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PREFACE
Small Change
Big Difference
The Small Change Big Difference campaign
is part of a wider project called TRiFOCAL
London – transforming city food habits for
LIFE1. It’s an innovative pilot campaign
bringing together numerous stakeholders
to encourage Londoners to change their
behaviour in relation to the way they shop,
prepare, store, eat and dispose of food. Lots
of fantastic activities are happening between
October 2017 and March 2019 to raise
awareness of three integrated food messages:

1. TRiFOCAL is funded by the LIFE Programme of the European
Union. The project partners for TRiFOCAL are WRAP, LWARB
and Groundwork London.





Healthy and sustainable eating
Preventing household food waste
Recycling inedible food waste

The goal is to reach people at different
touchpoints in their day and across different
areas of their life to prompt changes in
behaviour at the moments when they are
most receptive. A big part of most people’s
day is spent at work, so engaging people in
the workplace is a priority for the TRiFOCAL
partners and we want to help businesses to
get involved.

Through the Small Change Big Difference
campaign, everyone will learn about how
to eat more healthily, make the most of
the food they buy and reduce the amount
they waste – both at work and at home.
There is a detailed chapter in this Guide
that provides information about the focus
themes, messages of the campaign and the
Small Changes that individuals can take
to make a Big Difference. There is also a
campaign website where you can find lots
more hints, tips and information.
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This Guide has been created to make it easy
for businesses to engage their employees in
the Small Change Big Difference campaign.
Tools, templates and messages are provided so
that you can design a bespoke campaign that
is right for your organisation and its staff.
The Guide is aimed at anyone
working in a company
who wants to make
a Big Difference by
running an internal staff
awareness campaign that
challenges colleagues to
make Small Changes to
their everyday food habits at
work and at home.
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GUIDE

Why engage staff
in Small Change
Big Difference in
the workplace?
Small Change Big Difference has benefits
for employers and employees. It can help
companies reduce their overall waste (thereby
saving money) and work towards achieving
Corporate Social Responsibility goals.
Most employees will eat at least one meal at
work during their working day. Often, we get
into habits that mean we aren’t eating as well
as we could and ‘eating on the go’ means we
generate more waste, including food.
Wasted food is a major contributor to climate
change and can be a huge financial cost – an
average family can save as much as £70 each
month by reducing their food waste. Throwing
away good food is also a huge waste of energy
and water that are used in the production,
transportation and storage of food.
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TO USE
S
I
H
T
GUIDE
This Guide has been designed to be easy to
use and navigate. Simply click on the contents
page to take you through to the section you
want or click on the underlined links to access
our resources and tools.
Colour coding has been used so you can easily
navigate between the core food themes of the
campaign.

At a glance:
how to build your campaign

1
STEP 2
STEP

3
STEP 4
STEP 5
STEP 6
STEP 7
STEP

Understanding the Small Change Big Difference
campaign themes, messages and actions

Gaining internal buy-in and budget for running a
Small Change Big Difference campaign for employees

Planning your Small Change Big Difference campaign

Developing the internal communications plan for your
Small Change Big Difference campaign

Delivering your Small Change Big Difference campaign

Evaluating the campaign and measuring success

Adding your campaign feedback and successes
to the London TRiFOCAL movement
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STEP 1

Understanding the
Small Change Big
Difference campaign
themes, messages
and actions
The campaign has three main themes.
Each has one or two key messages that
incorporate several example actions.

THEMES AND KEY MESSAGES
THEME 1

THEME 2

THEME 3

Good for you,
good for the planet

Buy what you need,
eat what you buy

Food recycling?
Make it your norm

Go meat free one
day a week

Toast bread
straight from the
freezer

Recycle your
banana skins

It’s up to you and your business to decide
which themes you would like to focus on:
you may want to tackle one at a time or pick
those most relevant to your company. There is
more detail in this section about each theme
including facts, employee actions to promote
during your campaign and FAQs.
People respond well to competitions and
challenges – they’re engaging and can
capture the imagination. Setting a challenge
encourages people to move from good
intention to taking action.
Some may give it a go for the
first time and others might try
a bit harder to do something
they already do. Having a
competitive element
appeals to some people
and can generate a good
story for internal
communications.

Recycle your
potato peel
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THEME 1
Good for you,
good for the planet
Message:
Go meat free one day a week

ACTIONS
For the workplace

For home

Have a meat free lunch day once a week.

Go meat free one day every week.

Encourage colleagues to choose or make a meat
free lunch and share their hints and tips on going
meat free with their colleagues.

Key facts:

Encourage staff to take a picture of the meat free
lunch they bring into work and vote on the tastiest
looking lunch.

• If everyone in London went meat free for one

Have a vegetarian recipe sharing event.

Try a new vegetarian recipe.

If you have a staff restaurant, ask the catering
provider to introduce more meat free dishes and
to join you on your meat free lunch day.

Tinned beans and pulses are an invaluable
addition to the store-cupboard. They’re relatively
cheap and are easy to use – just give them a rinse
before adding them to your dish.

day every week, we could reduce harmful
greenhouse gases by more than 450,000
tonnes a year.

• Beans, pulses, fruit and vegetables require

less intensive farming to produce, generally
have a lower water footprint than animal
products and keep our hearts ticking over.

• Vegetables, beans and lentils are packed full
of vitamins, minerals and fibre and they’re
a low-fat source of protein, making them a
great alternative to meat.

• Beans and pulses count towards your 5 a day.
• Beans, pulses, fruit and vegetables can also
be used to bulk out meat dishes, meaning
that you can reduce the amount of meat
required or make the meal stretch further.

Stock up on store cupboard basics such as tins
of kidney beans, black beans or chick peas. Try
using half the quantity of mince you’d usually use
in a chilli and add an extra tin of beans or carrots
instead. Alternatively, use them to stretch leftovers
to create new meals; a leftover Bolognese quickly
becomes chilli if you add beans and some spices.
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FAQs
Why should I eat less meat?
Going meat free once a week can help reduce
your carbon footprint and save precious
resources such as water and fossil fuels.
We eat meat to get essential protein into
our diet, but lots of other foods such as dairy
products, beans, pulses and vegetables have
plenty of protein in them too.

Why do beans and pulses use fewer
resources than meat?
Pulses and lentils are the ripe edible seeds that
grow in a pod. Farmers can produce them in
large quantities. Animals need much more
water and energy to grow before they become
your food.

How should I store my fruit and veg?
For freshness and quality, most fruit and
vegetables keep best in the fridge (except for
bananas, pineapples, potatoes and onions).
Keeping them in the fridge in a loosely
tied plastic bag will help stop them
shrivelling up. If you don’t like to eat
your fruit when it’s cold you can add
small amounts to the fruit bowl to
bring it to room temperature
before eating.

How do I use dried beans and pulses?
Dried beans, pulses and lentils have a long
shelf life, usually up to a year, but once
opened, keep the packet or bag in an airtight
container in a cool, dark and dry place.
However, bear in mind that the older they are,
the harder they tend to become, so you may
need to cook them for longer.
Most dried beans and pulses, unlike lentils
and split peas, require soaking in cold water.
As well as starting the rehydration process,
this helps to eliminate any impurities that can
make them difficult to digest.

Be sure to follow the instructions on the packet.
Make sure you boil all kidney and soya beans
vigorously for 10 minutes at the beginning
of cooking to destroy any toxins. As you cook
beans, a white foam often floats to the surface;
skim this off with a slotted spoon.
Do not add salt until the end of cooking as
salt has a hardening effect: it toughens the
skin and stops the inside from becoming
tender. Once cooked, beans, pulses and
lentils keep well for a couple of days in the
fridge in a covered container. Reheat well
before eating. Freeze cooked beans in small
portions in firm containers. Fill to one or two
inches from the top, making sure the beans
are covered with liquid or sauce (if applicable)
so they won’t dry out. Cooked beans will keep
in the freezer for 2–3 months. When you come
to use them, thaw them out slowly to retain
their shape
If using tinned beans or lentils, drain and
rinse thoroughly in cold water before using.
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Other resources of interest
TRiFOCAL has developed a resource pack on
healthy sustainable eating to accompany
Your Business is Food, Don’t Throw it
Away. It contains guidance and a suite of
options for incorporating healthy sustainable
eating concepts in hospitality and food service
businesses: https://resources.trifocal.eu.com/
ybif-healthy-sustainable-eating
The NHS Eatwell Guide shows how much of
what we eat overall should come from each
food group to achieve a healthy, balanced diet.
You don’t need to achieve this balance with
every meal but try to get the balance right over
a day or even a week: www.nhs.uk/Livewell/
Goodfood/Pages/the-eatwell-guide.aspx
Meat Free Monday is a not-for-profit
campaign that aims to raise awareness of the
detrimental environmental impact of eating
meat, and to encourage people to help slow
climate change, preserve precious natural
resources and improve their health by having
at least one meat free day each week:
www.meatfreemondays.com

Sustain advocates food and agriculture
policies and practices that enhance the health
and welfare of people and animals, improve
the working and living environment, promote
equity and enrich society and culture:
www.sustainweb.org

an evidence-driven approach. It makes a series
of suggestions to adjust the choice architecture
in food settings to support customers to make
healthier choices: www.compass-group.
co.uk/media/2843/designed-with-healthin-mind-may-2017.pdf

The Food Foundation provides advice on
how to get more vegetables into meals.
Their document Veg Facts includes statistics
about veg consumption and production
in the UK. It sets out the challenge for the
Peas Please project, which aims to tackle
the supply-side barriers to veg consumption:
www.foodfoundation.org.uk/wp-content/
uploads/2016/11/FF-Veg-Doc-V5.pdf

Healthier Catering Guidance for Different
Types of Businesses – Tips on providing
and promoting healthier food and drink
for children and families was produced
by Public Health England and gives tips
on providing healthier food and beverages
to children and families: www.gov.uk/
government/uploads/system/uploads/
attachment_data/file/604934/Healthier_
catering_guidance_for_different_types_of_
businesses.pdf

Veg Made Good is a handy guide developed
by the Sustainable Restaurant Association
to demonstrate how to get two portions of veg
included in every kid’s meal:
www.foodfoundation.org.uk/?dl=4809
Designed with Health in Mind - A
psychological approach to helping
consumers make healthier choices in
foodservice was produced by Compass
Group and Footprint Intelligence and takes

The Nutrition Guide for Catering
Managers and Chefs was developed by the
British Hospitality Association and provides
tips for improving healthy choices and legal
compliance: www.bha.org.uk/nutritionguide-catering-managers-chef
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THEME 2
Buy what you need,
eat what you buy
Message:

ACTIONS
For the workplace

For home

Have a bake off! Ask staff to make a bread-based
dish to share with colleagues! The best one wins
a prize.

When you get your bread home from the shops,
store it in the freezer.

Have a tastiest toast competition! Staff are
challenged to come up with the most delicious
topping for their toast – they submit a photo
and the best one wins a prize. Here are some
ideas to get people thinking:
www.lovefoodhatewaste.com/toast

Experiment with new, tasty toast toppers – here
are some ideas to get you started:
www.lovefoodhatewaste.com/toast

Ask the staff restaurant to add some exciting and
different bread-based dishes to their menu.

You don’t need a pizza base to make a pizza. Pizza
can be made with all sorts of breads. For example,
baguettes can be sliced and spread with green
pesto mixed with tomato puree and then sprinkled
with leftover grated cheese, plus any other leftovers
from the fridge or freezer. Pop in the oven on
180°C/350°F/Gas mark 4 for 10 mins or until the
cheese has melted and become lightly browned.

Toast bread straight from the freezer

Key facts:

• The equivalent of 20 million slices of bread

are thrown away in the UK every day and 2.6
million slices get binned in London every day!

• The average person in the UK throws out
around half a loaf of bread every month.

• Bread freezes perfectly well and you can toast
it straight from the freezer.

• Toast makes an excellent base for a meal –
there is no limit to the number of delicious
toppings you can add – a perfect speedy
meal for those with no time!

You can toast sliced bread straight from the
freezer. If you want to use it for sandwiches,
remove individual slices and stand them on a
bread board or put them in a lunch box; they’ll
defrost within an hour.
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FAQs
Can I freeze bread?
Yes! Consider freezing some of your bread
or rolls either on the day you buy them or at
any time up to the best before date. Separate
the rolls first so that you can take out one at
a time. To make it easier to separate frozen
slices of bread, bang your fresh loaf on a work
surface before you put it in the freezer. Did you
know you can toast bread straight from the
freezer?

My bread goes stale quickly –
what should I do?
Store it in a freezer. If you don’t
have a freezer or plan to eat your
bread quickly, store it in a cool, dark
and dry place such as a bread bin or
cupboard. Once a loaf is opened, fold
the wrapper under the loaf, re-tie it
with the ‘best before’ tag or use a
bag clip. Keep the end crust in place
on top of the loaf slices to keep the
next slice fresh. Clean your bread
bin or cupboard regularly to get
rid of mould spores.
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Other resources of interest
Find out how to reduce food waste in a
catering business with Your Business is Food;
don’t throw it away: https://partners.wrap.
org.uk/collections/176
Love Food Hate Waste is the national
campaign for food waste prevention:
www.lovefoodhatewaste.com
You can also sign up to the WRAP Partners
website and download free resources to help
employees to Make Toast Not Waste:
https://partners.wrap.org.uk/
assets/10715

The Love Food Hate Waste Campaign also has
a useful Guide to Running a Love Food Hate
Waste Day/ Week, which provides
lots of ideas and template resources to run
a detailed campaign to help colleagues to
reduce food waste. https://
partners.wrap.org.uk/assets/11048/
The Olio app connects people with their
neighbours and with local shops so that surplus
food and other items can be shared, not thrown
away: www.olioex.com
WRAP also leads on cross-sector working to
redistribute surplus food: www.wrap.org. uk/
content/surplus-food-redistribution-wrap%
E2%80%99s-work
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THEME 3

ACTIONS

Food recycling?
Make it your norm

For the workplace

For home

If you have food waste recycling bins in your office
and staff restaurant, remind staff to use them.

Message 1:

If you don’t already have food waste recycling
at work, investigate whether this could be
implemented; you can find guidance here:
www.wrap.org.uk/content/sme-food-waste/
recycling-guidance

Use WRAP’s handy Recycling Locator tool to
see whether a food waste collection service is
available for your home: www.recyclenow.com/
local-recycling The local council will provide free
food waste bins (caddies) to households in their
service area.

Recycling a’peel –
Recycle your banana skin

Message 2:
Recycling a’peel –
Recycle your potato peelings

Key facts:

Make signage very clear on all recycling and
waste bins. Find clear iconography here:
https://partners.wrap.org.uk/materialstream-icons

If you get a bit of residue at the bottom of your
caddy, line it with kitchen roll or newspaper;
compostable liners are also available from most
supermarkets.

• If everyone in London today recycled just

one banana skin, we could produce enough
energy to charge 16,616,738 mobile phones.

• If everyone in London recycled the peelings
from just one potato, that could be turned
into enough compost to grow 1,384,728
brand-new potatoes.

• Composting at home for just one year can
save global warming gases equivalent to
all the CO2 your kettle produces annually,
or that your washing machine produces in
three months.

Empty your food waste bin (caddy) every few
days, even if it’s not full. Swill it under the tap to
rinse out any residue and start again. This helps
keep down smells.

Weigh your food waste recycling and regular
waste and challenge the teams to recycle food
waste correctly.

Check that you’re recycling everything you can in
your food waste recycling service:
www.recyclenow.com/recycling-knowledge/
food-recycling
If you have a garden, buy a compost bin from
your local council or DIY store. Find out what and
how to compost: www.recyclenow.com/reducewaste/composting/making-compost
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FAQs
What happens to the food after it is
collected for recycling?
The collected food waste can be treated in
several ways. In some areas (where food
and garden waste are mixed together),
it is often commercially composted at a
local facility. This compost is then used in
agriculture, landscaping and horticulture.
Where food waste is collected separately,
it is usually treated using a method called
anaerobic digestion, which produces green
electricity and is put back into the grid. Find
out more about food waste recycling here:
www.recyclenow.com/recyclingknowledge/food-recycling

Why should I compost at home?
Composting is an inexpensive, natural process
that transforms your kitchen and garden waste
into a valuable and nutrient-rich food for your
garden. It’s easy to make and use. You will be
doing your bit to reduce the amount of waste
sent to landfill. Even for households that are
already composting, research has found that
almost half of the food waste in their rubbish
bins could have been composted.

Does compost attract pests?
Not if it’s managed well. If you manage
your compost bin or heap well by turning it
frequently and keeping a good brown to green
ratio, animals will not be so attracted to your
compost. Brown materials are things such
as dead leaves, scrunched-up cardboard or
newspaper and egg boxes. Green materials
are items such as fruit and vegetable peelings,
grass cuttings and weeds. Do not compost
meat or meat by-products or cooked foods.
Also, do not put any leftovers with oil, cheese
or seasonings into the pile. Lining your
compost bin with wire mesh is another tactic
that may discourage pests.
You can find out more
about items that are
suitable for home
composting here:
www.recyclenow.com/
reduce-waste/
composting/
making-compost

Should my compost bin have
bugs and insects?
Yes, they are part of the decomposition process
that makes compost.
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Other resources of interest
Recycle Now is a national UK campaign to
increase recycling:
www.recyclenow.com

“

I pledge to educate
staff to use the food
waste collection.

”

Recycle Now also has information to help you
with food waste collections:
www.recyclenow.com/what-to-do-with/
food-waste-0 and home composting:
www.recyclenow.com/reduce-waste/
composting?

WRAP provides advice on how to start a food
waste recycling collection in your business
www.wrap.org.uk/content/sme-foodwaste/recycling-guidance
You’ll find plenty of professional artwork and
ideas at https://partners.wrap.org.uk/
collections/77
Recycle Now provides a Home Composting
Resource Pack and the WRAP Partners
website has many home composting images
available for download.

TRiFOCAL has developed a resource pack
on food waste recycling to accompany Your
Business is Food, don’t throw it away.
It contains guidance and a food recycling
checklist that aim to encourage better recycling
of food waste in hospitality and food service
businesses: https://resources.trifocal.eu.com/
food-waste-recycling
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STEP 2
Gaining internal
buy-in for running
a Small Change Big
Difference campaign
for employees
Building the business case
You may need to make an internal business
case to justify the time and resources required
to run a Small Change Big Difference
campaign to engage colleagues in your
organisation. It’s important to be clear about
the value to your business and the benefits to
your colleagues. We’ve provided a Business
Case Template and information to help you
to build your business case so that it resonates
with the decision makers in your company.

Why is employee
engagement important?
Research shows that organisations with
high levels of employee engagement are
more efficient and effective. Highly engaged
employees:

• feel a connection with the company
• are more customer focused, feel more

Benefits of running a Small
Change Big Difference
campaign in the workplace
The following tables list some of the benefits
associated with helping colleagues to eat more
healthily, make the most of the food they buy
and reduce the amount they waste.

Choose the ones that fit your company best
creative at work, and take fewer days off sick
and add them to the business case. You may
wish to consider editing these or adding new
• care about the future of their organisation
benefits to align with your business’ objectives,
and put in greater effort to help it meet its
goals and strategies,
objectives
particularly in relation
te
• feel proud of the
se templa
a
c
s
s
e
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s
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/Context
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and take advantage of
volunteering opportunities.
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EMPLOYER BENEFITS
Efficient and effective employees that are customer focused, care about the future of their organisation
and put in greater effort to help it meet its objectives. They are motivated and believe that the work they
are doing is important.
The simple actions promoted by the Small Change Big Difference campaign reduce the individual’s
carbon footprint. By helping employees to waste less food and to make healthier and more sustainable
food choices at work, you can reduce the carbon impact of your business and work towards your
organisation’s environmental goals.
Reducing the amount of waste that employees produce and increasing recycling in the workplace can
reduce waste management costs for the company.
Promoting health and well-being in the workplace can lead to healthier staff who feel valued and are
likely to be more productive and take fewer days off sick.
Your organisation can demonstrate leadership in employee engagement, leading to wider industry
recognition e.g. industry awards and positive PR.
Embedding a culture of healthy eating, sustainable food choices, food waste reduction and recycling
within your business will help to meet customer expectations for sustainable and ethical business.
Many companies that are serious about CSR embed sustainability Key Performance Indicators (KPIs) into
objectives for everyone within the business. KPIs can therefore be a great incentive to help the whole
business to get behind the campaign and achieve the KPI goals.

“

I showed the managers
that the Small Change Big
Difference campaign would
help the company deliver
on part of its Corporate and
Social Responsibility goals.
I really enjoyed taking part.
Sharing food brought my
team together. Personally,
it made me think about
eating more healthily at
lunch times at work. I really
enjoyed the challenge to try
different fruit.

”
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EMPLOYEE BENEFITS
Taking part in Small Change Big Difference actions and challenges develops team and leadership skills
and demonstrates initiative. Employees gain satisfaction from working for a leading organisation and
are likely to be more positive and productive in the workplace.
Improvements to health and well-being at work and at home can lead to healthier and happier
employees who are likely to perform better and take fewer days off work.
Food waste prevention improves disposable income. An average family can save as much as £70 each
month by reducing their food waste. Helping staff to make their money go further can alleviate food
poverty and the stress of financial worries.

“

I pledge to
use Your
Business is
Food, don’t
throw it
away.

”

“

As part of Small Change
Big Difference, I took part
in the fruit challenge for
a month – eating an extra
piece of fruit a day. I was a
bit concerned at first as fruit
isn’t something I’m keen
on but after a few days it
became part of my daily
routine – from smoothies
for breakfast to bananas
as a snack. I’ve never felt
healthier!

”

“

I pledge to run a staff
awareness campaign
on the TRiFOCAL
themes.

”
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STEP

3

Planning your Small
Change Big Difference
campaign
The key to a successful staff engagement
campaign is good planning so that you know
in advance what you are going to do, how
long it’s going to take, what it is going to cost,
etc. Time spent planning early on will save
time in the long run. We’ve broken down the
planning into a series of helpful sub-themes;
consider each in turn to assist you in creating
your overall internal communications plan.

For instance:

• be clear why it is important
• make it fun with incentives and competitions
• make it part of the culture/ value set of the
organisation

• communicate your achievements
• recognise those who have engaged well
• link with the wider London Small Change

Big Difference campaign
www.smallchangebigdifference.london
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Choose your focus Small
Change Big Difference themes,
messages and actions
Having read the section that details the Small
Change Big Difference themes, messages
and actions, it’s now time to choose which
ones you would like to focus on during your
campaign. You could choose to cover all three
themes, or do one at a time and then review
the results before moving to the next theme.
Once you have chosen your themes, it’s best
to record them; you can use the template
provided.
tions to
Positive ac
k
take at wor

e.g. Have a
recipe
vegetarian
share.

tions to
Positive ac
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n
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Aim to get the whole organisation involved
from top to bottom and decide what will
motivate people to be interested and engaged.

MPLATE
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Campaign audience
Decide at the planning stage which employees
you want to engage during your Small Change
Big Difference campaign so that you can
decide how best to communicate with them
and through which channels. You could run the
campaign across your whole business or simply
deliver it to one building, one floor or one
department and gather feedback before rolling
out on a wider scale.

Campaign timings
You can decide how long you want your Small
Change Big Difference campaign to run for
e.g. a day, a week, a month or spread out over
a year. A few things to consider are:

• how much time you have got available to
plan and deliver the campaign

• when other activities are taking place
across the business so that you can
avoid these times
• avoiding busy times for the business and
key holiday dates

• how many Small Change Big Difference

themes, messages and actions you would
like to cover – if you are choosing several,
it’s better to spread them out over a longer
period to allow each message to be clear and
easy to follow.

Budget
Running an employee engagement campaign
doesn’t have to be expensive. The TRiFOCAL
project partners have provided a range of
resources that you can use to get started. It’s
best to consider the budget that you have
available to you at the planning stage. If you
are not the budget holder, confirm what money
is available from the person responsible for the
finances.

Delivery team
Whilst it is best to have one person
coordinating the overall employee
engagement programme, it’s also useful to
have a team of ambassadors. The coordinator
could be the Sustainability Manager or an
employee who has a keen interest in these

areas. Ideally, a team of ambassadors from
different areas of the business will know how
to best engage the teams that they work with.
The ambassadors can generate ideas and help
to undertake the roll-out of the plan, manage
the activity and feed back on successes.

“

My company’s well-being
team really liked the healthy
sustainable eating messages
in Small Change Big
Difference. The team were
looking for new ideas and
thought a shared healthy
lunch at the end of the week
would be a great way for
colleagues to engage with
each other.

”

If your plans feature company-wide
communications then you’ll need to involve
your corporate communications team. They will
be familiar with running campaigns and will
have experience to share as well as keeping
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you on the right track as to what is permissible.
Small Change Big Difference may need to be
integrated into a wider communication plan
or at least not clash with other launches that
could be in the planning phase. The resources
are adaptable so you can add your own brand,
logo or appropriate tone of voice for your
organisation.
Identify which colleagues can help you to
access the communications channels that
you wish to use. For example, if you want to
place information on the company intranet,
you might need to talk to IT or your internal
communications department. If you want to
hold a stand or event, the marketing team
or facilities management might need to be
involved. Speak to them early on and take
forward their ideas of what they can do to help
deliver your plan.
The Small Change Big Difference campaign
will capture more attention if you can get
someone well known or influential in your
organisation involved. For example, you
could ask your CEO or a senior manager to
be involved in the employee engagement

activities. Alternatively, your receptionist,
facilities manager or catering manager might
be a popular or well-known figure within
your business who would be keen to be the
figurehead for your campaign. They could
add their commitment to the campaign and
encourage others to get on board by featuring
in a video, making a pledge, or sending an
email to all colleagues. An example script is
provided here.
You may also want to consider the role of
contractors (e.g. caterers) and how they can
help you to engage your colleagues as well as
their own employees. Review your company’s
catering systems before you embark on
healthy eating messaging and highlight the
healthier food options that are available. If
you have a catering manager, talk to them
before you finalise the campaign activities and
try to get them involved in the delivery plan.
They may be able to provide a different menu
during the campaign or provide additional
fruit and vegetable dishes. Also point your
caterer in the direction of Your Business is
Food; don’t throw it away, which is specially

designed to help catering companies to
tackle food waste and has useful information
on healthy sustainable eating. They should
also be encouraged to measure and report
levels of food waste so that you can look at
opportunities to work together to reduce it.

“

When I mentioned Small
Change Big Difference to the
caterers at my company, they
really wanted to get involved.
They had so many ideas it’ll
take us a while to do them
all. Initially they altered the
menu when we launched our
healthy eating week and they
report back on levels of food
waste. In the future, they plan
to run events and are looking
into recycling food waste
produced.

”
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It’s advisable to review the current recycling
facilities available within the business to ensure
that they’re well signposted and effective – you
might need to engage your facilities team or
someone else within the business to do this.
See the ‘Other resources of interest’ in
the Step 1 section of this Guide. If you are
introducing a new food waste recycling scheme
within your company, expect employees to ask
questions about general recycling too.

Communications channels
Map out the internal communications channels
that are available and effective within your
organisation – your corporate communications
team may be able to help with this. Channels
might include:

• intranet or internal emails
• digital screens
• internal newsletters, magazines
• notice boards and posters
• staff forum, Green Champions or staff social
groups

• team meetings

• space for a stand/ event in a communal
space e.g. foyer/ staff restaurant

• social media: Yammer, Instagram,
WhatsApp etc.

• messages on uniforms or badges
The staff restaurant or the place where
employees sit down to eat are key places where
you can catch their attention to think about
food, so are great places to communicate
messages as well as to get people to try
different foods. However, this can be time
consuming for those organising the stand and
it can be difficult to engage people who have
a limited time to buy/eat their meal. Consider
the potential number of people you will reach
versus the resourcing it will need – it might be
that you can find alternative solutions such as
an unmanned stand or information displayed
on posters or table talkers.
Consider who within your business you need
to engage to access these channels and think
about how much time will be needed to engage
these colleagues before the campaign activities
can be run. Seek approval for their involvement

from management in good time, ahead of the
campaign launch.
You might also want to think about doing
external PR and social media activity to promote
the positive actions that your business and
your colleagues are making. Your corporate
communications and/or PR team would be able
to assist you with this.
Make a note of the communications channels
that you plan to use and who the contact is.
A template is provided for you.
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Campaign activities, materials
and tactics
Once you have chosen your campaign themes,
messages and actions, you know what your
budget is, who can help you to deliver your
campaign and what communications channels
are available to you, it’s time to get creative and
choose the exact activities, materials and tactics
that you will use to engage your colleagues.
The TRiFOCAL project partners have provided
lots of resources to help you to deliver your
campaign. You don’t have to use them all – just
choose what you think is relevant and use the
parts that best fit with the key messages you
have chosen. All downloadable videos, posters
and images that can be used to promote Small
Change Big Difference can be found here.

Branding
The Small Change Big Difference logo has
been created to provide an identity for this
campaign. It is available in full colour and
must be used alongside the EU LIFE logo in
every instance.

You will need to check how this branding can
be used alongside corporate identity and
branding as this may affect the communication
channels that could be used.
You can find the Brand Guidelines and the
logo in various formats here.

The EU LIFE logo must be the same size as all
other visible logos. On any activity, these two
logos must be present. The resources we have
created have room for one more logo, which
should usually be your company logo should
you wish to add it.
The campaign uses the FuturaEF Medium and
FuturaEF Bold fonts.

FuturaEF Medium
FuturaEF Bold
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Launching your Small Change
Big Difference campaign
Tell your colleagues about the campaign in
advance. It’s a good idea to publicise what you
are aiming to do and when you are planning
to do it. Highlight some of the activities
you have planned and how people can get
involved.
On the launch day, make sure everyone knows
something new is happening. For example:

• try to get your manager or CEO to send a

group email or make a video (see example
script) encouraging everyone to take part
and say what they are going to do to make
changes in their own lifestyle or in the
workplace

• do something eye catching to draw attention

to the campaign. For example, put up bright
posters and/or a display in a communal area.

• do something different or amusing that will
get people talking. For example, put a photo
booth in the lunch area so people can commit
to a Small Change Big Difference action.

Don’t go over-board with lots of information
or detail. Keep your messages simple and use
them one at a time. Launch day is a teaser for
the great things to come.

Launch email
When alerting people to Small Change Big
Difference, always remember to check you’ve
told them:

• what it is
• where it is
• when it is
• who it is for
• why it’s a great idea
• how they can get involved
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Introduction. I am (name, position in
company) and I am glad to be launching
this Small Change Big Difference week-long
campaign for (company name) because
(insert reasons why they wanted to be
personally involved in the campaign).

Give some background and context.
What is the issue we want to solve?
For example: Food matters. It keeps us alive,
healthy and happy; brings us together with
family and friends and colleagues. We spend
our money buying it and our time preparing
and eating it. But food is also fleeting,
functional and throw-away: lunch we grab on
the go then chuck in the bin because we forgot
it or were too busy at work to eat it.
Explain some of the changes your
campaign will be focusing on. For example:
So here are some simple ideas to change all
that – to help us eat more things that are good
for the environment and our bodies, to stop us
wasting money by throwing good food away,
and to inspire us to turn what we can’t eat into
electricity or compost, just by recycling it. Over
the coming days look out for… (highlight key
behaviour changes your campaign is
focusing on e.g. making meat go further,
making the most of bread, using the
company food recycling station, etc.)

There are lots of easy, practical, everyday
things that we can all do that will ultimately
benefit us and the environment too. We’ve got
some useful tips lined up for you (say how
they can access more info e.g. group
email, intranet article, blog etc.).
Highlight the campaign activity in the
business that they should be looking
out for. For example, keep an eye out for
activities during the week and enter our ‘tasty
toast toppers’ competition by sending in your
favourite photos. I’ll be judging the best one
and handing out an exciting prize. Visit the
stand in the staff restaurant (location, date
and time) and keep an eye out for posters
and other articles and blogs on the intranet
that will provide helpful advice.
Call to action and conclude: Join our
challenge to eat healthily, throw away less
food and recycle the food that you can’t eat.
Together all our small changes can make a
big difference!
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Social media
If you want to promote your activity more
widely, we have provided a set of posts and
accompanying copy that you may wish to use
either on your internal communications channels
or share externally on social media. Additional
communications/ social media content can be
created from any of the key messages or facts
and stats.
Where possible, link to the
Small Change Big Difference web page:
www.smallchangebigdifference.london
where citizens can find out more information about
one-off local food pop-ups, new recipes, exclusive
online cookery classes, recipes and tips to save
time and money, and advice on food recycling.
You can also use these social media handles:

Facebook
copy

Small changes can make a big
difference. That’s why the
@SmallChangeBigDifferenceLondon
campaign is asking Londoners to reduce
food waste, eat sustainably and recycle
any food that couldn’t be eaten. Find
out more on their website:
www.smallchangebigdifference.
london

The @SmallChangeBigDifferenceLondon
campaign is asking Londoners to waste
less food, to eat better, and recycle
any food that couldn’t be eaten. Find
out more, and see how you can get
involved, on their website:
www.smallchangebigdifference.
london

Twitter copy

Small changes can make a big
difference to our own health, our city
and planet. How can you make a
#SmallChange?
www.smallchangebigdifference.
london

Get involved with the food-related fun
events happening in London as part of
the @SmallChangeFood campaign:
www.smallchangebigdifference.
london #SmallChange

hashtag: #SmallChange
Twitter: @SmallChangeFood
Instagram: @smallchangebigdifference
Facebook: @SmallChangeBigDifferenceLondon
For all social media assets visit:
https://resources.trifocal.eu.com/resources/
scbd-social-assets
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Evaluating the campaign
Showing that you have achieved what you
set out to is the final and arguably the most
important step of your communications
campaign so it’s worth planning how you will
do this early on. Undertaking an evaluation
will not only justify the time and resources you
have used to organise your Small Change
Big Difference campaign, but it will also help
to demonstrate that you met the business
case you presented at the beginning. It helps
you to know that the campaign was useful
for those who experienced it and can help
you to improve things next time you deliver a
campaign.
Demonstrating how small changes have made
a big difference will require some recording
of what happened and gathering information
from those who got involved. Before the start
of the campaign, you need a baseline to refer
to so that you can measure change afterwards.
There are two ways to do this. You could
choose one or both – plan your evaluation at
the early planning stage so that it’s integrated
into your programme.

If you want to engage employees over a longer
period, it’s important to report achievements
regularly to employees and management.
If you have multiple sites, perhaps a league
table to report on progress would motivate
engagement (provided this is part of the ethos
of your organisation).

1. Measuring changes in attitudes
and behaviours
When you run a communications campaign,
it’s always good to get feedback from
those participating. Before the campaign,
ask employees about their attitudes and
behaviours, ask them again after the
campaign, then compare their responses. One
way to do this is a short online survey using
Survey Monkey or a similar online platform.
However, if you are unable to do this then
you could use a paper format. Ask questions
relevant to your campaign and about the
attitudes or behaviours you are targeting for
change. Not everyone will reply so you can try
to encourage responses by setting a deadline
and awarding a prize.

Sample survey questions
You can send an email enabling the voting
button and ask a simple question with the
option of a yes or no answer. For example,
if your campaign focused on ‘Making
food recycling your norm’, then before the
campaign you could ask, Do you recycle food
at home using a food waste recycling collection or
compost it?
Ask for a “Yes” or “No” vote.
For those who answered “No”, after the
campaign, ask them: “Have you started
recycling food?” For those who answered “yes”,
ask them: Do you now recycle more food than you
did before the campaign or the same amount?
Alternatively, you can do a paper-based
evaluation form. Below are some suggestions
for questions you could ask:
Before the campaign you could gather
information on current attitudes and
behaviours. For instance:

• Do you eat meat every day?
• Do you consider beans and pulses a good
source of protein in your diet?
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• On average, how many portions of fruit and
veg do you eat a day?

• Do you consider food waste to be a problem
that you can do something about?

• How do you recycle food at home?
After the campaign, you can ask the same
questions to measure any change in attitudes
or behaviour. You can also use the survey to
gain feedback on the campaign itself.

• How useful was… (example from your
campaign) – rank from not useful to very
useful.
• If there are sections or different parts to your
campaign, ask about each part specifically.
Do they now act differently?

• What was the most interesting part of the
campaign to you?

• What are the top three new things you
learnt?

• How likely are you to (give examples

relevant to your campaign e.g. eat less
meat, recycle food, freeze your bread)?

• What are you doing differently? Give an

example if there is a specific behaviour your

campaign has encouraged e.g. Since the
Small Change Big Difference Campaign do
you now eat more beans and pulses? “No, I
eat the same as before,” or “Yes, I now eat
beans and pulses more frequently”.

• How likely are you to pass on something you
have learnt?

• Will you share any tips, who will you share
them with and how will you share them?

• Did you see…(example from your

campaign)? List the activities you did and
ask if the respondents have seen them.

Focus on asking questions that are relevant to
your campaign and will measure the changes
you want to happen. Don’t ask too many
questions as respondents are likely to give up
half way through the survey.
People usually prefer to carry out surveys
anonymously (you will get a more honest
response), but you can give them the option to
add their contact details in case they would like
you to get in touch (n.b. you will need to check
that you are complying with your company’s
GDPR policy). You will need contact details if
you are offering a prize for replying.

If you have run more than one event, make
sure you can identify which responses relate to
which event.

2. Measuring the impact on waste
produced
Measuring waste at work is known as a Waste
Audit. This will need some careful thought
and planning but will give you a more tangible
measure of change.
Employees can be given a food waste diary
to measure how much food they are wasting at
home. This diary can be kept for a week before
the employee engagement and then again
afterwards. Recording how much food waste
an individual creates is often enough for them
to realise they could waste a lot less and save
a considerable amount of money.
If you can give the amount of waste avoided a
monetary value then it’s possible to estimate
reduced costs to the business or money saved
by employees. Reporting back financial savings
can be easier to understand than weights
of food and makes it easier for people to
understand the value of their actions.
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STEP 4
Develop the internal
communications
plan for your Small
Change Big Difference
campaign
Having been through the planning stages,
you can use the information that you
have gathered to create a simple internal
communications plan. Having a clear written
plan will make sure everyone knows what is
happening, when it is happening and who is
responsible for each section. It helps you to
plan what you need to prepare in advance
and to estimate how much time it’s going to
take. Don’t forget to include your evaluation
activities.

See our Internal Communications Plan
Template or you can make your own.
Share the plan with all the people that will
help to deliver the campaign and keep it
regularly updated.
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STEP 5
Delivering your
Small Change Big
Difference campaign

If you get a huge wave of excitement and
bright ideas from your colleagues then don’t
get swamped. You still have your usual job to
do, so think about sharing enquiries with the
rest of your delivery team. Record any new
ideas and add them to your plan if you have
time or keep them ready for next time and
thank colleagues for their input.

Now that you have your detailed internal
communications plan, it’s time to get started
on delivery.
If at first you don’t seem to be getting much
interest from colleagues, don’t despair. Stick
to your plan and see it through. The campaign
messages might be new to them and it might
take a little time for them to warm up to your
ideas. Listen to feedback and persevere.
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STEP 6

Evaluating the
campaign and
measuring success
You will have decided how to evaluate your
campaign during the planning phase so
remember to undertake this important step.
Share your evaluation findings with your
management team and with colleagues.
It’s important to recognise what the
campaign has achieved and to thank
everyone for getting involved.
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STEP 7
Adding your
campaign feedback
and successes to the
London TRiFOCAL
movement
Engaging people in the workplace is a priority
for the TRiFOCAL partners. Writing down your
successes and lessons learned along the way
will be beneficial to other companies taking on
Small Change Big Difference and will promote
your good work across the UK and Europe.
We’ve provided a Case study template and
some accompanying guidance notes so that
you can write your own. We would love to hear
how you get on delivering Small Change Big
Difference and may use your case study as an
example of good practice.

Case study guidance notes
Please use the Case Study Template to tell us
about your activities. Don’t forget to add your
contact details and any photographs of what
happened. Here are a few pointers to help you
fill in the boxes.

Background – tell us about your
company and why you got involved

• Who was involved? The name/ type of
business

• Why did you get involved with Small Change
Big Difference?

• Did you write a business case?
• Did this fit with your environmental policy or
your Corporate Social Responsibility (CSR)
strategy?

• Is this new to your company or has your

business done anything in the past to address
the issues of healthy, sustainable eating, food
waste minimisation and food waste recycling?

Aims and objectives –
What did you set out to achieve?

• What were your overarching aims?
• What did you set out to do?
Programme activities –
What did you do?

• What activities were planned?
• When did the programme activities take
place?

• Who led which aspects of the project
activities?

• What resources were used to deliver the
project (time and materials)?

• Did you incur any costs? If so, how much?
Did you evaluate your campaign?
If so, how?
Tell us about any records you kept or monitoring
you used. Send us a copy of your evaluation
survey (if you did one).
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What changed (if anything)?
Tell us about your project outputs, e.g.:

• number of people engaged through the
project

• number of sessions delivered
• number of people who participated in
activities.

Tell us about the project outcomes. This could
be the results of your evaluation survey, if you
did one. Some examples are set out below –
this is not an exhaustive list and will be project
dependent:

Conclusions and recommendations
– What did you learn? What advice
could you give someone else
doing this?

• How easy was it to engage your colleagues
in Small Change Big Difference?

• What motivated people to get involved?
• Is there anything that has exceeded
expectations? What worked well?

• number of people that pledged to do

something different because of the project

• number of people who learnt X
• number of people who changed attitudes

• What didn’t go so well, or was harder than

expected, and what specific challenges were
posed?

• What would you do differently if you were to
do it again?

• What are the most important lessons learned
from the project?

• Any advice to those thinking of doing similar
projects?

“

I pledge to increase the
vegetable based content
in our menu.

”

towards X.

TEMPLATE
GO TO CASE STUDY
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Introduction/Context

CASE

TEMPLATE
You can use this
template to help you
to put together a
business case to get
internal buy-in for
engaging colleagues
in the Small Change
Big Difference
campaign.

Proposal/Request

Benefits to Employees

Links to Company CSR Strategy/ Policy

Business Reputation

Cost Benefits

Operational Benefits

Environmental Benefits

Resources Requested
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Campaign theme

IDANCE
BACK TO GU

Campaign message

Positive actions to
take at work

Positive actions to
take at home
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LAUNCH
EMAIL

Title: Small Change Big Difference is coming

Dear All
Between (insert dates) will be (name of organisation)’s first Small Change Big Difference
day/week/month (delete as appropriate).
Small Change Big Difference is a campaign taking place across the whole of London and
aims to help us eat more things that are good for the environment and our bodies, to stop us
wasting money by throwing good food away, and to inspire us to turn what we can’t eat into
electricity or compost, just by recycling it.
State why this campaign is important for your company – include some of the
key points that you identified in your business case or a quote from your CEO
or a member of the management team.
During the campaign we will have lots of activities for you to get involved in.
We hope you will join us.
List available activities, including times, dates and locations
Join our challenge to eat healthily, throw away less food and recycle the food that you can’t
eat. Together all our small changes can make a big difference!
For more information please contact: Your details here

IDANCE
BACK TO GU

To find out more about Small Change Big Difference visit:
www.smallchangebigdifference.london
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EXAMPLE
SCRIPT FOR A SMALL
CHANGE BIG DIFFERENCE
LAUNCH VIDEO
Whilst some people can naturally present to
a camera, it is a good idea to prepare a script
for your launch video. It helps the speaker to
stay on message and covers all the essential
information you want to convey. Provide them
with some cue cards if that helps too. Keep
the length of the video short to keep your
viewer’s attention – one to two minutes is long
enough. The example script below is designed
to give you an idea of what you could cover.
Introduction. I am (name, position in
company) and I am glad to be launching
this Small Change Big Difference week-long
campaign for (company name) because
(insert reasons why they wanted to be
personally involved in the campaign).

IDANCE
BACK TO GU

Give some background and context.
What is the issue we want to solve?
For example: Food matters. It keeps us alive,
healthy and happy; brings us together with
family and friends and colleagues. We spend
our money buying it and our time preparing
and eating it. But food is also fleeting,
functional and throw-away: lunch we grab on
the go then chuck in the bin because we forgot
it or were too busy at work to eat it.
Explain some of the changes your
campaign will be focusing on. For example:
So here are some simple ideas to change all
that – to help us eat more things that are good
for the environment and our bodies, to stop us
wasting money by throwing good food away,
and to inspire us to turn what we can’t eat into
electricity or compost, just by recycling it. Over
the coming days look out for… (highlight key
behaviour changes your campaign is
focusing on e.g. making meat go further,
making the most of bread, using the
company food recycling station, etc.)

There are lots of easy, practical, everyday
things that we can all do that will ultimately
benefit us and the environment too. We’ve got
some useful tips lined up for you (say how
they can access more info e.g. group
email, intranet article, blog etc.).
Highlight the campaign activity in the
business that they should be looking
out for. For example, keep an eye out for
activities during the week and enter our ‘tasty
toast toppers’ competition by sending in your
favourite photos. I’ll be judging the best one
and handing out an exciting prize. Visit the
stand in the staff restaurant (location, date
and time) and keep an eye out for posters
and other articles and blogs on the intranet
that will provide helpful advice.
Call to action and conclude: Join our
challenge to eat healthily, throw away less
food and recycle the food that you can’t eat.
Together all our small changes can make a big
difference!
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Lead Contact:
Activity Information

Date

Activities

Who

Actions to be carried out

e.g. Email
all collegues

e.g. Lorna Jones

e.g. Draft email

Cost

Week 1

Week 2

Week 3

Week 4

Week 5

Week 6
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£0

Total
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CASE

Background – Tell us about your company and why you got involved:

STUDY

TEMPLATE

We’d love to know
how Small Change
Big Difference
worked in your
organisation.
Send your completed case study and photos to
hello@smallchangebigdifference.london

Aims and objectives – What did you set out to achieve?

Programme activities – What did you do?

Did you evaluate your campaign? If so, how?

IDANCE
BACK TO GU
continued
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Data protection
Case studies will help other organisations to understand
what, why and how Small Change Big Difference can be
delivered within a business setting as well as the benefits
that can be realised. Case studies will summarise what was
achieved and learned in each organisation. Case studies will
be published on the TRiFOCAL resource bank as a reference
for other UK and European organisations that are interested
in delivering similar employee engagement campaigns.
The case studies will be used to disseminate project results
by the TRiFOCAL partners and will be included in the final
report to the European Commission. The EU LIFE programme
may elect to use case studies to highlight successful delivery
activity.
The information collected as part of your case study will be
stored securely for the duration of the TRiFOCAL Project
ending in August 2019 and for the EU retention period of
5 years after the project has ended, in line with WRAP’s
privacy policy.
If your case study includes photographs, please provide
express consent for use of the images. Where such
photographs are of people, please provide copies of model
release forms and express consent outlining what purposes
these photographs may be used for.
WRAP is committed to being transparent about how it collects
and uses your data and to meeting its data protection
obligations. The WRAP Privacy Policy is to help you
understand what data we collect and what we do with it.

What changed (if anything)?

Conclusions and recommendations – What did you learn?
What advice could you give to someone else doing this?

Please attach any photos or examples of materials you used.

Your contact details:

In providing a case study, you confirm your consent to the
above-mentioned criteria.
If you have any questions about data protection, please
direct them to: data.protection@wrap.org.uk
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If you need assistance
downloading assets, have
any questions or need
to contact a member of
the Small Change Big
Difference team
Email: hello@smallchangebigdifference.london
www.smallchangebigdifference.london

WRAP has prepared this guide as the lead partner of the TRiFOCAL project.

June 2018
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