrucks United
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Measurable effects What we Reuse Challenge
Franziska Weidner carne a Out Fuel motivation
the nu d ges It might take a while for the Reuse Challenge
The use of reusable bowls doubled over 9 B Ol bl el Ejelioyees. Bt sl e
) i sense to keep communicating the

x the course of the eXpe”ment perlod challenge and to create spaces where

thanks to the employee challenge. employees can exchange success stories

and a competitive atmosphere can arise.

8 0 0/ of the reuse rate is made up of Keep in contact

customer-owned containers

The Reuse Challenge is particularly effec-
tive when orders are placed by the cus-
tomer directly and not via order terminals.
Employees can talk to customers about,
and motivate them to choose, the reuse
offer and signal that reusables are the
preferred packaging options for takeaways
from the food truck.

A Fast Lan
i Foodtrucks United e for Reuse

atering concent “We all do our part. At my events and locations, I can Get employees on board

Food trucks & street food dO S()methillg gOOd f()l’ my gueStS alld my tPUCkS alld When introducing a fast lane, it is neces-
elde ° sary to be particularly sensitive towards
Counde: help them become familiar with reusables. If each employees and to take a positive approach
. . o o to reuse. We recommend planning enough
of us takes action in our own environment, we will time fo face:to-face conversations with
e oeman ’ e e e e A e
680 make d lOt more progress' baesne:tse;)f rzuzz.sl?c aslsoemakes :ense ’?o
discuss how to handl ints of criticism
Food trucks in Germany - i<ka Weid Initiator. Foodtrucks United insacd\f;ncz so?ch:t err?pFI)gye:s(z‘eZI s:f:
150 ranzisia WelAner. INTHator, Foodirucks Lnite and supported in every situation.
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Zeit fiir Brot:
Time Yor reuse!

How did you approach
the nudge?

17

We developed two phrases as specific aids for
our employees: asking “Would you like your
coffee in a Recup?” and “Is a reusable cup
okay for you?” were a friendly way of making
customers aware of the reuse concept and
to thus establish a communicative default.
We communicated our participation in the
nudging experiment and the implementa-
tion of the nudge we had chosen to bakery
managers and employees via an internal app.
Besides raising awareness for the experiment
internally, sending reminders via the internal
app and creating the example sentences,
we did not introduce any other measures or
processes.

What challenges
did you face?

Itis not easytointroduce new and standardised
instructions for customer communications
and to monitor theirimplementation, as this
depend heavily on the employees’ intrinsic
motivation as well as the different circum-
stances and framework conditions at each
bakery and the point of sale.

During the ordering process, there is not
much time for in-depth conversations with
customers to tell them about the benefits of
reuse and the use of pooling services. This
meant that, despite the nudge, we were not
really able to reach customers who had not
yet come into contact with reusables and
would have needed convincing.

CASE STUDIES

What experiences have you
taken away?

Clearinternal communications on the reasons
behind, and framework of, a business’ partic-
ipation in the nudging experiment are key to
convince, motivate and activate employees
and bakery managers. Over the course of
this process, it is definitely an advantage if
reuse has already played a role within the
organisation for a longer period of time and
is perceived as part of the corporate strategy
and purpose of the business. Nonetheless,
employees still need to be made aware of,
and motivated towards, reuse. Only if they
are aware of the importance of preventing
packaging waste, and of the options we all
have in our own daily lives and actions to do
so, can they experience a sense of (self-)
efficacy.

LEARNINGS IMPLEMENTATION GUIDE WHAT'S NEXT?

Reuse as the Default -p.5

Duration of the experiment
Mid- to late October 2023

Participating stores
12 bakeries

Key takeaway

30%

Increase in number of
reusable cups served

© Marlene Limburg
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It
Reuse as the Defau
Measurable effects What we
learned about Communication is key
Some stores doubled their Implementing a communicative default
x 2 reuse rates over the course of the HUdgeS demands high levels of motivation and
the experiment_ awareness from employees. They have to

learn to handle situations in which they
experience rejection from customers. They
also have to understand the benefits of
o of the reuse rate is made up of reuse, deposit systems and their own re-
o customer-owned containers usable pooling service offer and be able to

convey these to customers.

Default with support

Not always necessary but also helps with
the communicative default: stand-up
displays, posters and reusable containers
placed prominently at the point of sale all
make things easier for employees and have
a supportive effect.

i Zeit fiir Brot “We believe in reuse
Catering concent as the new default
Bakery chain & café and want to do our

Founded
2009 part to accelerate

this development.”

Employees in Germany

600

Stores in Germany

15

Karolin Saak, Brand & Experience Lead, Zeit fur Brot
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‘ PLAYBOOK ‘ REUSE NUDGES ‘ CASE STUDIES LEARNINGS

What you can learn
irom the experiment

So what do these results actually mean
for reuse in the catering industry?

Here are our key takeaways from the
range of effects.

experiment.

Nudges have a

Some nudges did not have 3

Set new Standards' positive effect on reuse rates.

However, even these nudges
helped increase the visibility

Default :

: iants of - the Reuse as the _ of reuse at the point of sal

ES%ez?:z::aeslvgc;g:;:rates considerably; th:ftec}:(hnolsg:zal and, by Creatingaddition2|e

nuag _ . jally efrective. touchpoi - . -
terminals was especia _ i points, provably helped ’

default at ordering e reusables if the decision raise Customer o e P The magic’s in the mix.

t customers C

ve seen tha : ' ' ithi :
ger:aade particularly easy through a prior selection or if Within the catering establish-

: tively :
S n the process and proac ments, the i
employees are heavily |nvo|vedx|amp|epthe rochnological Srococs alslon;]pllemeptatlon |
offer. Fore . eélped increase Even if some nudges alone do not affect reuse rates, they can

advertise the reuse 10% to 35% across :
default helped incree_lse reuse rates Ir(;)fnc\;ust;mer service ferzgloy?fes k”OW!edge_Of the definitely help stabilise and potentiate effects when combined
stores and has remained a ﬁx-ed patrhad ended. & ofter at their business. with strong nudges. One way or the other, additional, targeted

e experimen measures can support, maintain and potentiate nudges and high

policies, even after th
reuse rates - for example by increasing visibility, by the store’s

design or through a marketing campaign. The message is clear:
at our store, reuse is normal and welcome.
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Mehrweg ist mehr al
nur Systemlosung.

Nudges are not a silver bullet.

a sustainable effect, nudges need to be sup-

d
ote reuse; they also nee

ther measures that prom _ son
port;tgir?\»ggdded in the corporate _strategy n;thetlr?arlgnwges
J|t—cl)owever the results of the experiment con rm

[

' ivation; however,
in activation; ho | —
reuse needs to be built up at managem

' 0
at the same time, a sustalnable_ayvareneos: o
respective reuse offers need raising am g

employees.

In order to have

f reuse and the
stomers and

Knowledge does

not equal action.

Our survey confirms: even when
customers have more information
on reuse and the reuse offer at

a catering establishment, they
don't automatically use them. The
nudges (with the exception of
Reuse as the Default) were only
able to close this gap to an extent.
This also means: catering estab-
lishments should approach the
matter proactively and not wait
for customers to actively request
reusables. It's worth taking the

first step!

Achieving more

together.

To make reuse the default at
your own catering establish-
ment in the long term, you don't
need to re-invent the wheel. The
experiment shows that different
catering establishments often
face similar challenges and
opportunities, which is why,
when it comes to reuse, it
makes sense to exchange
experiences, to network and

to join forces. Participating
businesses found that the
regular exchange, the sharing
of best practices and the
discussions on current reuse
issues that took place as part of
our learning lab were valuable -
and the project continues!

What's next? - p. 23
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Your reuse journey
starts now!

Putting reuse in place in your
own company is a journey.
And the ultimate destination
should always be “reuse as

the default”.

21

Select nudges based on
whether containers are
owned by the catering
establishment or provided
by a pooling service.

The decision on which nudges to use de-
pends on the design of the reusable sys-
tem - whether it uses containers owned
by the catering establishment or provided
by a pooling service; it often makes sense
to combine the two. While deposit-based
reusable systems are more suitable for a
“reuse = default” nudge, app-based sys-
tems require a strong incentive to install
the app; accordingly, a fee for single-use
items is a more promising solution. It may
also make sense to think about combining
nudges. The case studies provide more
details on experiences gathered.

Schedule enough
capacities and time.

The more capacities are dedicated to
reuse nudges, the more smoothly the
communication and implementation of
the measures will run. Scheduling time for
documenting and processing achieved
effects can also make sense in order to
assess the success of the measure. It may
even be worth thinking about external
scientific support.

Develop a communication
strategy to inform and
activate employees as
well as for roll-out and
implementation.

At chain restaurants, it is essential that

all employees are aware of the nudges

to ensure their effectiveness. Despite

often not being directly involved in the intro-
duction, cashiers play a key role in customer
contact and conveying incentives.

i Ingeneral

Reuse as part of the
corporate strategy

To boost, and maintain, employee moti-
vation, it helps to manifest the prevention
of packaging within the business as one

of the central targets of the sustainability
strategy and to communicate this at many
appropriate occasions. If possible, employ-
ees at management level should be closely
involved in, or support, the process.

Prior knowledge and
practical experience
around reuse

To successfully implement reuse nudges,
it is essential that the catering establish-
ment already has a reusable system in
place and that employees are both familiar
with the system and trained to prevent
packaging. If necessary, conduct extensive
trainings and test phases before introduc-
ing nudges.
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Scale nudging measures
gradually.

Depending on capacities, the complexity

of the selected nudges and the importance
of matters related to reuse in the corporate
strategy, it may make sense to run a test
phase with a few stores and then scale to
the entire network of stores. In the initial
phase, it can help to opt for regional tests,
as these enable high levels of comparability
and control, if necessary.

IMPLEMENTATION GUIDE

— Any questions?
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We have an interest in the nudges being
implemented as widely as possible. Do
you need anything else to do so or have
questions?

Contact us by 2 mail

Trustis good.
Control is better.

Monitor whether nudges are actually
implemented at store level, as otherwise,
there is a risk of the implementation of
nudges not being prioritised and therefore
not taking place.

Reuse nudges should
not be perceived as
additional work.

Reuse should never mean more work. In
this context, it is important to make sure

nudges do not depend on specific situations,

in other words, each reuse nudge has to
work regardless of the different frame-
work conditions at stores, the day of the
week or extreme situations such as they
often arise in the workaday at a catering
establishment.

WHAT'S NEXT?

Plan the practical
implementation at
stores thoroughly.

Stores should be equipped with enough
reusable containers at all times; containers
should be placed visibly to prevent addi-
tional trips and waiting times. For some
nudges, a heavy increase in reuse rates

is to be expected; therefore, think about
how to ensure returns and dishwashing
logistics run smoothly in parallel.

The nudge roll-out phase
Is essential.

Our experiment also confirmed that there
are many factors that can lead to nudges
being implemented half-heartedly or not at
all at individual stores. To ensure nudges
are implemented the same way across

all stores, in some circumstances it may

be beneficial to involve field staff in the
roll-out.
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Over to

— For networkers
The Reuse Learning Lab

In 2024, the implementation alliance is offering a
learning lab on reuse for interested persons from
owner-managed catering establishments and
sustainability managers from chain restaurants.

The learning lab is free of charge and will take
place digitally every two months. The format is
there to help participants network and exchange
experiences across companies and to create
space for collective learning. With curated talks,
the lab covers elements for a high reuse rate
that is sustainable in the long term at catering
establishments.

ou!

— For do-it-myselfers

The Nudging Experiment 2.0

The experiment is entering the next round:
pragmatic, ambitious and with scientific support.
This time, we will be focusing on the nudges
“Reuse as the Default” and “A Single-Use Fee" as

well as on combining different nudges effectively.

If you are interested in implementing reuse
nudges in your own business, we are looking
for ambitious partners who would like to help
us deepen our previous findings.

Interested? 2Get in touch with us! (Online form, German only)!

“We want to mobilise caterers
across Germany to go the
extra mile towards the reuse
transition with the nudging
experiment.”

Franziska Beez, Project Manager, mehrweg.einfach.machen

Thank you!

We would like to thank all of the businesses

that took part in the experiment: Burger King,
Haferkater, IKEA Deutschland, Foodtrucks United,
Valora & Zeit fur Brot.

We would also like to thank the reusable system
providers for their support: Vytal & Recup.

We extend our thanks to Thorsten Hellwig
(DEHOGA) and Patrick Rothkopf (DEHOGA) for
your hands-on support in sourcing catering
establishments.

We would also like thank our scientific supporters:
Laura Sommer, Rosa Strube (CSCP), Max Vetter,
Ann-Kathrin Nies (Leuphana University Lineburg),
Lena Trautmann (Scieneers) and Lars Perchalla
(Scieneers).

For their support in content and design of the
playbook, we would like to thank: Maximilian
Mauracher and Svenja Dalferth (NEW
STANDARD.S).

And last but not least, we would like to thank
the mehrweg.einfach.machen community for
your many brilliant and creative ideas!
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