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* Food waste happens across
the system

* Household food waste
remains a major opportunity

* NO one organisation can solve
this alone




THE PARTNERSHIP OPPORTUNITY

LFHW NZ Woolworths NZ Supporting Councils
Strategy, trusted messaging, National visibility, customer and Local trust, local channels,
campaign assets, toolkits, staff touchpoints, prize incentive, events, displays, workplaces,
established platforms, community credibility and a wider food waste and community groups.
activation and measurement. story that spans stores

Shared reach. Shared trust. Shared impact.



Shared problem.

OUR
PARTNERSHIP
PLAYBOOK

Clear behaviour.

Complementary roles & goals

Trusted channels.

Visible participation.

Measurable impact.




LEFTOVER LEGENDS

CASE STUDY

Save your wallet. Save the planet.

Eat your leftovers.
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THE CHALLENGE

LEFTOVERS ARE SAVED INSTINCTIVELY, NOT
INTENTIONALLY.

WITH NO PLAN FOR ACTION, LEFTOVERS
BECOME DELAYED FOOD WASTE.
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Waipa District Council’s Post

3‘0 Waipa District Council and Love Food Hate Waste - New Zealand
& Mach18 @

Keen to win FREE groceries for a year? (%

Become a #LeftoverLegend - or just keep doing the awesome job you're already doing by not
chucking out good food.
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All thanks to Love Food Hate Waste - New Zealand, you can snap a photo and log your leftovers to & 7 ( 4 »
go in the draw. Every plate you log = one entry! f AN, -\ {
W Don't follow the wasteful trend. Kiwi households throw away 12,000 tonnes of leftovers every year. [ - wh 1 < 3 Sport [ Life & Style Entertainment Business
That's a lot of food and money you could be saving. | . T A = =
Te Awamutu is smashing it! It's one of the communities logging the most leftovers per person in @ % ) b, Pl { -

the country, proving that when a few households get involved, it can make a big difference.

To enter visit lovefoodhatewaste.co.nz/leftoverlegends. SRR d Lo A turdey, 14 March 2026

Be a legend — love your
eftovers

Simple: one clear action people Gl W= s
could do at home or work.

Social: visible participation,
local pride and nationwide
coverage.

A4 7

Supported: strong incentive, | s
partner-ready assets, multiple
nationwide channels.
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Media-worthy hooks

)olworths team are already proving t! je Leftover Legends wy and we wai
wolved! Webelieve that great food 4go to wa... See more
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DRIVING BEHAVIOUR CHANGE

Forgotten or ignored Uncertainty about safety Perception of leftovers as No clear moment or
in the fridge ("has it gone off2”) uninspiring or second-rate use for them

Sets the intention Removes safety doubts Builds desirability Establishes a habit
A dinner for lunch mindset Time-bound {next day}, Leftovers reframed as the Repeat ub|c easy,
brings leftovers top of min tadiing chaseaony” smarter, more satisfying lunch emotionally rewarding

breakfast .
30 YEARS OF SERVICE - TWO DEAD AFTER SEPARATE SOUTHLAND CRASHES - PUBLIC NAP ® 21°  8:40

POSTERS STAFF ENGAGEMENT PACK

WNLOAD & PRINT Y WN 1 RE (suitgble for AS-A3)  Get your whole organisation involved with our STAFF ENGAGEMENT

PACK HERE
If your organisation is taking part, order FREE workplace kits here by

Sunday 22 February
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The engine behind the
campaign
* Research-led strategy

* Trusted brand & audience

« Campaign message & creative

* Ready-to-use toolkit

» Workplace & supporter
mobilisation

 Measurement & reporting



WOOLWORTHS NZ

More than a sponsor

* A prize that resonated

* National visibility & profile

» Multiple customer touch-points

* Mobllisation of 20,000+ team

* Our store teams walk the talk
with food waste every day!

JOIN THE
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Welcome to the Leftover Legends Challenge!
At Woolworths NZ, we believe that great food shouldn't go to waste.

hat’s why this March, we're proud to partner with Love Food Hate Wastg

NZ to turn yesterday’s dinner into today's victory.

Why It Matters
« The stats are a bit of a mouthful, but together we can digest them:
+ 52% of Kiwis cite uneaten leftovers as their main source of food waste.
« New Zealanders send over 12,000 tonnes (that’s 35 million plates!) of leftovers
to landfill every year.
- Every leftover eaten is a win for your wallet, your home, and our beautiful
planet.

W to Join the Challenge
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Meet our

LEFTOVER
EGENDS
Got leftovers for lunch?

Scan the QR code to record what you've saved
for your chance to win something legendary!

Makere

262 37.7K 803
posts followers following

Digital creator

Your budget bestie
Snacks | Easy dinners | Budget finds
@ makere@nosadcowboys.com
(J E-book in Linktree

@ www.tiktok.com/@makeretem... and 1 more
@@ Followed by eatingupauckland,
54> parisleenuku and 13 others

Following v Message

Collabs. Reposts. Snacks.

Collabs/PR Reposts Christmas Kai Snack ideas Budget
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Just watched

Il cut costs everywheré e
bitnever onus

Living the dad life!
NZ &2
¢ blake@nosadcowboys.com
Insta g blake.barnes_




WOOLWORTHS NZ
Walking the Talk

. Every store has a food rescue partner P
* Over 8 million meals donated

* Over 90% of surplus food diverted
« Kal Commitment signatory member
* The Odd Bunch produce range

« Eat Me First supporter

* Food Rescue Kitchen

Dates: Last 52 weesks, 500g equiv to one meal
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Sayp money.
Save the planet.
Eat your leftovers!

Our Community

e Kapiti Coast District Council
March 10 - @

Looking for maore leftover legends ## Could this be your flatties, whanau, or whare? The new Love
Food Hate Waste - New Zealand Leftover Legends challenge is super simple - register, log your
leftovers through March, and you could win epic prizes!

With stats like this, Kapiti legends could easily take cut the Wellington crown. Sign up now 4
https://lovefoodhatewaste.co.nz/ |v1!()vvlivg;vnd’.

Most of us save leftovers with the best intentions... then they quietly vanish at the back of the fridge.
This challenge is your nudge to rediscover what you've already made and enjoy it while it's still fresh,
Because finishing your leftovers isn’t just smart - it's legendary! §

— MENU

Become a Leftover Legend and
Win Free Groceries for a Year

D f

COUNCILS &
Driving local action &
relevance

Local promotion.

Events and displays.

Staff engagement.
Newsletters and social
media.

Engagement with community
groups, food rescue
organisations and
participating businesses.



More social media reach:

BIGGER 4.2M+
IMPACT More engagement:
THROUGH 110K+ likes, shares or comments

PARTNERSHIP

More earned media:
15 placements, 3.6M reach

More participation:
3K participants, 2K new subscribers

More visible action:
8.3K plates logged

More emissions saved:
/636kg COZ2e avoided




BIGGER
IMPACT
THROUGH
PARTNERSHIP

Stronger behaviour-change:

used leftovers more often instead of
throwing them away/letting them spoill

planned meals with leftovers In
mind

used up leftover ingredients they
would not normally have used

“My kids got into it as well. They started asking
what leftovers we could use up, which made it feel
like a family challenge rather than another chore.”

Source: Leftover Legends Participant Survey. n=472



BIGGER Signs of lasting impact

IMPACT reported throwing away less leftover
THROUGH food because of the challenge

PARTNERSHIP B said they are likely to continue

using leftovers more often

felt more confident storing/reheating
leftovers safely

"As the workplace champion, | loved having
TR something simple and positive to rally people around.
A =y IR ) It got our team talking and sharing meal ideas.”

Source: Leftover Legends Participant Survey. n=472



THE PARTNERSHIP
PLAYBOOK

1. Shared problem.

2. Clear behaviour.

3. Complementary roles & goals.
4. Trusted channels.

5. Visible participation.

6. Measurable impact.
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THANK YOU | NGA MIHI
Come and see us at stand 3




