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Methodological approach  
 

The division of training units and their timing 
 

Each stage of the training focuses on a particular aspect of implementing unsold food recovery 
activities.  
 

The training begins by taking up the main principles of the circular economy and the values of 
the social and solidarity economy (SSE).  It includes references related to food processing, in 
terms of the source and collection of unsold food and processing into value-added products 
with PWD (People With Disabilities). In this introduction you will find elements related to 

processing requirements, traceability, shelf life of products and processing facilities, as well as 
European hygiene rules. 
 

The first unit deals with food waste, helps to identify the sources and types of unsold goods to 
be revalued, with the aim of creating a new recycling sector.  It also examines the regulations 
in force concerning the donation, collection, transport, processing and sale of unsold food, as 

well as the organization of collection logistics. 
 

The second unit includes some technical aspects on the processing of unsold food into value-
added products with HSPS. It begins by dealing with the formulation aspect of products and 
R&D tests, then it illustrates the implementation of a manufacturing process through 
examples at different scales and ends by evoking the eco-responsible nature of packaging. 
 

In the third unit, we focus on the marketing and sale of anti-waste and handy-solidarity 
products. In more detail, we explore legislation, distribution methods, strategies and branding 

(how to build it, how to communicate and promote it).  
 

This training proposal is structured in three units and  forewords addressing all aspects related 

to the above topics. Each unit is composed of an introduction and a content development 
including plenty of samples, in order to concretely illustrate the topics. 
 

The unit may be carried out: 
• Individually, not necessarily in the aforementioned order, if an aspect is of particular 

interest in relation to the individual situation. 
• Overall, according to the aforesaid scheme and order, it focused on developing a useful 
tool for your business. 

• In a more tailored way, if targets are bound to be involved rather than the supervisor in 
the training (for example, only a food processing technician), therefore with more focused 

objectives on certain items. 
• Perform only the application parts if you think you have already sketched out a 

development plan or strategies related to the purpose of the training and you only want to 
check/test or borrow good practices. 
 

The timing of the entire training is approximately 20 hours. 
 

The time of use / development was estimated for each, in order to provide quantitative 

indicators to the beneficiaries of the modules. 
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Introduction 
 
 

Before developing the technical aspects in the three unit, we provide a first general and shared 
definition of the social and solidarity economy (SSE) and the circular economy, taking the 

general principles and related key concepts into account.  

 
 

Social and Solidarity Economy (SSE) 
 

The SSE in brief:  
The Social and Solidarity Economy (SSE) represents a sector of activity composed of companies 

sharing the values of democracy, cooperation, solidarity, social responsibility, prioritizing 

social and environmental targets and reinvesting most of their profits in the organization. 

Associations, foundations, mutuals and cooperatives are automatically part of the SSE without  

declaring themselves as such and therefore to provide proof and supporting documents 

testing it.   

The 4 main principles of the social economy 
 

1. Democratic management 

SSE companies are based on the participation of all in decision-making and many of them are 

based on the principle of "one person = one vote".1 
 

2. Management autonomy 

This means the independence of these actors vis-à-vis public institutions or groups of private 

companies, despite the financial support (grants, donations, etc.) they may receive from 

them.2 
 

3. A search for the general or collective interest 

The structures of the social economy are at the service of the collective project and aim to 

tackle social challenges. Their goals are meeting general requirements, by working on issues 

such as environmental protection or fight against poverty.3 
 

4. Limited profitability 

When it makes a profit, the company reinvests it in the project. It must also fair spread it 

equitably, i.e. there are no large differences between the remuneration of employees and 

managers.4 

 

 
  
1 European Commission Social economy in the EU, available at: https://bit.ly/3OEpSio 
2 Ibid. 
3 Ibid. 
4 Ibid. 
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Some figures: 
Across all sectors, social economy actors employ 13.6 million people (about 6.2% of 

employees throughout the European Union) and represent 8% of the European Union's GDP. 

This sector also mobilizes a lot of volunteers. Indeed, it is no less than the equivalent of 5.5 

million full-time workers mobilized around the actors of the SSE.5 

 

Circular economy 

Some definitions: There is no stabilised definition of the circular economy and multiple 

interpretations still coexist as to the fields included under this topic. There are plenty 

definitions regarding the circular economy, supported by different institutions. These highlight 

various aspects. Below you will find below the definitions defended respectively by the 

European Union, the UN and ADEME. 

• According to the European Commission, the circular economy is an economy in which 
"products and materials retain their value for as long as possible; waste and resource use are 
minimized and, when a product reaches the end of its life, its component resources are kept in 

the business cycle to be used again and again to recreate value. »6 
• According to the UN and the Brundtland Commission: "The circular economy is a system of 

production, exchange and sharing enabling social progress, the preservation of natural capital 
and economic development. Its ultimate goal is achieving decoupling economic growth from 
the depletion of natural resources through the creation of innovative products, services, 
business models and public policies taking into account all flows throughout the life of the 
product or service." 

• ADEME (the French National Agency for the Ecological Transition): "A system of exchanges 
and production that, at all stages of the life cycle of products (goods and services), aims at 

increasing the efficiency of the use of resources and reducing the impact on the environment. 
The circular economy must globally aim to drastically reduce the waste of resources and energy 
while ensuring the reduction in environmental impacts and the increase in well-being. It's 
about doing more and better with less7. » 

 
A cross-cutting element of these different definitions: it is about doing more and better with 

less. It is based on three fields: 
 

• Production and supply of goods and services:  sustainable supply of resources - whether 

renewable or non-renewable - ecodesign of goods and services, development of industrial and 

territorial ecology and implementation of the functional economy (use of a service rather than 

the possession of a property); 

 
5 European Commission Social economy in the EU, available at: https://bit.ly/3OEpSio 
6 European Commission (2015), Packet 'economy circular': questions and answers, available at: https://bit.ly/3xUadFZ 
7 AVISE (2018), Dossier: Circular economy definition Circular economy: what is it about-one? available at: https://bit.ly/3KiMdyJ. 



 

Introduction  4 CirculAbility 

 

 

• Consumption - demand and behaviour: responsible purchasing, proper use of products, use 

of reuse and repair;  
 

• Waste management: although responsible production and consumption are likely to limit the 

production of waste as part of the prevention policy, the management of the remaining waste 

must promote recycling and energy recovery, if necessary. 

 

 

General principles and key concepts 

 

According to the Ellen McArthur Foundation, the circular economy is based on three main 

principles: 

• "Preserving and developing natural capital" 

• "Optimizing the use of resources" 

• "Creating the conditions for a virtuous system to develop" 

These main principles are translated into seven key concepts that should ensure the transition 

to a circular economy:8 

• Recycling (aiming to reuse raw materials from waste) 

• Sustainable sourcing (extracting and exploiting resources in an environmentally friendly way) 

• Eco-design (aiming to integrate the issue of ecological issues from the design and conception 

of products) 

• Industrial and territorial ecology (the pooling of needs and the optimization of the use of 

resources in a given territory) 

• Functionality economy (aiming to privilege the use of a product over its possession, for 

example through rental) 

• Responsible consumption (encouraging an ethic of moderation and awareness of the 

resources consumed for one's own use) 

• Extending the duration of use (from the design stage, for instance by facilitating the means 

of repair and reuse) 

 
 

Definitions of food waste 

 

According to FAO: 

Food loss refers to the decrease in the quantity or quality of food resulting from decisions and 
actions taken by food suppliers in the chain (SOFA, FAO 2019).9 

Food waste refers to the decrease in the quantity or quality of food resulting from decisions 

 
8 AVISE (2018), Dossier: Circular economy definition circular economy: what is it about-one? available at: https://bit.ly/3EZpCpR. 
9 The State of Food and Agriculture (SOFA) is one of the annual publications of the Food and Agricultural Organisation (FAO) that addresses 

problems and solutions in the field of agriculture and food.    
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and actions taken by traders, food service providers and consumers (SOFA, FAO 2019). 
 
In France: 

According to the 2013 National Anti-Waste Pact, food waste is 10"any food meant for human 

consumption that, at one stage of the food chain, is lost, discarded and degraded (in France)". 

 
Figures and challenges of food waste   
 

Worldwide: 
 

• Economic impact: The economic consequences of food waste amount to $750 billion per year 

worldwide. 

• Climate impact: The carbon footprint of food waste is estimated to 3.3 gigatonnes tonnes of 

CO2 equivalent. If food waste were a country, it would be the third largest emitting country 

all around the world, just behind China and the United States.  

• Impact on natural resources: 

- The total volume of water used each year to produce wasted food amounts to 250 km3, or 

about 6% of the world's water withdrawals. 

- 1.4 billion hectares of land, or 30% of the world's agricultural land, are annually used to 

produce wasted food. 

 

In the European Union: 
 

• 20% of food production is wasted11. 

• More than 30 million Europeans could not afford a decent meal every other day, or 6.7% of 

the population12.  

• 88 million tonnes of food waste annually throughout the European Union. This represents a 

waste level of 173 kg per person. 

 
Presentation of the SoliFoodWaste project 
 
The Solifoodwaste project is supported by the LIFE programme of the European Union. 
SoliFoodWaste aims to implement a sector to reduce food waste while creating employment 
for people with disabilities. The aim is taking the SoliPain and SoliFruits projects to the regional 

and then to the European level, two circular economy schemes designed by the association 
Handicap Travail Solidarité (HTS) and implemented by teams from the protected sector (EA, 
Entreprise Adapté or ESAT, Établissement et Service d'Aide par le Travail). The pilot project for 
the Nantes region involves collecting unsold bread, fruit and vegetables, their processing in 
the same structure and then their resale, while creating sustainable jobs for people with 
disabilities. Last but not least, this project aims to become the first major European project 

 
10 This definition corresponds to the common definition of food waste in France. ADEME exploits it for his food waste studies  
11 European Commission (2016), Reduce waste alimentary: the Union's response to a global challenge, available at: https://bit.ly/3y2ep6F. 
12 Eurostat Inability to afford a meal with meat, chicken or fish (or a vegetarian equivalent) every other day - EU-SILC survey, 2011-2020,  
last modified August 27, 2021, accessed on https://bit.ly/3yBDp10 on 29/08/21. 

https://bit.ly/3yBDp10
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combining circular economy and integration of people with disabilities, and spreading its 
model within the different Member States. 
Further information: https://life-solifoodwaste.eu/fr/ 

 

 

 
 
 

Actual activities 

 
At present, unsold bread is recovered by HTS teams from a local industrial partner. These are 
then sent to ESAT Sésame Services located in La Montagne near Nantes for grinding and 
processing. Fruit and vegetables are also collected by HTS workers from local supermarkets, 
producers and wholesalers. A similar sector for the recovery of unsold fruit and vegetables is 
being structured, in cooperation with two ESATs in the region: Val-de-Vay and Ipolaïs. This 
collection system is bound through a partnership with La Poste's public service employees. In 

the medium term, unsold bread will also be crushed, dried and resold to agricultural 
cooperatives for animal feed. 
 
 

Business and Marketing 
 

The bread collected is then transformed into delicious cookies by the workers of ESAT Sésame 
Services and resold in Nantes bulk grocery stores, collective catering and supermarkets under 
the brand "Hanso & Zédé" ("Handi-Solidaire & Zero-waste"). 
Further information: https://hanso-zede.fr/ 
 

SoliFoodWaste aims to create a sector to reduce food waste while creating employment for 
people with disabilities. The aim is taking to the regional and then to the European level the 

SoliPain and SoliFruits projects, two circular economy schemes designed by the association 
Handicap Travail Solidarité (HTS) and implemented by teams from the protected sector (EA, 
Entreprise Adapté or ESAT, Établissement et Service d'Aide par le Travail). The pilot project for 
the Nantes region involves collecting unsold bread, fruit and vegetables, their processing in 
the same structure and then their resale, while creating sustainable jobs for people with 
disabilities. Finally this project aims to become the first major European project combining 
circular economy and integration of people with disabilities and spreading its model within 
the different Member States. 

Further information: https://life-solifoodwaste.eu/fr/ 

https://life-solifoodwaste.eu/fr/
https://hanso-zede.fr/
https://life-solifoodwaste.eu/fr/
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Awareness-raising operations 
 

 During an "anti-waste corner" operation set up in a Nantes supermarket for six weeks in June-
July 2021, six workers from the ESAT of La Cholière transformed unsold bread, fruit and 

vegetables on site into pastries (cookies, muffins), juices, fruit salads to offer them to 
customers.  
Another point of sale is the "antiwaste et solidaire workshop", the first French anti-waste shop 

installed in the Beaulieu shopping center in Nantes, created by HTS and currently managed by 
ADAPEI 44 ("the departmental association in Loire Atlantique of friends and relatives of the 

mentally handicapped"). In the shop, two supervisors accompanied by four people with 
disabilities transform unsold fruit and vegetables recovered from the gallery's supermarket 
into juices, soups and compotes. Nowadays, 12 workers with disabilities participate in the 

revaluation of bread, while 6 workers take part in the revaluation of fruit and vegetables.  
 

 

 
 
 
Successfulness factors 
 
The success of Solifoodwaste is due to the establishment of many partnerships, both public 
(various aids and financing), private (recovery of unsold goods and logistical support) or 
associations (partnership with associations specialized in the support and accompaniment of 
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people with disabilities). The company also benefited from the pragmatic and realistic spirit 
of the people in charge of the project. A preliminary study was carried out to determine what 
unsold food resources were available on the Nantes territory. Bread, fruit and vegetables are 
the most numerous unsold ensuring relatively constant supply volumes, while the various 
recipes used for their revaluation allow a fairly great flexibility as to the ingredients needed.  
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Forewords: the basics of food transformation 
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1/ Transformation requirements 
 

The principle of processing is starting from the recovered raw materials to end up with a 
directly consumable product. 
 

The processing of products requires several conditions: 
• Know-how, the level of requirement varying from one product to another. Succeeding in 

the manufacture of food products is necessary to market products of consistent quality. 
There are many training courses to learn and improve the manufacture of products. 

• A suitable manufacturing tool : The processing workshop must be precisely configured by 
integrating in particular the regulatory aspects in terms of hygiene. Whatever the 
production, the project must take the principles of hygiene into account according to an 
approach consisting in determining the critical points and the corrective measures to be 

implemented according to the HACCP method. 
 

In the case of a workshop for the processing of products of animal origin, it will be necessary 
to analyse whether this approach should be integrated into the framework of a European 

approval. 
 

For example, in France, all agri-food workshops are regulated by the framework of the 
"hygiene package", a set of 5 texts published in 2005. Their purpose is being coherent to 

previously existing regulations and control procedures. 
 

Regulation 852-2004 specifies the need for the following points: 

• Registration of all establishments; 
• Accountability of farmers for food safety; 

• Record keeping in primary crop (plant protection products) and animal (animal health) 
production; 
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• Compliance with the guides of good practices developed by the agricultural profession; 
• Staff training; 
• HACCP-based procedures for processing activities 

 
 

2/Traceability 
 

An important point in the development of your new activity is the implementation of 

traceability. This must be established at all stages, from processing to distribution: any product 
entering or leaving processing must be identified and bear a batch number. 

Food traceability must follow these steps, among other things: 

• Upstream traceability: Ensure a control on receipt 

• Internal Traceability: Keep lot numbers and Shelf Life Dates (CLRs) of all sensitive products  
used. 

• Secondary traceability: Label all your started or manufactured products returning to a cold 
room. 

 

The importance of secondary traceability 

You should also define secondary DLCs adapted to production conditions and products to 
reduce the bacteriological hazard. It is therefore important to establish secondary DLCs 

adapted for each range of products in your kitchen, according to your productive conditions. 
Secondary DLCs apply to all unpackaged or started food. These foodstuffs must be kept away 
from external contamination (moisture, air, smells) either in filmed bins or hermetically closed 

ones. 
 

 

3/Shelf life of your productions 
 

The shelf life depends on your production conditions (wearing gloves, production in a 
refrigerated space, etc.) but should not exceed 3 days if you do not perform microbiological 

analysis. Within 3 days you do not run the risk from a regulatory point of view, but some 
products can not be kept for 3 days (such as milk or liquid egg etc.). Moreover you need to 

perform microbiological testing to ensure product safety. In any case you must date your 

started or manufactured products from the date of the day of production/manufacture and 
the expire date. 

 

 

4/Transformation facilities 
 

Whatever type of workshop you are going to set up, there are several obligations to observe: 

• Identification of the type of activity: before starting any activity, the workshop must be 

declared to the local authorities; 
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• Premises: it is necessary to have devoted premises, designed in smooth and washable 

materials, and respecting the principle of "forward walking"; 13 

• The health control plan: all the measures put in place by the establishment and the 
evidence of their application to ensure hygiene and health safety will be described. You will 
show good hygiene practices, the HACCP (Hazard Analysis Critical Control Point) plan and 

traceability.  
 
 

5/ HACCP : a method to manage food safety 
 
HACCP is not in itself a standard; instead it serves as a reference for the definition of standards 
such as ISO 22000 (international standard, relating to food safety). 
 

This working method makes it possible to ensure the hygiene of food by taking into account: 
 

• Physical hazards from the equipment, 
• Biological hazards (bacteria and viruses), 
• Chemical hazards. Examples?  

7 steps of identification, evaluation and description of control measures follow one another: 
 

• Hazard analysis, 
• Determination of critical points,  
• Determination of critical thresholds, 
• Implementation of monitoring systems allowing the company to control the  

• identified hazards, 
• Identification of corrective actions to be taken  
• Application of a procedure for verifying the proper functioning of the HACCP system, 
• Filling a summary file of the procedures and their implementation. 

 
 

6/European rule 825/CE 
 
The European Union has reduced Regulation 852/CE to more accessible hygiene and 
maintenance bases. 

The aim of this Regulation is laying down general hygiene rules for all foodstuffs, by all food 
businesses and at all stages of the human food chain. 
These rules cover the whole agri-food sector from primary production (agriculture, livestock, 
hunting and fishing) to sale to the final consumer, including the agri -food industry, catering 
trade, transport and distribution.14 

 

 
13 The "Moving forward", it is first and foremost a question of organization. Concretely, it is a question of preventing the clean circuit 
from crossing the dirty circuit. To achieve this, it is necessary tofurnish your kitchen, from the reception of the goods to the service 
to the customer. 
14 The food industry includes various professions related to the manufacture, processing and marketing of food products. They are 
generally distinguished from catering professions, who practice in a team, in the dining room or in the kitchen (cook, clerk, sommelier, 
bartender, etc.). 

https://www.monster.fr/emploi/q-emploi-restauration
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Did you know?  
 
The HACCP method was developed by NASA as a part of the Apollo space program to avoid  
and erase as much as possible any biological, chemical or physical danger to astronauts. Even 
if it means having lunch on the moon, as long as food safety is perfectly controlled!  

 
 
Sources: 
http://haccp.free.fr/ressources.htm 
https://octopus-haccp.com/ 

https://www.hygiene-securite-alimentaire.fr/comporte-le-reglement-8522004/ 
Reference: 
https://eur-lex.europa.eu/legal-content/FR/TXT/?uri=CELEX%3A32004R0852 

 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://haccp.free.fr/ressources.htm
https://octopus-haccp.com/
https://www.hygiene-securite-alimentaire.fr/comporte-le-reglement-8522004/
https://eur-lex.europa.eu/legal-content/FR/TXT/?uri=CELEX%3A32004R0852
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I/ Food waste: identify the sources and types of unsold food to be 
recycled in my area 
 
 

1/What are the different definitions of unsold food? 
 

a) According to ADEME, an unsold food is a product that must be removed from the sale 

channel, for various reasons15 : 

• A product damaged during production or transport: for example, a dented or half-opened packet of 
cakes;  

• A product that does not comply with aesthetic standards: for example, deformed fruits and 

vegetables, with such a too large or a too small size; 

• A product close to the use-by date16: for example, meat that is about to expire; 

• A product exceeded the date of minimum durability17: for example, a pack of crisps with an expired 

date 

• A fresh product not sold on time: for example, pastries from a bakery at the end of the day that 

cannot be relisted the next day.  

 

 

b) Identification of food losses in bread and fruit & vegetable production according to FAO18 
 

• During the production phase: caused by machinery and/or during harvesting operations (this only 

concerns the fruit & vegetable sector) 
 

 
15 The various reasons why a product shouldint an unsold food comes from the Environment and Energy Management Agency 
(ADEME) 
16 The use-by date (DLC) is the date after which the consumption of a product becomes dangerous to health. The date is set by the 

manufacturer, except for a few products for which health regulations require it. Source: Service -Public.fr 
17 The date of minimum durability (DDM) is an indicative date. Once the date has passed, the product loses its taste or nutritional 
qualities (decrease in vitamin content for example), but is not dangerous to health. This is the case, for example, for dry, sterilized 

or dehydrated products (coffee, milk, fruit juices, dry cakes, tin cans, etc.). Source: Service-Public.fr 
18 The different phases of food loss in the production of bread and fruit & vegetables according to the United Nations Food 
Organization (FAO) 

From left to right: 
- A product damaged during 

transport 
- A product that does not 

comply with aesthetic 
standards 

- A fresh product that was not 
sold on time 

https://toogoodtogo.fr/fr/blog/definition-dlc-datelimitedeconsommation
https://toogoodtogo.fr/fr/blog/definition-ddm
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• Post-harvest and storage operations: losses due to waste and deterioration during handling, storage 
and transport operations between the place of agricultural holding and the places of distribution (this 

concerns only the fruit & vegetable sector). 
 

• Processing: losses due to discharge and deterioration during industrial and domestic processing 

operations such as juice production, canning and bread making. Losses can be caused when crop 
products are rejected because they are unsuitable for processing operations, or during washing, 

peeling, cutting or cooking operations or following interruptions in processing operations or in the 
event of accidental discharges. Losses may also be generated during the food preparation phase, 
overproduction, or during processing operations. 

 

• Distribution: losses and wastes found at the marketing stage of products such as, for instance, 
wholesale markets, supermarkets, traders/retailers and fresh produce markets.  

 

• Consumption : losses and wastes observed at the stage of consumption by households. Are taken into 

account in this stage all food consumed by individuals in catering areas such as restaurants, hotels, 
homes etc.. 

 
Figure 1 Infographic on the extent of food waste 



 

                  Unit 1                         4 CirculAbility 

 

 
 

2/ How to identify the different sources of unsold food for its structure? 
 

a) How to identify the alimentary resource to revalorise in its area 
 

- Identify the most important food productions in its territory , according to the volume, according to 
the number of actors involved in this production and according to regional specificities. We suggest 

using the following method  relying on French databases. 
o Read Regional Chambers of Agriculture articles: on the site you will find panel by region of 

agricultural production here.19 

o Analysis of databases specific to the region studied. You can find its information on the databases 
of INSEE, Datagouv, Siren identifiers and on OpenStreetMap (these databases require data 
processing) 

 
- Prioritize the different food productions according to several criteria: 

o According to the volumes likely to generate the most unsold food 
o According to their conservative properties as these affect the infrastructure needed for storage, 

transport and processing. Bread should be stored in a dry space. Fruit and vegetables are fresh 

products and poorly withstanding temperature changes. Their storage in a refrigerated space must 
be encouraged. 

 
19 Website of the Chamber of Agriculture of the Pays-de-la-Loire: https://chambres-agriculture.fr/informations-economiques   

/lagriculture-en-regions/pays-de-la-loire/ 
 

https://chambres-agriculture.fr/informations-economiques/lagriculture-en-regions/pays-de-la-loire/
https://chambres-agriculture.fr/informations-economiques
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o According to their transport requirements some food must be stored and arranged in a certain way 
to avoid physical and physiological deterioration of the food being transported.    

 
- Find  outlets and possible processing processes for identified unsold food 

o According to the different processes: biscuits, pastry, cannery, vegetables, etc ...  
o Promote the processes facilitated by the installations already present in its structure.  
o Study the agri-food market, catering, and cooking recipes. 

 
 

b) How to define the territorial scale of an activity of valorization of unsold food? 
 

• Define the different logistics and transport charges related to this brand-new activity 

• Establish a zoning from the production space and the value of the collection place defined by the 
amount of unsold food recoverable in it. The higher the value of the collection location, the higher 
the logistics and transport costs may be.  

• Establish the scope of search for unsold food allowing according to the legislation in force to be part 
of a network in short circuit and a local sector.  

 
 

3/How to identify the different structures with unsold food? 
 

a) Identify the structures likely to collaborate? 
 
We suggest sorting structures by their location in the food chain:  

 
o During the production phases: recovery of unsold goods directly from 

the producer 

 
Example : the Start-Up Hors Normes buys organic products abandoned 

from the Producers then values them in baskets anti waste (sorting, 
preparation) and resells to end consumers via an online platform. 
Baskets are purchased from producers at 50% of the selling price of the 

basket to consumers.  
 

o During logistics phases: Products can be damaged during the different phases of handling and 

transport (from operation to truck; from truck to processing areas).  
 

Example: At the Market of National Interest in Marseille, an association recovers unsold fruit and 

vegetables and then transforms them on site into soups, compotes or frozen foods for food aid and 
sale. The local food bank freezes sterilizes in jars or vacuums for easy storage and distribution. This 
initiative makes it possible to recover products not acceptable for food aid and therefore to increase 

the recovery rates of unsold food. This project makes it possible to absorb the overproduction of fruit  
and vegetables. Most jars are devoted to food banks to make up for their lack of fruit and vegetables. 

The other part of the jars is put up for sale to the general public to try to make the activity less 
dependent on public aid.20 

 

 

 

 
20 More information: https://www.france24.com/fr/france/20210215-aide-alimentaire-%C3%A0-marseille-les-fruits-et-
l%C3%A9gumes-invendus-mis-en-bocaux-solidaires 
https://www.linfodurable.fr/social/marseille-fruits-et-legumes-invendus-transformes-en-bocaux-solidaires-24031  

©Standard  

https://www.linfodurable.fr/social/marseille-fruits-et-legumes-invendus-transformes-en-bocaux-solidaires-24031
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Unsold products processed on site and contributing to the food aid, an anti-waste project in Marseille ©Baloncici/Shutterstock 
 

 

o During the processing phases: some products are damaged or discarded during processing. These 
losses might be recovered and used in a food recovery chain.  

 

Example: Les Paniers de la Mer are fishmongers recovering part of the unsold goods from the main 
auctions of France. The fish is packaged by employees in reintegration, then delivered to food aid 

associations in France.21 
 

 

 
 

o During the distributing phases: the various distributing actors throw away a percentage of the food 
offered in the store. Example: The HTS association has opened an Anti-Waste shop that revalues unsold 

items from a supermarket into new products. (HTS, Beaulieu boutique, Anti-Waste)  
 

 
21 Source: The National Federation of Baskets of the Sea 
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o During the consuming phases: this phase includes the timetables and places in which the 
individual consumes. This stage of the food chain does not include unsold food but waste that 

cannot therefore be recycled into human food. However, it remains recoverable to transform it 
into animal feed. 

 

 

b) How to identify the most suitable structure for the creation of your new waste recycling 

channel 
 

- First of all contact the structures producing the largest volumes (the higher the production the higher 

the quantities of unsold can be). Mass distribution and industrial bakeries are good sources of unsold 
bread.  

 
- Sort structures in relation to logistics costs (transport, storage needs) and transport costs (see part 

3: Organising your collection). 

 
- Contact the different production structures to probe their motivation to give their unsold goods and, 

thus, the potential quantities. 
 

- Ask the structures for the weekly amount of unsold food.  

 
- Adapt the processes for the recovery of unsold goods according to the structure (see Chapter II of 

the training)  

 
 

4/ The SoliFoodWaste example: 
 

a) Identification of the type of food needed: 

 
- Talk to managers of health and aid through working (ESAT) institutions on their development needs 

in the Pays-de-la-Loire region. 

Anti-waste and solidarity workshop, Beaulieu Shopping 

Centre, Nantes 
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- Two feasibility studies carried out for Solipain and Solifruits by external service providers.  

 
- Bread, fruit and vegetables have been identified because they represent the greatest potential 

according to feasibility studies.  
 
- Bread is produced and distributed in very large quantities in Loire Atlantique (44). According to Siren 

numbers, the territory has more than 1878 establishments producing and/or distributing bread.  
 
- Bread has no breakage problem, so little arrangement to make for its transport apart from an 

optimization of the space according to its shape. It is necessary to provide a storage space. 
 

- Identify suitable recipes for consumption from unsold bread: there are several. For example, 
SoliFoodWaste has made 3 delicious cookie recipes. 

 

 
 
  

 
 

 
 
 

 
 
 

c) Identifying structures 

 
Bread fulfils these different criteria; it is necessary to identify the structures capable of supplying the 
association with significant amounts of unsold bread. 

 
SFW first recovered the unsold bread from supermarkets. The problem was that the recovered stocks 
were too variable from one week to another. Since SFW recovers unsold "baguette française" in an 

industrial bakery.  
 

 

II/Learn about the specific regulations concerning the donation, collection, 
transport, processing and sale of unsold food 
 

Foreword: as the regulations on unsold goods are not well defined yet, we asked the Departmental 
Directorate for the Protection of Populations (DDPP) of Loire-Atlantique (44) for their opinion. It is a 
government agency responsible for ensuring safety and compliance with regulations related to all 

products marketed. Following this exchange, we received the following indications. 
 

1/General indication 
Processed products marketed do not have to mislead the consumer, therefore the list of ingredients 
or labelling have to indicate the "unsold" status of the products used.  

The traceability of products has to be ensured in a complete and reliable manner, even in the case of 
donations.   

3 cookie recipes based on 
crushed bread (from left to 

right):  
- Chocolate chips 

- All chocolate 

- Hazelnut-cereals 
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It is worth remembering that for other types of product it would be wise to seek the opinion from the 
DDPP or any other reference body depending on the country. It is also important to clarify that we 

have just dealt with the specific regulation of unsold food. Depending on the products processed, other 
regulations may apply. 

 

2/Bread returns 
Procedures to ensure that food collected from suppliers will be healthy, fair and marketable have to 

be put in place. The conditions of sale and storage do not have to constitute a potential source of 
contamination. It should be noted that it is not possible to: 

 - Recover foodstuffs that might be subject to direct handling by the consumer (bulk products; products 
not fully and permanently protected such as bread in semi-open sachets)  
 - Recover prepackaged food whose packaging has been soiled, opened, or might be a potential source 

of contamination (e.g. prepackages handled by consumers carrying germs on the surface); as such, the 
condition and integrity of each packaging should be checked; 
 - Store food outdoors pending their recovery or use;  

- Store food in recycled containers (e.g. empty bags of raw materials, etc.)  
- Transport food using vehicles whose interior is not clean and in good condition of maintenance; the 

use of vehicles whose receptacle would be used for the alternative transport of foodstuffs and non-
food products is to be prohibited. 
 

3/Fruit and vegetables deliveries 
 

A check of the condition of the raw materials upon receipt and the storage conditions of the raw 
materials and finished products will be necessary. Traceability and reporting obligation have to be 
established. In particular, it must be possible to identify any company supplied food, but also those 

companies to which the products have been supplied. Let alone that the definition of fruit according 
to Decree 85-872 is "fresh, healthy, free from any alteration, without any of its essential components 
and reached the appropriate degree of maturity, after cleaning, trimming and seeding". It is therefore 

only possible to use fruit or vegetables of healthy, fair and commercial quality.  
 

 

III/Logistics organization for collecting unsold food 
 

1/Human and material resources 
 

a) Who collects the unsold food? 
 

Unsold items are donated and made available free of charge by suppliers. The logistics of collecting 

the products is therefore the responsibility of the recipient of the donation, who has to collect the 

unsold food, transport them and deliver them in good conditions. 

• Volunteering 

To be honest, many organizations involved in the collection of unsold food rely solely on volunteers 

(food banks, Secours Populaire in France, Bara'mel workshop in Nantes8, etc.).  

The most cost-effective way to use human resources is, of course, to use volunteers. Volunteers are 

trained and commit to the medium or long term, for a few days a week or a month.  Recruiting a large 

number of volunteers means that they may be shifted throughout the week and there is as little 
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absenteeism as possible. It all depends on the number of collections to be carried out each week and 

the volumes to be collected. The  Loire-Atlantique Food Bank in France for example, which collects 

more than 2000 tons of food per year, calls on 120 volunteers, who turn and take shifts every week, 

with a fairly precise schedule. 

If the collection of unsold items is only to be done once a week, a few volunteers may be enough to 

commit each week. 

• Paid job 

In a company or an association, working for an anti-waste reclamation project and if the configuration 
of the project allows it, the mission of collecting unsold items can be entrusted to the same employee 
carrying out the operations of order preparation and final deliveries. This is the person taking care of 

all the trips in general. Coupling the collection of unsold goods with the delivery of finished products 
makes it possible to optimize journeys, by creating "loops" of passage. 

• Other actors in the collecting process 
 

As part of the SoliFoodWaste project, a collaboration was envisaged and with the La Poste group, at 

regional level for testing. La Poste is a major player in the public delivery service, with human 
resources, equipment and vehicles available, and wishes to diversify its activities and the tasks 
entrusted to the postmen, in particular by being part of the territorial social and circular economy. An 

internal department is devoted to these new projects. 
 

The idea is creating a logistics service called reverse, that is to say optimizing the journeys of La Poste 
vans by avoiding the return empty, after deliveries of mail and parcels, by collecting unsold food on 
the loop of passage of the postmen, when returning to a center. These collections could be made from 

small businesses, for example for the collection of unsold bread, from handcrafty bakers. 
 

 
 
                                                                        

 
  
 

 
 

 
 
 

 

 

Of course this collection service would of course have to be paid for by the donor, but would still be 
interesting because the price would be calculated in such a way that the year-end tax exemption 
related to the food donation would be more interesting than the total paid for the service.  This study 
was rather conclusive, but the implementation of a full-scale test on a given territory is quite complex 

and has been hold until further notice. 

 

Reverse logistics system project with La Poste 
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Example of Solifoodwaste : 

For the SoliFoodWaste project, unsold products are transformed into food products sold and marketed 

to customers, which involves organizing internal order delivery logistics. This mission was coupled with 
the logistics of collecting unsold goods, a logistician was recruited to make all these part-time trips at 

the rate of 5 mornings per week. The collection of unsold bread (surplus production or non-compliant 
of a bread manufacturer) takes place once a week in the morning, the exact day is fixed one month in 
advance according to the production schedule of the finished products (cookies). This collection is very 

often coupled with customer deliveries that are made in a nearby area, so as not to make a round trip 
only for unsold items. 

 

b) How? 
 

It is recommended to have a professional vehicle at your disposal devoted to the transport of food, and 

therefore to comply with the recommendations ofthe DDPP (see module 1 part 1.2 on the regulations) 

and the cleaning standards. It may be a small van, with or without refrigeration, of different sizes, with 

interior materials that may be washed with water (avoid wood). It must always be kept clean. Food, 

whether meant for animal or human consumption, must be stored in suitable, washable or disposable 

containers, closed and identified: kraft bags, closed plastic bags, bulk bins, crates, etc. They do not 

have to be or have been stored in a closed container.  They do not have to be or have been in direct 

contact with dirt or consumers, but must have been handled only in a clean place (clean food 

processing area, manufacturing or preparation workshop, central kitchen, if the store is just closing the 

packages, etc.). 
 

If it is a small car-type vehicle, it is possible to use it, but it is important to regularly clean the habitacle 

and to be even more vigilant about the packaging of foodstuffs. 

 
Beware of large suppliers who only give pallets of unsold goods, for example fruit and vegetable 
wholesalers, it is then necessary to provide a suitable vehicle with hatchback, or be ready to roll up 

your sleeves and take time to depalletize and store otherwise in the vehicle.  
The packaging of foodstuffs is generally described and recorded when the donor-recipient partnership 

is created, see part 2 below. 
 
In these cases it is also necessary to think about ergonomics and carrying heavy loads, especially if the 

unsold are put in large bags and the vehicle is not equipped with a tailgate or there is no loading dock. 
These gestures can not be performed by everyone, especially by people with an RQTH related to a back 

or joint problem, frail or elderly people. 
 

Example of Solifoodwaste: 

We chose two "small" vehicles for the collections: 
 

- A city car can go on all the trips, collect unsold food and deliver it to customers.  This makes it possible 

to spend less fuel and to properly wedge the boxes and others within a small enclosed space. 

Disadvantage: not really suitable for transporting foodstuffs, it is necessary to ensure cleaning and 

tightly closed containers; 

                     8 https://emplois.inclusion.beta.gouv.fr/siae/9273/card 
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- A utility van  for the largest collections (pallets) and customer deliveries. Disadvantage: more bulky 

and consumes more fuel. No tailgate therefore not practical for pallets. 

Aiming at optimizing, increasing volumes and adapting to different seasons, we would like to invest in 
a refrigerated van devoted to food, which would allow pallets of fruit and vegetables, as well as dry 

products fearing heat, such as cookies, to be transported in a clean and easily cleanable space. 

 
c) Why? 

 
The quantity and variability of unsold food are by nature difficult to anticipate, it is necessary to do the 

maximum to plan and structure the collections, and especially to respect its commitments to the 
donor. It is not because it is a "free" raw material that we must be less vigilant, less rigorous and 
applied. 

 
It is important to mobilize and join the people involved in the process: involve supplies in their vigilance 

on food waste (the less there is, obviously the better, even if we have fewer unsold to collect), on the 
expire dates and storage conditions of their unsold (stable temperature, humidity,  clean and closed 
containers, etc.), on the filling and signing of collection certificates/documents; mobilize its volunteers 

and employees on the beneficiary side also, to be able to perpetuate and routinize the collections: 
check the condition of food, fill in the collecting documents, check the dates, ensure transport in good 

conditions, visually check and sort the food before using it, store and preserve it well, do not touch it 
with bare hands or ensure hygiene (hand washing and disinfection,  wearing gloves if necessary, etc.). 
For example, for fruit and vegetables, keep them cool, sort regularly if some mold or spoil faster than 

others; for bread, store it in a cool and dry place in a desuitable, clean and closed container, take good 
care of variations in moistureness. 
 

The implementation of protocols and operating methods is essential, as well as having an internal 
"referent", able to dialogue with suppliers and train internal participants in collections. 

 

 
2/Organize collections in advance with the donor 

 

a) Identify the right contact person and needs 
 

After identifying a donor of unsold food, the first step is contacting the right service of the supplier. 

This is often the quality department, but it may be the sales department, production or the manager 
of structure or department, depending on the nature of the donor: supermarket, small store, direct 
producer, wholesaler, industrial, school or collective catering, etc. The important thing is having an 

identified and devoted contact, referent, on both sides. 
 
The second step is focusing on the needs of each: donor side, estimation of potential volumes and 

frequencies of donations and collections, storage and logistics methods, constraints; Ditto on the 
beneficiary side, it must communicate as well as possible its needs and expectations, its desired 

collection rate, sis constrained. The target is agreeing on a place of recovery of unsold goods, learning 
the storage conditions of its unsold to be in compliance with the regulations, establishing a collection 
schedule more or less fixed and sustainable over time. The donor usually wants a strong long-term 

relationship, because the donation of unsold items often requires unpaid job and time for employees. 
The more routine is created, the more stable and lasting the relationship is. 
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The third step is describing and recording the methods of collection, by drawing up documents, as well 
as appointing a referent on each side. 

 
b) Drawing up justificative documents 

On the donor side, they have to arrange to register the beneficiary in their suitable database (if  

possible), to be able to justify the future of the unsold and benefit from a potential tax exemption at 
the end of the year. Therefore proof of donations has to be produced at each collection, mentioning 

at least: 

- The date of collection 

- The place 

- The exact nature of the unsold 

- The volume/quantity of unsold goods 

- The Minimum Durability Date (MDD) or Use-By Date (DLC) of unsold items if necessary, according to 

current regulations 

- If possible, the financial value of the donation 

- The signature of both parties 

 

At each collection, the beneficiary signs a new document with all the elements mentioned above, 

certifying the donation. These documents are to be kept preciously by the donor and the beneficiary, 
for traceability and to be able to claim tax exemption. 
 

In the case which we are dealing with where the beneficiary transforms the unsold products into 
products to be marketed, these signed donation certificates are necessary to ensure the traceability 
of the unsold and therefore of these raw materials used in the processing processes, in the same way 

as any raw material. It is therefore important to mention the nature of the unsold and the DDM or 
DLC. When entering the manufacturing process, the beneficiary will also have to assign a unique batch 

number to the unsold raw material from a given collection. (See Unit 2, Part 2). 
 
Finally, it is supplier’s decision to comply with the tax services to be able to benefit from a tax 

exemption: filling out the right CERFA document at the right time of the year, keeping all the donation 
certificates of the year and other documents established (delivery notes, etc.) to justify these 
donations. 

 

Example of Solifoodwaste : 

We collect bread from our supplier once a week, usually on Tuesday mornings. The donor is a semi-
industrial bakery producing bread in particular for collective and school catering. The donations we 

receive are non-compliant or surplus productions. 
 
The contact for this supplier is the productive manager. At the very beginning of the partnership, a 

contact and talking to the Quality Manager was necessary to establish in particular the nature and 
quality criteria of bread (according to our manufacturing process) we wanted to use as well as its 

availability each week. 
 
Example: white bread, with wheat flour, without wholemeal flours or other than wheat, without 

additives or preservatives, without inclusions (seeds, fruit, etc.), yeast or sourdough, organic or 
conventional. Fresh bread non rassis. The DDM was evaluated by the supplier's Quality Manager 
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(bread is sold on the same day of its production and usually does not have a DDM or DLC, it is not 
mandatory) at 5 days after its day of manufacture. We commonly chose to collect bread that had a 

maximum of 2 days (Date of manufacture + 2 days). 
 

For the organization of collections and needs, we have agreed with the supplier of the following 
scheme: 

- Every Friday: the beneficiary (Production and Quality Manager) sends the need for bread by 

email for the following week, with the desired quantity and day of collection; 

- Supplier response on Friday, to validate the consideration of the request and the feasibility 

(no guarantee is however issued, since it is surplus production and non-compliant). 

For the day of collection, we have agreed with him on the following procedure: 

- Arrival of the association at the office between 8:30 am and 9 am 

- The donation document will have been previously printed and then filled in by the 

production manager with the information agreed at the beginning of the partnership: date of 

collection, date(s) of bread manufacture and nature of the bread, DDM, quantity per item, total 

quantity, signature; 

- Signature of the donation document by the supplier and the beneficiary and duplicate in 3 

copies: one kept by the supplier, one for the beneficiary of the donation (HTS), one for the beneficiary 

ESAT in the case of SFW (the donation being in the name of HTS and the processing of the bread being 

ensured by the ESAT partner); 

- Bread will have been previously packed and dated in appropriate containers (kraft bags) 

- The packaged bread will have been laid in a specific manna next to the entrance, so that  

people of the association can serve themselves independently. This does not prevent a quick visual 

inspection of the bread by the beneficiary. 
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I/ R&D: how to adapt its recipes to the variability of unsold food 

collection 

1 Defining the criteria 
To develop anti-waste products, it is important to define your objectives. It is indeed important for 

such a project to take the environmental factor of the ingredients into account through to the eco-

design, the regulations in force of course but also the economic viability of the product. Anti-waste 

does not necessarily mean lower costs for the formulation of a recipe, because the impact is reflected 

on all the ingredients. 

 

1.2. Marketing research 
The first step for the choice of the product and to do research to know what are the trends and 

expectations of consumers in the sector concerned, as well as a study of the competition. Ideally, you 

should also define a category of consumers to target for your product (see unit 3). 

 

1.3 Eco-design 
The general principle is analyzing and taking the impact of each stage of manufacture of the product 

into account to limit its overall final environmental impact. There are several methods and tools to 

eco-design in agri-food. 

 

➢  Life Cycle Assessment  

This method makes it possible to take the environmental impact into account using different 

parameters. It should be noted that for the sake of simplification and resources we will only take the 

impact of the ingredients in the recipe into account and not that of the manufacturing process of the 

product. 

To determine the impact of these ingredients, we may use the Agribalyse website 

(https://doc.agribalyse.fr/documentation/) 

Example of whole milk: 

 

 

 

 

 

 

 

 

 

 

https://doc.agribalyse.fr/documentation/
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As shown in the picture, the PEF score (Product Envrionental Footprint) is unitless, it takes 16 indicators 

into account related to the environment with which a weighted average is established. The lower is 

the score and the lower is the impact and on the environment. 

The DQR indicates the level of confidence one may have in the score. The closer the DQR is to 1, the 

more reliable are the data, the closer the value is to 5, the greater the uncertainty in the score. Data 

with a DQR> = 3 is considered unreliable. 

Before using this tool, it is important to understand that the PEF score should be used as a decision-

making aid and not as an ingredient guide to use. 

For the formulation of the recipe, it is always necessary to take the DQR into account but also other 

parameters that Agribalyse does not necessarily take into consideration such as the price, the 

organoleptic impact, market trends and consumer expectations. 

 

Example of two vegetable oils: 

    

From what we can observe with these 2 PEF scores, from an environmental point of view palm oil 

would be the best to use. However, from a consumer expectation point of view, it would not be the 

best choice because according to a Kantar survey, 69% of French people want palm oil-free products 

(https://www.foodwatch.org/fr/communiques-de-presse/2019/huile-de-palme-les-consommateurs-

ne-veulent-plus-engraisser-les-industriels/). 

In addition to the formulation of the product and its manufacturing process, it is also necessary to think 

about the environmental impact of its packaging, if there is packaging (see part 3 - Packaging: think 

non-disposable and eco-responsible). 

1.3 Unsold products to be processed 
 

• Volumes 

Another thing to consider in the design of a recipe is what type of unsold items to use, if it is not 

determined or fixed in advance in the project. 

 

https://www.foodwatch.org/fr/communiques-de-presse/2019/huile-de-palme-les-consommateurs-ne-veulent-plus-engraisser-les-industriels/
https://www.foodwatch.org/fr/communiques-de-presse/2019/huile-de-palme-les-consommateurs-ne-veulent-plus-engraisser-les-industriels/
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The main parameter to take into account is the volume of unsold products on a territorial scale. This 

parameter is more important for the logistics and availability of raw materials. For example, in France, 

the most wasted fruit are peaches, nectarines, plums and apricots followed by bananas and cherries. 

There is therefore a greater chance of finding these products in quantity and being able to obtain 

supplies more easily. (See Unit 1). 

• Environmental impact 

The environmental impact  is also to be taken into account for all ingredients, it may be interesting to 

use an unsold product with a high impact, for example if we reuse chocolate, its impact will be 

considered zero in the life cycle of our processed product. 

• Quality variability 

The variability of the quality of unsold goods, especially for fruit and vegetables, but also for bread, is 

an important criterion to consider for the formulation. Indeed, the variation of different parameters 

such as humidity, sugar level, texture, coloring, etc. from one collection to another can more or less 

change the recipe. It is necessary to keep some flexibility on certain ingredients and to be able to 

"improvise" at the beginning of production. For example, added sugar and pectin levels for jams; the 

rate of eggs or water added for bread cookies. 

For Hanso & Zédé cookies, unsold bread is more or less fresh and moist, more or less cooked or colored, 

from one collection to another. Esat monitors therefore adjust certain parameters at the beginning of  

production such as the percentage of eggs in the recipe, or the cooking time according to the coloring 

of the dough. 

It is also important to understand that a product formulated with unsold products may sometimes 

have small differences from one batch to another, it will not always be standard; it can be explained 

to consumers so that they understand and accept it. It's "part of the game." 

• Unsold = raw material in its own right 

The unsold material used should also be considered as a normal raw material in the formulation of a 

product. It is therefore important to be able to best qualify this material, the ideal being to produce a 

raw material technical sheet, in collaboration with the supplier, mentioning some quality criteria. For 

example, for bread, for a given supplier, if the quality of bread is quite standard and the bread donation 

always concerns the same types of bread, we can create a sheet with a list of all potential ingredients 

and allergens, possibly adding other criteria (Organic or conventional, DDM or DLC,  humidity, etc.). 

This sheet will serve as a reference in case of control by the authorities.  

 

1.4 Regulations 

It is important to always inquire about the regulation of the type of product you want to manufacture 

because there are often specific regulations linked to these products for formulation and naming. For 

example, for madeleines, according to the code of practice of the biscuit-pastry shop, it has to contain 

certain ingredients with a defined quantity (See Appendix 1). 

To be able to market your product, it is also necessary to think about calculating the nutritional values 

of the end product, through the technical data sheets of the raw materials and taking any losses during 

the process into account (loss of water during cooking), and ideally have these calculations verified by 

an analysis in a certified lab. A single analysis is enough. 
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It is also necessary to establish the list of ingredients and that of allergens, as well as a product sheet 

(main criteria defining the product) that may be communicated to customers. For all this information, 

refer to European laws and regulations concerning food products and their marketing (see section 

Prerequisites at the beginning of training). 

 

2  Case study and example of methodology 
 

2.1 Basic assumptions and test set-up 
 
The basic premise is that the marketing study has already been carried out and the product concept is 
established, but not yet its recipe. The unsold supply chain is already in place.  

 
We take as an example a manufacture of chocolate chip cookies  based on  crushed unsold bread, 
targeting adults and children but especially families with children under 10 years old (Solifoodwaste 

project). 
It is first necessary to establish a basic recipe of the product, from known classical recipes.  

 
Example recipe cookieswith x chocolate chips  : 
 

Ingredient % 

Butter 16 

Sugar  18 

Salt  0.1 

Whole eggs 7 

Flour  36 

Chocolate 
Chunks 

23 

Total 100 

 
 
Once the recipe is established, we will be able to replace part of the flour with crushed bread and vary 

the quantities: 
 

Ingredient Trials 

1 (%) 

Trials 

2 (%) 

Trials 

3 (%) 

Butters  16 16 16 

Sugar  18 18 18 

Salt  0.1 0.1 0.1 

Whole 
eggs 

7 7 7 

Flour  0 10 20 

Crushed 

bread 

36 26 16 

Chocolate 
Chunks 

23 23 23 

Total 100 100 100 
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Following the tests, a sensory analysis of texture and taste is necessary to select the right recipe, trying 

to obtain the highest possible percentage of unsold.  

 

2.2 Sensory Analysis 

Sensory analysis takes organoleptic criteria into account such as texture, color, smell and taste. Sensory 
analyses may be done internally after each trial to improve the recipe and retain the one that is 

acclaimed. 
In our situation, let's imagine that after sensory analyses, recipe 3 is retained. 
 

 

2.3 Environmental impact 

The Agribalyse website can be used to check the ingredients; it would result that chocolate chunks and 
butter are the ingredients that have the strongest environmental impact. 
If you want to further reduce the environmental impact of cookies, there are two possibilities: 

- Take unsold as raw material, for example use unsold chocolate; 
- Replace ingredients with others, such as butter with vegetable oil. 
Obviously, new sensory analyses must be carried out for each change of ingredient. 

 
 

2.4 Regulations 

According to the directory of names, the ingredients of cookie are flour, eggs, sweetening materials 
and fats. There is no set percentage and the ingredients may also be put in different forms. (See 

Appendix 2 and 3). This means that the name "cookies" may be used freely. However, it is important 
to indicate that some of the raw materials used are unsold food so as not to mislead the consumer.  

For Hanso & Zédé cookies, it was chosen to call them "Chocolate chip cookies – made from unsold 
bread". 
 

 

2.5 Hanso & Zédé cookies 

For the Solifoodwaste project, the formulation of cookies took a long time and was done in several 
stages. The first cookies formulated had a higher percentage of crushed unsold bread, this criterion 
having been put over the top. After several consumer feedbacks on taste and texture that were not 

really satisfactory, the cookie did not hold up well and it was also difficult to shape, the R&D team 
worked on the recipe to obtain the optimal rate of crushed bread, as well as the rate of wet materials 

(eggs, butter) and the rate of chocolate (transition from chips to the largest chunks) optimal,  taking 
into account the process and manual shaping. Revenues were finalized at the end of 2020.  
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Final recipe – 

product name 

Unsold used and 

% in finished 
product 

Product Visual 

Le cookies 
Pépites 

Crushed 
bread: 15% 

 

 
 

 
 
 

 
 
 

 

The All 
Chocolate 

cookies 

Crushed 

bread: 14% 

 
 

 
 

 
 
 

 

Hazelnut-

cereal 
cookies 

Crushed 

bread: 15% 
Grains: 7% 
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II/ Transformation process: define and size its needs in terms of 

surfaces, equipment, workstations layout and necessary adaptations  

for PWH 

Introduction: 

Material and surface requirements vary greatly depending on the products and manufacturing 

volumes desired. To illustrate them we will study three examples of productions, with different 

products and scales, each with their needs in equipment, surfaces and human needs.  

In all cases, the opinion of an ergonomist is strongly recommended during the study phase of the 

process in order to validate the equipment before purchase. Often, suppliers offer a trial or rental of 

the equipment, or demonstrations at home. 

The approach is of course different depending on the initial constraints, whether the production 

workshop is already existing or not and already meets agri-food standards, if the walls are already in 

place, if we really start from scratch... The examples below are bound to help in the decision and to 

testify to productions in place or about to be, it is necessary to call on technical expertise to validate 

the implementation and flows. 

1. "Large-scale" manufacturing 

For this first example, we consider a production of bread cakes and unsold fruit such as soft pastries 

with short DLC, with a target weekly production volume of 800 kg, in a dedicated building.  

 

1.1. Process for the production of fruitcakes 
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Description of the steps: 

Fruit stock : the fruit is stored in a cool place in a devoted cold room, which is in a non-clean area. At 

this stage fruit are stored as they are upon receipt, unwashed and unsorted. 

Bread stock: unsold bread is stored in a specific area for dry products and groceries. 

Fruit sorting and washing : this step makes it possible to sort fruit, to remove all impurities or damaged 

parts of the fruit, according to a precise protocol. 

Peeling/cutting : once the fruit have been washed, their skin, seeds or pits, are removed. The fruit are 

then cut according to protocols to be incorporated into the recipes and stored in devoted and closed 

clean containers, in a clean cold room if not used immediately. A freezer can also be made available 

for this storage, this makes it possible to make stocks of fruit throughout the year and compensate for 

the irregularity due to seasonality. 

Bread grinding : this operation is carried out by a grinding machine specially designed to grind bread 

into more or less fine breadcrumbs. Here we take the example of the "crumbler", a machine designed 

by the French company Expliceat (see below). 

Mixing : The purpose of this step is incorporating and mixing all the ingredients to compose the cake 

batter. 

Dressing/shaping : this step makes it possible to shape the dough and compose the products, according 

to the desired shape and raw weight. It is carried out semi-automatically by a machine. 

Cooking : it is provided by a rotary trolley oven, suitable for pastry. It is between 170 ° C and 180 ° C, 

between 15 and 23 minutes, parameters that must be adapted according to the oven, the filling of the 

plates, the unit weight, the recipe and the desired final humidity. 

Cooling : Once the cakes are cooked, they are stored in a cool space on a ladder to be cooled quickly. 

A quality control can be carried out at the cooling outlet using a moisture analyzer to measure the 

residual moisture in the product. Indeed, this is a key parameter for the proper preservation of the 

organoleptic qualities of the product and compliance with the DLC. 

Packaging : cakes can be stored in closed bags, plastic or lined kraft, or in plastic boxes, or cardboard 

pastry boxes 
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1.2. List of necessary equipment 

Step – equipment required Technical data of the 

sample machine 

Visual 

Fruit washing : a belt washer is used. It 

makes it possible to move from a dirty 

area to a clean production area, it can 

for example be installed between two 

separate enclosed spaces 

 

Carpet speed : 

2 to 14M/min 

Dimension (LXWxh): 

3.250x1.140 x1.400mm 

Carpet length: 

600mm 

Feed height: 

Max 250 mm 

 

Appendix 1-2 

 

Cutting/peeling: this step can be carried 

out manually with adapted knives, or 

with a Cucimix type machine. 

Dimension (WxDxh): 

1080x715x925 

Usable volume/total 

volume: 

Between 30 and 82 l 

Rotation per minute: 

7 to 22 

Appendix 3 

 

Bread grinding : a Crumbler 2 type 

bread grinder is required, two grinders 

can be used in parallel to process a 

larger volume of bread. 

The diameter of the sieve is large, 

depending on whether one seeks to 

obtain a fine or coarser breadcrumbs. 

The largest diameter is recommended 

for grinding "fresh", undried or stale 

bread, which is most often collected as 

unsold (2-3 days max after 

manufacture).  

The crumb is still quite fresh, so sticky, 

the coarse grinding avoids the jamming 

of the sieves and the heating of the 

engine; in addition, a coarser grind is 

more suitable for fluffy products. 

Hourly production: 

150-200 kg 

Materials in contact with 

food: 

304 L 

Sieve: 

10 or 3 mm 

 

 

 
 

 
 
 

 
Appendix 5 
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Mixing : an 80-liter mixer-mixer is 

suitable, with an automatic tank lift and 

a roller holder to avoid carrying heavy 

loads. It is the position that requires the 

most precautions in terms of 

ergonomics and the prevention of MSDs 

(musculoskeletal disorders), because 

many repetitive gestures and load ports 

are associated with it (wearing raw 

materials, weighing, entering and 

leaving tanks, emptying the tank, etc.). 

Depending on the production rates, two 

shredders may be used in parallel. In 

any case, it is necessary to buy several 

tanks, and reductions of tanks (40 or 60 

liters), to be able to chain the mixtures 

and adapt if necessary to small 

productions. 

Tank capacity: 

80 L 

Appendix 6-7 

 

Dressage/shaping : a standard 

trainer/pocketer can be used. 

This machine makes it possible to shape 

the dough, for a rate of up to 54 pieces 

per second. The speed can be adjusted, 

the filling of the input hopper is done 

manually. 

 

Plate width: 

60 cm 

Plate length: 

20 to 120 cm 

Length: 

150 cm 

Width: 

150 cm 

Height: 

150 cm 

Appendix 8-9-10 

 

 

 

 

 

 

 

 

 

Baking : a special rotary industrial 

pastry oven is suitable. 

Two furnaces may be used in parallel 

not to create a bottleneck in 

production. 

Dimensions : 

1970(W) x 2510(D) x 

2200(h) 

 

Trolley capacity: filling 18 

levels 

 

Appendix 11 

 

Packaging : cakes may be packaged in 

sachets, boxes, individually, or in bulk. 

Packaging may be done manually if it is 
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specific or requires a lot of precision, it 

can be machine-automated for simple 

plastic packaging. 

For plastic bag packaging, a BG EASY 

Weigher /semi-automatic wrapper can 

be used, for small products that are not 

fragile. This machine allows you to put 

the cakes in a bag while checking that 

there is the right weight. 

Weighed capacity: 

100 to 3000 gr 

 

Appendix 12 

 

 

 

 

 

Another example of a more manual 

machine for sachets is a welder in 

continuous mode. 

Depending on the packaging chosen, it 

may be necessary to heat seal the 

sachet. 

Appendix 13 

 

 

 

 

 

 

 

 

 

 

 

Cardboard: to ensure the overpack in 

cardboard, one can set up a closer and 

tape machine of cardboard withlateral 

drive. 

 

Size: 

L1421 x W915 x H1500 mm 

 

Appendix 14 
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1.3. Layout/sizing of the workshop 

You can see in Appendix 15 an example of a 2D plan that was made for a workshop for the production 

of pastries with unsold bread and fruit / non-standard, in an existing building rehabilitated to agri-food 

standards (therefore with existing constraints). 

About 350 m² minimum are required in production area, from the reception of raw materials to the 

stock of finished products: 

- non-clean fruit preparation and washing area of 60 m² 

- cold room dedicated to the storage of unwashed fruits of 15 m² 

- plunge area of 10 m² 

- own processing area of about 150 m²  

- cold storage room for cold raw materials of 15 m²  

- storage space dry products and dry raw materials of 15 m² 

- cooking area 20 m² 

- cooling area 10.5m²  

- packaging area 24 m²   

- stock packaging 18m²  

- stock dry and fresh finished products 36 m²  

 

1.4. Human Resources and Organisation 

As a basis let's take a production slot during the day, from 8 am to 5 pm, including cleaning. 

18 workers are needed to run the production, supervised by two production managers, in the following 

spaces: 

- Fruit preparation and washing area 

- Transforming area 

- Packaging area 

- End product stock and order picking 

The details of the need according to the steps would be as follows: 

Reception of raw materials: 

2 workers are responsible for checking raw materials upon receipt, decartoning and placing in storage. 

Deliveries are concentrated on a few morning slots each week. 

Fruit washing:  

2 workers are in charge of washing fruit and transporting it to the trimming/cutting station. 

Peeling/cutting: 

2 workers cut and peel fruit and then bring it to the clean processing area. 
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Bread grinding: 

2 workers take care of grinding the bread and stockpiling the crushed bread in dedicated bins. The 

grinding of bread is an activity that can be carried out the day before a production, or in parallel with 

it if prior stock exists. 

Mixture:  

2 workers are responsible for weighing all the necessary raw materials, mixing in tanks and then 

supplying the mixture at the shaping stage. 

Dressage/shaping: 

2 workers take care of this step by running the machine and placing the cakes on baking sheets.  

Cooking / Cooling:  

1 worker leads the cooking step and the transit of the plate trolleys between the cooking zone and the 

cooling zone. 

Conditioning:  

1 a worker is in charge of the bagged. 

1 worker takes care of the cardboard. 

1 worker is a palletizer worker. 

Shipping/storage 

2 workers take care of the stock monitoring and the preparation of orders.  

 

Areas for improvement and information related to constraints  

For each structure, it is important to remember that we can always improve production and 

organization but also that the choices made in relation to specific existing constraints. In order to 

respect the principle of forward walking, and the fact that the building was not built new but renovated 

and rehabilitated from non-agri-food structures, the layout of the premises and the construction of 

the process were made taking the arrangement of the existing parts into account, which makes it a 

process called L. There are other possible configurations to respect the forward march: U or T process.  

Other points that could be improved concern the choice of machines in the event of an increase in the 

volumes produced if the machines chosen are not enough. 

 

2. "Medium-scale" manufacturing 

For this picture, we take the ESAT Sesame Service à La Montagne (44) as an example which served as 

a pilot workshop for the manufacture of products based on unsold bread and brewery grains for the 

SoliFoodWaste project. 
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The Sesame pastry workshop was set up and installed as soon as esat was built in the 1990s. It is about 

200m² of surface, with an office area, a plunge area and storage areas (cold and ambient). The 

manufactures are handycraft and manual, helped by some small machines (rolling mill, etc.). ESAT 

produces tarts, galettes des rois, Breton galettes, some other pastries punctually and the anti-waste 

cookies of the SoliFoodWaste project. The production of cookies is studied in this example.  

 

 

2.1. Process for making cookies at the ESAT 
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Description of the steps: 

Bread grinding : this aims to transform unsold bread into bread grinding. 

Packaging: Once the bread is crushed, it is stored in trays at room temperature for the week's 

production. 

Mixing : this step allows, in several steps, to mix all the ingredients to form the dough.  

Rest in a cold room : the dough is then put in trays in a cold room for 20 minutes to 1 hour. 

Pre-shaping in puddings: this step makes it possible  to shape the dough to facilitate the balling. 

Weighing: each dough is weighed individually according to the required raw weight (25 or 40g).  

Ball shaping: this step makes it possible to shape the individual doughs into balls. 

Display : each bolted dough is spread by hand on a baking sheet using a circle of the desired diameter. 

The filled sheet is then slipped onto a cooking rack. 

Cooking: in a traditional ventilated oven, at 170 ° C between 15 and 23 minutes depending on the 

recipes and raw weight. 

Cooling: 1 hour minimum of cooling at room temperature. 

Packaging: once well cooled, the cookies are counted and stored in plastic boxes manually.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Unit 2 17 CirculAbility 

 

 

 

 

 

2.2. List of necessary equipment 

Step – equipment required Technical data of the 

sample machine 

Visual 

Bread grinding: a Type 1 

Crumbler is used at ESAT. 

Output sieve: 

3 mm 

Hourly production: 

50-100 kg 

 

Appendix 4 

 

Mix: a 40 L mixer mixer. 

A 60 l mixer would also be 

suitable provided you have a 

trolley with wheels for the 

tank. 

Tank capacity: 

40 L 

Reduction of 20 L 

possible. 

 

Appendix 17-18 

 

 

Shaping: a horn is used to cut 

the puddings.  Weighing and 

bolting requires a scale 

precise to 0.1 g. 

  

Display : a stainless steel or 

plastic circle is used as a 

reference for the diameter 

of cookies that are spread by 

hand. 

  

Cooking : For this operation 

an oven as well as plates and 

a chabrion are necessary. 

 

 

Plates: 

60x80 

Capacity : 

10 levels of grids/plates 

 

 

 

 

 

 

 



Unit 2 18 CirculAbility 

 

 

 

 

Other versatile equipment: 

It is necessary to have 3 types of scales to weigh raw materials, end products and filled boxes; as well 

as all the necessary equipment to furnish and store: cabinets, shelves, stainless steel or marble 

worktops, diving equipment, small pastry equipment, etc. 

 

2.3. Layout of the workshop  

You can see in Appendix 19 a map of the pastry workshop of Sésame Service. Some tools or equipment 

have not been mentioned because they are not useful for the manufacture of cookies: 

- A workshop of 205m² 

- A cold room for raw materials of 6m²   

- A cold room for finished products of 9m² 

- An ambient reserve of 15m² with a freezer-chest 

- A plunge corner of 11 m² with a hood 

- A corner Mixing and weighing raw materials 

- The cooking area (oven with oven + hood) not isolated from the rest of the workshop 

 

2.4. Human Resources and Organisation 

The overall need is as follows: 

- Operational team of 14 trained workers; 

- Team during a production: 10 to 12 workers maximum; 

- 2 supervising instructors; 

- 7 hours of work/day (37H/week for supervisors). 

Productions take place in the morning, from 7am to 12pm-12.30pm. The afternoon is reserved for the 

end of the packaging in crates and the cleaning of the workshop. 

The team is organized in pairs or trinomials, according to the tasks and skills of the workers. 

The human need in detail is as follows: 

Receipt of goods: 

 1 monitor supports 2 workers in the control upon receipt of raw materials (once or twice a week). It 
stores the heaviest goods in cold rooms and reserves. 

 
Bread grinding: 

1 monitor supervises the activities, they take place once a week at the beginning of the week (eve of 
the first day of production of cookies): 

- 1 worker cuts the loaves into pieces with a knife; 

- 2 workers supply the grinder, fill the crates with grind and clean the grinder at the end of 

production. 
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Mixture: 

Each day of production, a worker arrives at 7 in the morning at the same time as the monitors for 
weighing and pasta preparation: 

- 1 worker weighs the MP 

- 1 monitor supplies the MP in the drummer's tank and puts the drummer into operation. It also 

supports the worker if necessary. 

- 1 monitor helps when transferring the tank from the mixer to the worktop and emptying the tank.  

 

Shaping of the flanges: 

1 monitor supplies a pasta tray on a trolley and composes dough puddings. 

Weigh, upset, form: 

2 to 3 workers per island: 1 weigh, 1 ball and 1 stall 
2 monitors supply the dough on the islands, monitor the raw cookies before sending to the oven and 

help if necessary. 
 
Cooking: 

 1 monitor supplies the cookie plates in the oven, monitors the cooking and takes out the plates at the 
end of cooking. 

 
Packaging and storage: 

1 worker stores cold cookies per battery (6 or 7 cookies), counts the batteries and stores the batteries 

in the plastic crates. 
1 monitor supplies the cookie plates from the ladder to the worktop and puts the empty grids back 

into the ladder; he/she weighs the full crates and stores them in the reserve. 
 
 

       Areas for improvement and information related to constraints  

As with the previous example, it is important to keep in mind that the organization and efficiency of 

production may always be improved and that each structure has specific constraints.  

In the case of ESAT, which aims to help workers with disabilities, each stage of production have to be 

segmented and it idvisable to set teams (pair or trinomial). 

In terms of equipment, the improvements that can be made are: 

➔ Change gears to have larger volumes / or have other adaptable tanks; 

➔ Add trolleys to facilitate the transport of raw materials or preparations; 

➔ Change oven to increase the capacity and homogeneity of cooking. 
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3. Small-scale manufacturing "outside the walls" 

 

We have seen examples of medium- and large-scale processes and organizations. One of the possible 

solutions when you want to produce on a small scale and punctually is renting premises already 

equipped. For example, shared kitchens, technology halls of agri-food schools, or production labs not 

used during certain periods and can be loaned or rented on them. 

We will take this last example, with the punctual operation "the anti-gapsi and solidarity corner" led 

by the HTS association in 2021 as part of the Solifoodwaste project. 

Thanks to a partnership agreement, the Auchan Saint-Herblain hypermarket lent the association part 

of the bakery laboratory on Wednesday afternoons for 6 weeks. Indeed, bakers prepare and bake 

bread in the morning, the premises are only very little used in the afternoon. Two supervisors of the 

association ensured the productions and then the sale of the products, with a team of 4 to 5 TH, from 

13:30 to 17h on Wednesdays. 

 

3.1. Process for making soft cakes such as fruit muffins 
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Description of the steps: 

Bread grinding : this operation aims to transform unsold bread into bread grinding. It is carried out the 

day before production (for the sake of time; it could be carried out on the morning of production at 

the same time as the recovery of the fruit). 

Storage: Crushed bread is stored in a closed plastic box in a cold room; it is used the next day, or the 

week afterwards. 

Weighing of ingredients : this operation allows you to add the right quantities of products before mixing. 

Mixing: this step is carried out in a Kitchen'aid mixer or pastry robot and allows you to mix all the 

ingredients to form the dough. 

Molding : the dough is incorporated into silicone molds giving cakes their final shape. 

Cooking: depending on the oven, the cooking parameters are to be adjusted – about 20 min at 180°C. 

Cooling: 30 min of cooling in a cold room. 

Packaging: Cakes can be stored in closed bags, plastic or lined kraft, or in plastic boxes, or cardboard 

pastry boxes. If they are sold directly on site, no packaging is necessary. 

The products thus manufactured are stored in the cool and can be sold the same day for optimal 

freshness, their DLC will be relatively short (2 to 3 days). It is necessary to carry out a small aging test 

to validate this DLC. 
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3.2. List of necessary equipment 

It is important to know what equipment and material the structure makes available and what more 

needs to be provided to ensure production. In our example, we brought a grinder, a loaf of bread, 

silicone molds, precision scales, baking paper and our own containers. 

 

Step - equipment Visual / photo 

Bread grinding: type 1 crumbler 

 

 

 

 

 

 

 

 

 

 Mixing: VMI mixer – 60 l tank with sheet tool 

 

Or Kitchen'Aid pastry robot for very small 

volumes (2 kg of dough) 

 

 

 

 

 

 

 

 

 

 

Molding: silicone muffin molds  
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Cooking: 

- Aluminum pastry plates 

- Cooking scale 

- Rotary bakery/pastry oven 

 

 

 

 

 

 

 

 

 

 

3.3. Places used 

Auchan Saint-Herblain provided the team with a workspace in the bakery laboratory. This space 

includes 3 large stainless steel tables, to which a piece of furniture with stainless steel wheels and three 

small stainless steel shelves with wheels are added. 

The weighing of ingredients, the shaping of cookies and cakes and the demoulding are carried out in 

this space. Cooking is carried out in the rotary oven in the bakery lab as well. The kneading of the cakes 

is carried out in the VMI mixer of the pastry. The small Kitchen'aid robot from the pastry shop was also 

used for small cake productions, as well as the oven. The dive is carried out in the pastry lab.  

 

3.4. Human Resources and Organisation 

The organization of production is very particular in this context, it is necessary to adapt completely to 

the constraints of the reception structure. In our case of the corner, the recovery of unsold bread takes 

place the day before production, as well as the grinding and packaging of this bread.  

Fruitand vegetables are collected the same morning, sorted and washed at the very beginning of 

production. 

D-1: Tuesday afternoon 

Recovery of bread set aside in the morning - grinding - storage in cold room or freezing room, in 

closed plastic boxes; 

J: Wednesday afternoon 

3pm: cookies put on trays and brought for sale at the corner 

2.30pm – 3 pm: weighing of ingredients for cakes 

3pm – 3.30pm: kneading – shaping of cakes 

3.45pm – 4.05pm: cooking cakes 

4.05pm – 4.30pm: cooling of the cakes – demoulding – putting on tray 

4.30pm – 4.45pm: cleaning worktops – diving – washing of floors – storage 

4.45pm – 5.15pm: team time on the corner – tastings for customers 

5.15pm – 5.30pm: undressing TH + brief of the day + departure 

6.30pm – 7.30pm: end of sales – storage – dive – recovery of unsold products 
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4. Adaptations to PWD - examples 

At all levels of production, and depending on the nature of the workers' disability, it is necessary to 

always remember the implementation of a process adapted to the workers, with which they feel 

comfortable, but above all safe and independent. 

 

Reserve certain tasks for supervisors only 

Some difficult tasks can sometimes only be performed by workshop instructors, which must also be 

taken into account in the process and especially the temporal organization. Example: cooking (baking, 

time measurement, recording parameters, leaving the oven) is a step often managed by the monitors 

alone because it is dangerous and essential for the quality of the end product. It is often difficult for 

workers to know how to manage both the cooking time, the associated gestures and the monitoring 

of the coloring of the products. Some self-employed workers may still be upgrading their skills to learn 

how to manage this part, but they are still under the close supervision of an instructor.  

When handling dangerous or sharp objects, also pay attention to the assignment of tasks, take care 

whether the worker is alone or not. 

 

Set up templates or visuals 

During artisanal production, many tasks are manual and repetitive and often require the most identical 

gestures possible. It can be difficult for workers to repeat these tasks without a constant visual cue. 

For example, for weighing on a scale, write on a slate or sheet the weight in numbers that will be 

reached on the scale (prefer the digital display), with the right number of digits after the decimal point. 

If the scale is too precise, one or two digits can be hidden after the decimal point to make weighing 

simpler, faster and less disruptive. We can also write the weight to be reached in green, framed by the 

two minimum and maximum weights not to be exceeded in red. 

For the shaping of cookies, the use of a cookie cutter is essential to obtain a fairly constant diameter 

and thickness. Similarly, the sheets of baking paper are reused once on the other, for ecological reasons 

but also because the shape of the cookies is printed on them and allows a visual reference. 

For the counting of cookies to be crated during packaging, establish a simple rule to find your way 

around: for example make a column with all the cookies of the same line on the baking sheet, and 

repeat it for 3 columns, instead of counting one by one and having too many possible sources of 

mistakes. In the end, the monitor can recount or weigh again to check. 
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Form pairs or trinomials, write teams on a board 

The setting of teams by affinities or skills makes it possible to motivate workers, let them discuss and 

check each other. The ideal is that everyone is trained in the tasks of others and that they can turn 

regularly, to avoid repeating the same gestures for too long so that they can control kindly each other. 

Some workers may prefer to specialize and perform only one task, or their disability only allows them 

to perform certain tasks, in which case it is of course better to give them the choice to always stay in 

the same position. 

At the beginning of each production day, remember to write the teams of the day on a board, the 

workers will have a benchmark to know with who they work and that is rewarding for them. 

 

Take regular breaks 

 

Do not impose too high rates, leave a margin to its production forecasts 

Indeed, in an ESAT, workers are voluntary and are not obliged to work. It is therefore difficult to predict 

exactly how many workers there will be before the start of a production day and how the day will 

unfold. It is important to leave flexibility and a margin on the expected volumes, as monitors are not 

normally there to compensate for the work of absent people. 

Properly separate production and end-of-production cleaning 

The ideal way to properly separate production tasks and cleaning tasks 

is having a break, such long as the lunch break, in between. 

Use large slates or Véléda painting 

For example, for weighing ingredients, monitoring kneading tanks, etc., 

with the possibility of ticking off or scratching what is already done to 

identify where production is and what remains to be done. 

At the end of the day, always do a small debrief 

A common break time for everyone to express a few words about the 

feeling of the day. 

 

IMPORTANT: Each disability is unique and deserves special attention, so there are no precise rules, the 

valuable job of workshop monitors is getting to know each worker well, his or her abilities, skills and 

expectations, day after day, in order to adjust their workstations as best as possible. 
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III/ Packaging: think eco-frienldy! 

1. Package your products in bulk with returnable packaging 

The most eco-responsible packaging is obviously the one we do not throw away and we reuse. In the 

context of anti-waste food production, it is natural to turn to this type of solution and move towards 

returnable packaging, whether the deposit is free or not, which will be cleaned and put back into the 

production circuit. 

There are several types of reusable packaging, suitable for food contact, more or less suitable 

depending on the nature of the product: 

- Hard plastic box: 

The plastic used is very often PP = polypropylene (Polyethersulfone, without Bisphenol A). It is very 

resistant (cold and heat, from -40°C to +80°C), it easily cleans, lasts a very long time, not harmful to 

food and does not cost very much. 

Plastic boxes may be found in standard standard format (GN 1/1, 1/2, 1/3), which makes it possible to 

adapt to standard trolleys or shelves. Here is an example of a plastic box with a classic lid, used in 

catering or food production: 

 

 

 

 

 

 

 

The lid is equipped with a tight seal and a valve, which makes it possible to partially and manually make 

a vacuum, and to package products even liquids. 

Labels can be placed on these boxes to indicate date and batch number, or write directly with a special 

plastic felt, which can be cleaned with water. The price is about 18 € TTC for the box + lid lot, on the 

Internet. 

These boxes are well suited for products that fear contact with air and moisture in the air, including 

pastries and cookies. 

Example of the SoliFoodWaste project: 

Packaging of dry cookies in these plastic boxes (photo above), 200 cookies of 20g / box, or 140 cookies 

of 35g, with a DDM of 6 months. 
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Recycled wood beer locker 

Example of Tricentenary (Luxembourg): Circular beer 

- Returnable glass jars for ready meals 

Example of the Cuisine Pur etc. (Strasbourg) 

- Returnable glass bottles for fruit juices or soups 

Example of fruit juices Moi, Moche and Bon (Strasbourg) 

The pro of the deposit, in addition to the ecological 

aspect, is of course the savings made in the medium / long 

term thanks to the single start purchase of the packaging. 

Beware, however, of this simplistic vision, because the 

deposit actually generates additional logistics costs that 

often cancel this saving or even increase the final price of the packaging. 

As the deposit has not become customary again in most regions yet (in France in any case, check 

country by country), the organization for the collection of packaging, its cleaning and its potential 

delivery to producers is not easy to set up. If the production is carried out on a small and very small 

scale, the collection and cleaning are done by the structure itself, usually collecting the returnable 

packaging from the customer when delivering it again, and the cleaning is directly done in-house, 

integrated into the production. This additional time to devote to these tasks is then smoothed out in 

the production and delivery process. 

If production is on a medium or large scale, it becomes more complicated to manage the return of 

packaging and cleaning internally. Producers then turn to companies specializing in the collection and 

washing of packaging, this is mainly applied to glass, jars and bottles. A fixed cost is therefore to be 

taken into account in addition for the provision of services (example: the company Bout à Bout) by the 

producer, not negligible. This approach is therefore generally made by real ecological convictions.  

 

2. Packaging of products with non-returnable packaging 

-  Canister 

Metal cans are also a good solution for non-returnable packaging that can be reused directly by the 

consumer. They are more suitable for high-end products or gifts. They have the pro of being able to be 

fully customized with the colors of a brand. The disadvantage is the price, they are expensive per unit 

and require large volumes of orders to have a certain economy of scale, therefore the cost will be well 

reflected in the selling price. 

Example of the Chocolat du Coeur workshops in Tricentennaire (Luxembourg):  

Metal box for chocolate ballotins , to compose yourself.  
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- Gift or individual packaging in cellophane   

A plastic substitute can be used to replace plastic in gift wrapping or individual packaging. It is a wood 

fibre cellophane, suitable for fatty and/or soft products.  It is single-use but has the pro of being 

biodegradable and compostable, which limits its environmental impact and makes it superior to 

plastic.  Its cost is of course much higher than plastic. 

Example of the Chocolat du Cœur Tricentennaire (Luxembourg) 

Packaging of chocolate products in Natureflex cellophane bags  

 

 

• Fabric bags 

Example of a Tricentenary : 

Making fabric bags from recycled fabrics 

 
 

3.When disposable is the last solution 
 

If non-disposable solutions are not possible, either because of cost, irregularity of production or 

volumes, or customer requirements, the use of single-use plastic is sometimes unavoidable, 

particularly in the case of the biscuit and pastry industry. 

Products can be packed manually in bags, 100% plastic or a kraft-plastic mix. Plastic bags are made of 
PP (Polypropylene), a recyclable and usually recycled material. It is best to choose them completely 

transparent. 

If you want to choose a bag with an "ecological image", you can choose a mixed paper and plastic bag, 

with the highest possible % of paper, but which is not necessarily more eco-responsible (double 

material, therefore more difficult to recycle). 

The closing of the bags can either be integrated (zip or other), or require an additional accessory (string, 
label, etc.), or be done using a manual thermal sealer. On a larger scale, products can also be packaged 

automatically in flowpack machines (horizontal bagging machines) or weighing and bagging machines.  

To this type of packaging must also be added the cost of labelling, at least a label mentioning the 

compulsory information according to the INCO regulation, and the brand logo.  

Example of the SoliFoodWaste project: 

To package the cookies, certain customers (delicatessens, supermarkets) have chosen a kraft sachet 

with a polypropylene lining and a window (see photo opposite). These bags are purchased from a 
German company, they have a certificate of recyclability and the FSC and PEFC labels for the paper. For 

other customers and gift parcels, we have also chosen a 100% transparent plastic bag.  
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I/Knowing the main distribution networks and define the scope of 

sale 
 

1/Distribution methods  

 
Distribution methods correspond to the number of intermediaries solicited by companies to reach 

their customer. The set of intermediaries between the company and the customers is called the 
"distribution channel" Distribution methods take into account the business unit used.  

a) The distribution channel 

 What is a distribution channel? 
 

It corresponds to the materialization of the delivery of a good to the consumer: long channels and 
short channels and direct channels. 

 What are the different types of channels? 

• Direct channels: distribution does not involve any intermediary, consumers buy directly 

from the producer 

• Short channels: distributors use an intermediary 

• Long channels: there are several intermediaries between the producer and the 

end customer (producer, retailer, supermarket, customs officer) 
 

Why choose one  distribution channel over another?  

The choice will depend on: 

• The type of product offered for sale 

• The structure and size of the producing enterprise  

• Its business objectives 

• Its bargaining power 

•  The type of stores desired for the distribution of products 
 

Direct channel advantage: does not require any intermediary so reduces expenses and increases the  

commercial margin. 
 

Short indirect channel advantage: reduces costs by limiting intermediaries and offers control of the 
distribution channel to the producer. 
 

Advantage long indirect channel: interesting for producers to distribute their product in a large 
number of points of sale and thus increase their visibility and notoriety. 

 What are the steps to choose one distribution channel over another? 

Think about the characteristics of the product offered for sale.  Example: SoliFoodWaste cookies. 

•  Food product designed in ESAT (Establishment of health aid through work) 

•  Food product processed from unsold food (bread and grains) 

• The design of the product and its processing are carried out by two different 

organizations. There is already an intermediary between the designer and the 

manufacturer. 
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The structure and size of the company that allows production: 

Does the structure have the necessary staff to efficiently distribute the different products?  

• ESAT Sesame Services: 14 workers, 2 instructors and 1 director (for the ESAT pastry 

workshop) 

• The association Handicap Travail Solidarité (HTS) as part of the SoliFoodWaste project: 4 

employees 

Its business objectives : 

• As part of the SoliFoodWaste project, the objective is transforming as much unsold food 

as possible: the financial targets are then less important even if the association wishes to 

perpetuate the activity by making it profitable. 

• The recycling of unsold food is temporary, since it must at the same time educate the 

population about food waste.  

The type of stores desired for the distribution of products: 

• Manufactured products such as Hanzo&Zédé cookies are food obtained by mixing several 

ingredients from different producers.  

• Initial preference to sell cookies to retailers with a clientele sensitive to disability,  

professional integration and the fight against food waste. 

• Today, with the evolution of legislation, supermarkets are building a policy to fight against 

food waste. SoliFoodWaste products are therefore welcome in these supermarkets. Indeed within 

the metropolis of Nantes you can find these cookies at Auchan Saint-Herblain and Carrefour 
Beaulieu.  

 

b)  The business unit 

The business unit is the physical or virtual place where the customer has access to an offer of 

goods and/or services. 

 

Why does the consumer choose to use the physical business unit  ? 

The physical unit is chosen because it allows a sensory experience with the product. To see it, to try it, 
to touch it, to smell it, to taste it. Going to the store is also an experience appreciated by consumers. 
Otherwise most of the other reasons given relate to consumers' mistrust of products purchased online, 

be it the cost of delivery, the delivery time and the fact that the whole process is done without real 
human contact. All these criticisms of the virtual system make it possible to value the physical unity. 

 

 

1 Source: https://pascalkermarrec.com/2019/09/05/les-modes-de-distributions 

The physical business unit is a real place where the customer can purchase goods or services by 

physically moving around a point of sale. 

The virtual business unit allows the consumer to access a product without physically moving 

around the point of sale (website or catalog ...).1 
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Why does the consumer choose to use the virtual business unit? 

The virtual unit is chosen for its practicality. It allows you to devote time only to the choice of items. 
No travel time, no closing hours and the possibility of buying a variety of products from home or any 

place.  This practice avoids crowds during rush hour etc. The other winning aspect of online shopping 
is economical. Some products are offered at lower prices and the different platforms allow you to 

compare similar products. 
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2/Distribution strategies 
 

a)  Intensive distribution 

The goal of adopting a so-called intensive distribution strategy is marketing the product in as many 
business units as possible. Products targeting a wide customer base are marketed in as many business 
units as possible. Food products are often aim of this distribution strategy. The goal is being able to 

reach the consumer in any place. 

b)  Exclusive distribution 

Exclusive distribution consists of the brand marketing its products only in its own points of sale, 
physical or web, or to distributors with a condition of exclusivity. 

With this type of distribution, the brand can control the consumer's experience as well as his 
relationship with the product. In addition to controlling distribution, it collects commercial data 
through this strategy. There are many reasons why a brand uses this strategy: it can create a high-end 

atmosphere through full control of its store layout and ensure that there is no competition for the 
consumer at the point of sale. The brand can also develop a personal connection with the consumer, 
and access their data, rather than allowing the distributor to do so. 

c)  Selective distribution 

Selective distribution consists of the brand distributing its products via a network of physical or virtual 

units selected on the basis of positioning, customer experience and technical expertise of the sales 
forces. 

The reason for this choice of distribution is controlling the brand image of the product or the need to 
inform customers, which implies that the sales advisor knows the product perfectly. This distribution 
may also concern companies that have just entered the market and are starting to create distribution 

networks. 
 

d)  SoliFoodWaste's distribution strategy 

SoliFoodWaste's strategy is based on the creation of a short distribution channel. In this case the 

producer supplies the product directly to the distributor. You can find a variety of actors in this 
distribution strategy. Delis and bulk, collective catering (school canteens and company restaurants) 

and mass distribution (traditional supermarkets and organic specialty stores).  

 

What methodology? 

• Take over the existing distribution network 

• Define a typology of customers in relation to those already existing  

• Study on prospecting priorities 

• Develop a prospecting list taking into account the local aspect and by type of customer: 

supermarkets, bulk grocery stores, collective catering, customers / companies 

• According to the policy and objectives of the structure promote the distribution of this or that 

sector 

• Establish a pricing policy in relation to the typology of customers 

• Learn about customers  

• Contact customers via available digital tools and arrange appointments via a phone call 

• Agree on customer needs and then adjust production to their needs 
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What marketing channels? 

• Short circuits: bulk grocery stores, producers' stores, direct sales 

In addition to the products marketed in these points of sale, we do POS to explain our approach.  
 

• Collective catering: canteens, company restaurants.  

We take advantage of the sale of our products to carry out awareness-raising actions on anti-waste 
and disability for children and adults within these establishments. In 2020 we launched this process 
with school (primary) canteens. 

 

• Mass distribution: traditional (hyper and supermarkets) and specialized (organic stores). 

Specific approach among these "big" customers = > Get off the traditional shelves by creating specific 
"anti-waste" stands in stores.  

A team of people with disabilities workers transforms the stores' own unsold items on site, live, in front 
of customers' eyes. The stand makes it possible to explain and "dramatize" the approach, to taste the 
products, and to sell them. 

 
 

 
Figure 2 Example of an operation that will be proposed at Auchan Saint Herblain from April to June 2020 

 
We occupy a "takeaway" stand every Wednesday afternoon for 4 hours and dress this place in the 
colors of our new brand.  

This approach makes it possible to equate social, economic and environmental issues. 
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II/Building a brand strategy 
 

1/Preliminary reflection 

Analysis of the characteristics of your structure (organization, products, services, values, positioning, 

customers, competitors, market, etc.) . 

a) Organisation 

 At this stage, it is necessary to think about the structure of the organization in order to adapt its brand 

strategy to the characteristics of the structure.  An association that functions as a cooperative does not 

build its brand in the same way as a private company with a pyramidal hierarchy. Indeed, in a 

cooperative, there are many more decision-makers and decisions are taken jointly.  The brand must 

therefore be built through joint reflection and represent the image of the cooperative.  The size of the  

structure must also be taken into account, whether in the brand image or in the working capacity of 

the structure to build its brand strategy. 

b) Products 

Reflection on the products that the organization wishes to associate with the brand 

 

An essential issue to give coherence to the brand and the associated products is that of the common 

feature of the products. These can be a good starting point for brand creation.  Indeed, the origin of 

the products, the manufacturing method, the materials/products/ingredients used may all be common 

characteristics to be valued in the brand strategy. 

 

Example of SoliFoodWaste: 

With the Hanso & Zédé brand, all products contain ingredients from unsold food andpeople with 

disabilities participate in production. 

 

 

 

 

 

 

 

 

 

 

 

c) Services 

Reflection on the different services provided by the products 
 

A service made common to the various products can be a track to be valued in the brand strategy. 
However, the structure has several possibilities to distribute its products. Depending on whether they 

are made available online, in store or as a donation in premises, the structure does not offer the same 
service to these customers: 

The brand is used for all products made from bread, drèches, fruit and vegetables.  
It must therefore be adapted to sweet and savory products, and lend itself to different times of 

consumption (breakfast, dessert, snack, aperitif) 
Example of products envisaged: cookies, granola, aperitif cookies, jams, compotes, smoothies, fruit 
candies ... 

The first products to bear the new brand are: 

✓ Cookies 

✓ Compotes 

✓ Jams  
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- For online sales there is an online catalog allowing the customers not to have to move 

- In store customer benefit from the purchase of the product but also from the shopping activity 

- In the case of the donation customers benefit from the acquisition of a product "free of charge" 

and the frequentation of a social space 

 

These different types of services can also be taken into account to build your branding. Example: 
SoliFoodWaste offers its products in food stores and in mass distribution, customers, by going to buy 
cookies in store, can also enjoy a shopping activity.  

d) Securities 

Think about the values conveyed by your brand 

They differ according to the activity. They correspond to the moral and societal principles to which the 

institution is structured and evolves. They make it possible to create a real corporate culture with 
employees, volunteers, trainees, etc ... If they have not been really established by the structure yet, 
consider co-building them with all the teams. The  key values of the  Solifoodwaste project are: 

- GLUTTONY: the sector concerned by the Solifoodwaste project is predominantly sweet food 

and therefore it is pleasure above all. If consumers are not attracted by the "Miam-appeal" of 

the product he will not be interested in the story behind it.  

- The social commitment HANDI-SOLIDAIRE: recipes are made by workers with disabilities, this 

must be clearly identifiable. 

- The anti-WASTE ecological commitment: the approach makes it possible to fight against food 

waste and to save bread, fruits and vegetables destined for the trash. 

 

e) Objectives: 

Define the different objectives of your brand 

 

• Positioning according to the target audience: 

- View discussion forums related to the activity you want to create 

- Consult the networks used by the target audience  

- The positioning of a brand corresponds to the way the public perceives it. This positioning 

depends on the price and characteristics of the product or service. It is therefore necessary to 

think about the target audience(s) of the proposed product.  

• Customers: they are the actors who will buy the proposed product. You need the audience that the 

products offered can please.  

• Example of SFW :families with young children who want to consume better and are asking further 

and further questions about their diet. They are not militant or 100% green but try to act at their level 

and limit their footprint. They want to know the history of a product before buying it : where does it 

come from? By who and how was it made? What exactly is it made of? 
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2/Creation of the brand image  
 

a) The brand history 
Brand history or storytelling is a way to define the specificities and key values of a brand.  The story 

must speak to the target market, and that same audience must adhere to the values expressed by the 

brand. 

Why does the structure exist? 

In this first step it is necessary to identify the different elements that led the product or service to be 
created.  

Example Handicap Travail Solidarité: the association has been working since its creation to promote 
the professional integration of people with disabilities. It built projects around this first mission. The 
SoliFoodWaste project includes an extra mission: fighting against food waste. These two missions will 

be built around the Hanso & Zédé brand. 

What is its mission? 

It is necessary to identify the missions accomplished by the goods or services of the company. What 
needs does the product meet, what are its goals?  

 
Example: products under the Hanso & Zédé brand aim to raise awareness of disability and food waste. 

This mission involves the development of recipes, the production and distribution of products to as 
many actors as possible (especially in extracurricular environments to raise awareness from an early 
age).  
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How does it contribute to building a better world?  

 

We must insist here on the issues and challenges to which the brand responds. You have to tell a story.  
 

Example SolifoodWaste: the project makes it possible to participate in the reduction of unemployment 
among people with disabilities, which is twice as high as the national average.  
 

It also allows people with disabilities to work in a workshop participating in current environmental 
challenges through the fight against food waste: each French person throws away 7 kilos of uneaten 
and still packaged food per year, and nearly 20kg/inhabitant/year if we add the remains of meals, 

damaged fruit and vegetables. Food waste thus represents – without accounting for the losses of 
agricultural production – more than 10 million tons of food. The brand makes it possible to market 

products from unsold food, to fight against this aberration and at the same time to participate in the 
processing of food on a local scale.  
 

The benefits of the products offered by SoliFoodWaste can be summarized as follows:  
 

 

b)  Search for differentiation through the concept 

"The differentiation strategy brings together strategies whose objective is to obtain a value 

perceived as higher than that of its competitors" (J.C Mathé, 2001). 

 According to Jean-Charles Mathé, there are several differentiation strategies: 

- Differentiation through sophistication, which consists of offering a set of products or 

services whose perceived value is greater than the value of competitors' products/services.  

The additional cost of this offer, which is characterized by a higher quality effort, will then 

justify a higher price. 

- Differentiation by purification, which consists in looking for the simplest product and often 

at a lower cost due to this simplification. 
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- Differentiation by specialization, which consists of looking for a specific market segment,  
i.e. which is delimited in terms of purchasing behavior, in geographical terms or both.  

- Differentiation by time : it is a question of differentiating oneself by playing on time.  

- Brand reference, which obliges the company to carry out research and development in 

order to guarantee a certain level of quality to customers. The use of this resource gives an 

identity to the company's products but also requires a large communication budget.  

 

As part of this training, we are essentially looking to achieve differentiation by the product:  

• At the level of form.  The brand can play on the shape of the food product by giving it a shape that 

corresponds to nutritional standards, to satisfaction.  

• Offer features tailored to the needs of consumers, asking the following questions: 
 

o What do consumers like or dislike about this product? 

o What other features of the product might appeal to consumers? 

o How much would they be willing to pay for each of them? 

o We are considering 3 improvements, what do you think about them? 

o Would you be willing to pay for these improvements and how much? 

 

• For most products, it is also possible to consider different levels of performance. Performance 

corresponds to a level of results obtained with the features of the product. Here it will not be a 

question of valuing the technical attributes of the product but the results that customers can expect 

from it. 

• Compliance with the specifications sold is also an element of differentiation. When buying a German 

car (Volkswagen, Mercedes, Audi),"  there are possibilities that the car will have a level of quality that 

corresponds to the promises of sale. 

• Durability refers to the lifespan of a product. For a food product it is the use-by date (DLC) and the 

date of minimum durability (DDM). 

• Reliability ties in with the notion of quality. It defines the probability for a product to operate without 

failure for a given period of time. This is often what is mentioned about Michelin tires  for example, or 

washing machines from major brands like Brandt. 

• Design refers to the outward appearance of the product and the aesthetic emotions it engenders. A 

good design in accordance with the values of the brand makes it possible to differentiate oneself. The 

design aspect is often to be worked on in the packaging of food products (kraft paper for Hanso and 

Zédé cookies). 

 
 

What are the differentiating points of Hanso&Zédé cookies?  

- The form:  Hanso&Zédé brand cookies have a shape corresponding to the standards of other cookies 

on the market. The shape of the packaging depends on the delivered customer and their expectations.  

- Features: What do consumers like or dislike about this product? The taste, the crispiness, the ease 

of taking it in hand and tasting it. The fact that it is produced from unsold food and contributes to the 

professional integration of people with disabilities. However, other characteristics can displease such 

as the stains that can produce on the hands chocolate chips or crumbs decomposing at the time of 

tasting.  

1°) The elements creating values for customers: a gourmet taste, a crispy texture, an environmentally 
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responsible product, a product participating in inclusion through the work of PSH, a product easy to 
taste, easy to transport, sustainable, made from unsold food, locally manufactured (Crego, 1994) 
 

2°) The different elements classified into 4 categories: 

- Basics: A gourmet taste, a crispy texture 

- Expected: An easy product to taste and easy to transport 
- Desired: A sustainable product, an environmentally responsible product, a locally manufactured 
product 

- Unexpected: a product made from unsold food, a product participating in inclusion through work in 

PSH. 

3°) The configuration of the elements composing the offer to have a significant competitive advantage.  
 

The elements making it possible to build a significant competitive advantage vis-à-vis the cookie 
market are the ones classified in the unexpected category: a product made from unsold food, a product 
participating in inclusion through the work of PSH. But also in the desired category: an environmentally 

responsible product, a locally manufactured product.  
 
After analyzing the market, customers, competitors, it is necessary to differentiate the products of the 

brand from that of others.  
 

Example SoliFoodWaste: Products from unsold food processed by people with disabilities, making it 
possible to raise awareness among populations from an early age about people with disabilities 
solidarity and anti-waste. 

 

3/Branding and brand life  

a) Creating the name 

Once the previous steps are completed, it becomes easier to create a brand name tailored to the 
company's goals and values. Here is a reminder of the different characteristics to take into account:  

- Make a synthesis on the identity of the company: values, missions, vision, target audience  

- Make a mind map on the universe of the brand: history, competitors, partners, market 

- Produce a summary table showing the differences between the proposed product and that of 

competitors  

- Brainstorm on the possible variations of the brand: the logo, the slogan, the catchy phrases.  

 The following measures are proposed by the government (source: economie.gouv.fr): 

• Brief : The name can be developed internally (brainstorming, call for papers, etc.) or by an agency. In 

any case, it is essential to define your needs (universe of evocation, language, brand architecture, etc.) 

• Determine the goods and/or services covered by the trademark registration.  It is up to you to 

determine precisely which products and/or services you want to use your trademark for. The 

protection obtained will depend solely on the products and/or services mentioned in the deposit. So 

take your time to formalize your needs. 

• Name selection: The selection is made according to a funnel logic to arrive at a "short list" of some 

relevant names until reaching the final choice after legal checks 

• Legal checks: Verify that the name can be a valid trademark (lawful, distinctive and available).  

Remember to reserve the relevant domain name(s). Before registering your trademark, you must make 
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sure that the sign you have chosen is available.  Generally speaking, a trademark is available when it 

does not reproduce or imitate a sign that has an earlier right for goods or services, or activities that 
would be identical or similar to yours. 

 
Example of SolifoodWaste: 

We wanted a brand name embodying the 2 aspects of the project: handi-solidaire and anti-waste. 
After testing 20 brand names with 50 respondents, then the 5 favorite names with a panel of 30 

consumers representative of the target, we chose the name: 

 

 

 

 

 

 

b) Creation the visual identity  
 
It takes place in 3 stages: 22 

• Brief (Specifications): The visual identity (logo and graphic charter) can be developed internally or by 

an agency. As for the name, it is essential to frame the approach 

• Selection of the visual identity : Beyond the purely aesthetic aspect, the visual identity chosen must 

be consistent with the defined strategy 

• Legal checks: Ensure the assignment of copyright in the visual identity. Verify that the whole 

(name/visual identity) can constitute a valid trademark 

 
Example of Solifoodwaste:  
 

Bief: The creative idea  
We want to embody this brand name through 2 illustrated characters.  

These are present on the logo and declined on our various communication media (packaging, print,  
web ...).  They are also our "mascots" during our awareness and animation operations. We also imagine 
bringing them to life in small videos. 

One character called HANSO and the other ZÉDÉ. 
 

Desired creative tracks 
We want to test 2 different creative tracks, around these characters: 
 

Track 1: HUMAN characters 
Each character embodies a key value of the project: 

• 1 female character: "Hanso" = > character raising awareness about disability.  

Avoid falling into the "clichés" about disability = do not make a character in a wheelchair, especially 

since the majority of people with disabilities workers who accompany us on the project have mental 
and psychic disabilities, which are therefore not seen. 
 

• 1 male character: "Zédé" = > character raising awareness about anti-waste and zero waste 

 

 

 
22 spring : economie.gouv.fr 

Hanso & Zédé 
"Handi-solidaire & Zero Waste" 
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Typical European characters 
Rather 2 adults "without age" because they will give advice / raise awareness so they must have 
experience themselves 

Fun / playful characters 
We want these characters to have a clearly identifiable outfit (or a specific accessory of the outfit) that 

we can wear on our animation and awareness stands. Not necessarily the same outfit between the 2 
characters. The idea is that consumers quickly understand the visual link between the outfit and/or 
accessories of the teams (people with disabilities workers and volunteers) and the characters of the logo.  

 
Track 2: FOOD characters 
The characters embody the products that we "save" with our valorization project: 

• 1 character typed PAIN, rather baguette 

• 1 character typed FRUIT. FYI, the fruit we "save" the most from the trash are: banana, kiwi, red fruits 

(depending on the season). 

Personify this food, create a face for them with emotions that can be varied. 
Common to the 2 tracks: 

✓ Have a differentiating and clearly identifiable graphic treatise.  "Remarkable" visual codes  

✓  Simple graphics 

✓ Avoid treaties that are too childish = > they must be understood by parents + children 

✓ Possibility of having a visual universe 100% illustrated, or that mixes photo and illustration 

 

 

Global Universe  

• Colorful 

• Fresh  

• Pep's! 

• Modern 

Work required: 

 
 
Logo with characters 

▪  Tailor-made creation 
▪ Proposals (3 to 5)  
▪ Changes (up to 5)  

▪ Availability HD formats pdf, jpeg, png + source files 
▪ Provision of a user guide 

 
Graphic charter including user guide 
▪ Tailor-made creation of the charter (typo, colors and graphic elements) 

▪ Proposals (2 to 3)  
▪ Changes (up to 5)  

▪ Provision of a user guide 
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Illustration kit 

▪ Creation of a turnkey kit so that we can reuse and "live" the characters afterwards on our different 

supports autonomously = > declination of the 2 characters with different positions and emotions. From 

5 to 10 simple illustrations of each character. 

 
Assignment of rights of use and adaptation 

▪ Total assignment = > HTS is 100% owner of the creations, without time limit and without geographical 

limit. 

 

c) Registration and trademark procedure 

It takes place in 3 stages: (source: economie.gouv.fr) 

• Filing formalities: Proceed to the filing of the trademark with the relevant industrial property offices 

according to the defined geographical perimeter (INPI in France; EUIPO for the European Union; etc.) 

• Deployment of the brand: Once the filing formalities have been completed, it is possible to start 

communicating about the brand and "bringing it to life" 

• Monitoring and defense of the trademark: The registration is not an end in itself. An active approach 

to monitoring and defending the brand must be implemented in order to guarantee its sustainability 
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III/Communicating on anti-waste and handi-solidarity 
 

Here it is necessary to differentiate brand communication from marketing itself. The purpose of 
marketing is to increase the number of customers for a product. A communication strategy on the 
recovery of unsold food and handi-solidarity makes it possible to achieve this objective but also 

responds to a broader societal need. 
 

a) Define the objectives of your communication strategy 
 

           What are the different types of goals? 

• Cognitive targets: 

o Make know the structure, services and/or products 

o Awareness of the existence of the product 

• Emotional goals  : 

o Make people love the structure, services and/or products 

o Effect on the image 

• The  conative targets: 

o Conviction (intention to purchase) 

• Notoriety23 

To these elements related to a product can be added specific targets on the anti-waste topics and the 
integration of people with disabilities. It is then a matter of conveying a message and contributing to 

changing perceptions and practices.  

Example of SoliFoodWaste: 

• Inform on the extent of food waste (see module 1) 

• Provide information on the difficulties of professional integration of people with disabilities  

• Contribute to improving the ecological transition 

• Developing the civic-mindedness of the younger generations  

• Inform to duplicate the template. 

To develop a communication strategy, the aim of the communication strategy has to meet the criteria 
of the SMART method: 

• Specific: relate to a specific and clearly defined element  

• Measurable: this goal has to be quantifiable to be achieved 

• Achievable: it must be within the reach of financial and human resources  

• Realistic: if the goal is achievable, it must still be relevant to your situation  

• Temporally defined: importance of setting a deadline to be tangible. 

 

b) Identifying and understanding your target 

The target in a communication strategy corresponds to the audience most likely to be interested in the 

product. However, it must be understood and defined by being as precise as possible: gender, age, 
profession, geographical area, standard of living, lifestyle, values, media it consumes, etc.  

 
Example of the communication strategy of the European project Solifoodwaste: 

 
23 Spring: https://moodle.luniversitenumerique.fr/mod/book/view.php?id=3339&chapterid=563 

 

https://moodle.luniversitenumerique.fr/mod/book/view.php?id=3339&chapterid=563
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Communication flyer on the SFW project and Hanso & Zédé anti-waste cookies –Internal face 

 
Targeted stakeholders: 
 

1. European project partners and HTS SFW team 

2. Financial partners 

3. Specialized networks 

4. School audiences 

5. Public opinion 

The identification and prioritization of stakeholders makes it possible to adapt the choice of tools to 

the target group.  
 

 

c) The different tools 

The diversity of tools is important.  

Here are the tools used by SoliFoodWaste:  
 
Communication materials for stakeholders and the general public  

• Communication materials (brochures, kakemono, flyer ...) in order to present the project to the 

customers of the pilot site and to the stakeholders contacted (update of the latter as soon as significant 

results are available). 

Below is the Hanso & Zédé sales flyer to present the brand, the range of cookies, the project and 
concept, the workers, the upcoming novelties, with a sales contact on the back.  
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Figure 4 Kakemono on the core values of 
Hanso and Zédé 

 

Figure 3 Kakémono on the presence of the 

anti-waste brigade 

 
 

                   Figure 3 Flyers unveiling the recipe for Hanso and Zédé cookies 
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Front panel bag of 8 nugget cookies for the GMS Back side bag of 8 nugget cookies for the GMS 

 
 

Packaging des produits en sachets : étiquettes imprimées réalisées par un graphiste, avec le logo de la 

marque et plusieurs termes de communication pour « expliquer/représenter » le produit aux 
consommateurs : choix des mots « invendu » ou « revalorisé », dessins de la flèche verte pour 

représenter l’économie circulaire et le recyclage, choix d’un vrai visage d’une personne en situation de 
handicap pour représenter le handicap. L’étiquette de la face arrière nous permet également d’avoir 
la place de mettre un texte plus exhaustif expliquant l’histoire de la fabrication des cookies.  

 
 
 

Example of cookie bags for the GMS : 
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Biannual newsletter on 

feedback from SFW project 

activities 

                  Semi-annual newsletters, internal and external press releases. 
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• Final SFW solution presentation brochures in English and French.  

• Film presenting the environmental issues and the main stages of the project, but also its  
              results, its recovery process and its operations 

 

 
 

• Bulletin board in the proximity of the large-scale pilote site to inform the public of the progress 

of the LIFE-funded project. 

• Layman Report 

 

Conferences / Fairs / Séminares 

• Participation in seminaires / fairs / conferences to disseminate the results to experts of the domain   
        (HTS & UA) 

 
• Final conference on the SFW project in Brusselsfor project stakeholders, partners and representatives  
         of network of structures for people with disabilities in the French and European (PLS) levels 

 

Awareness of young audiences (target)  

• Organization of awareness-raising in schools and reception centers for young people 
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                   Brochure presenting the SoliFoodWaste awareness offer including the objectives, the target group and the proposed tools  

 

The tools used by Tricentenary: 
La Circulaire beer highlights in the design of the product and in its image different values: 

• Provide meaningful work to people with disabilities by manufacturing and marketing quality 

products 

• The circular economy, "zero waste": use of unsold bread dried by solar oven and then crushed to 

supply 30% of raw materials. The leftovers of the vats, the pitch, will be transformed either into 

compost in order to grow mushrooms that will be served on toast in the brewery, or as an aperitif  

biscuit, or to feed livestock in the neighboring meadows. 
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• The current bottles are made of recyclable glass, as is the case for the other beers of the Simon 

brewery. When we produce it ourselves, we will certainly choose for washable bottles, in order to give 

manual work to our employees with disabilities. 

• Intergenerational, "living together": maintaining a social link in the village and offering a meeting 

place for young and old, with brewery, catering, bowling, playground or provision of spaces for family 

or business events... 

• Tourism, soft mobility: a bicycle repair and maintenance workshop near the bike path.  

• Promote customer relations: "customer experience", create meeting spaces with workers with 

disabilities (e.g. chocolate product creation workshop, workshop visit workshops, tasting ...)  

• Use of different communication tools: social networks (e.g. contests, advertising),  
Advertorial, press (newspaper articles, radio report), participation in local markets, ...  

 

 
Photo of the packaging of the beer La Circulaire de Tricentenaire 

 

 
 

Bibliography 
           Crego, E. T. (1994). Customer-Centered Reengineering: Remapping for Total. 
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Conclusion 

 
After using the three training modules and forewords, we suggest that you try to evaluate which of 
the key strategies and concepts could be applicable in your structure.  
 

This is a  guideline for this: 
 

• How to recognize possible unsold food and manage a food processing property? 

• How to respect the traceability and hygiene of EU legislation? 

• How to promote the social inclusion of PESH in the transformation process?  

• How to develop the technical skills of operators to transform unsold products into final value-  
       added products  ?  

• How to build an approach to be able to market, distribute and sell anti-waste and handi-solidarity  

       products? 

• How to build a successful brand (including its registration and communication)? 
 

 
We believe that this training module will allow you to: 

 
- Meeting the goals of the UN's 2030 Agenda 
- Working in a sustainable and inclusive  structure 

- Be competitive on the labour market and in your structure 
- Developing new opportunities for employees with disabilities 
-  Contribute to the fight against food waste 

-  Participate in the social and solidarity economy and the circular economy of your area 
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Appendix B (Transformation) 
 

Appendix 1 
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Appendix 4 
 

Crumbler 1 
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Crumbler 2  
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     Technical characteristics 

• Adhesive tape width: 50 mm 

• Dimensions: L1421 x W915 x H1500 mm 

• Motor power: 450W 

• Weight: 131 kg 

• Semi-automatic tape machine 

• Triggering strapping automatically or manually 

• Side drive strips 

• Quick and easy adjustment of the height and width of the bodies by crank 

• Introduction and folding of manually made flaps 

• Top and bottom adhesive tape removal 

• Equipped with conveyors and four swivel wheels with brake as standard 

PRODUCT DESCRIPTION 
Cardboard tape machine, cardboard closer with side drive  
This tape machine is semi-automatic thanks to side drive strips. It comes with standard conveyors. 

Professional adhesive laying machine with side drive. 

- Semi-automatic tape machine- Triggering of strapping automatically or manually- Side drive strips- Simple and 

quick adjustment in height and width of crank boxes- Introduction and folding of manually made flaps- Removal of 

upper and lower adhesive tape- Equipped as standard with conveyors and four swivel wheels with brake 

https://www.ops.fr/p-2133-fermeuse-de-carton.html 
 

 
 

 
 
 

 
 
 

 
 

 
 

 

https://www.ops.fr/p-2133-fermeuse-de-carton.html
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