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Abstract 
What sparked our interest was how an economic actor can contribute in the fight against food 

waste. We have conducted a qualitative study of how the grocery store chain, REMA 1000 

Denmark, strategizes around food waste and valuation of food. We approached our research 

through a combined perspective of Valuation Studies and Strategy as Practice. By studying 

the case from this combined perspective, we aimed to make sense of how an economic actor 

strategizes around food waste, both in practice and from a business angle. 

 

We approached our research from two aspects. Through the first aspect, we have focused on 

REMA 1000 Denmark’s practical enactment of their food waste strategy. By identifying the 

valuation devices REMA 1000 Denmark has produced with the intention of influencing the 

consumers to waste less food, we were able to describe how the food waste strategy is 

practically enacted. The ten devices we identified are: No Quantity Discount, Pay by the 

Weight, Soon-to-Expire Products, Smaller packages, Recipes on Products, Labels, Signs, 

Grocer Max, Webpage and Media. 

 

The second aspect of the research relates to how the food waste strategy is economically 

viable for REMA 1000 Denmark as a business. We explored how REMA 1000 Denmark can 

capitalize on their food waste strategy, and the five benefits we identified are: Increased Trust, 

Improved Image, Frequent Shoppers, Financial Savings and Reduced Supplier Price. 

 

The goal of our study was not to reach a generalizable conclusion. Rather, our research is an 

empirical contribution to the combined Valuation Studies and Strategy as Practice discourse, 

and may be applicable to similar cases as it illustrates how a grocery store chain strategizes 

around food waste and valuation of food. 
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Introduction 
Today’s global society is suffering from huge unmet needs related to everything from housing 

to environmental damages (Porter and Kramer, 2011). Among these unmet needs we also find 

a biological need, namely the need for food. In some parts of the world, people’s lifestyles are 

characterized by overconsumption leading to obesity, while in other parts people do not even 

have access to nutritious foods due to various reasons such as availability or affordability 

concerns (EAT Forum, 2016a). Obesity and malnutrition are living side by side, and at the 

same time we are pressuring our planet to the limit in terms of resources (EAT Forum, 

2016b). By 2040, it is estimated that the world population will reach nine billion people (EAT 

Forum, 2016b). Nine billion people who will need to be fed. This tells us that the course of 

action needs to be changed. 

 

Due to environmental challenges, and other societal issues, sustainability is a growing topic of 

interest across the Nordics, and from 2015 to 2016 the proportion of Danes discussing 

sustainability grew by 6 % (Sustainable Brand Insight, 2016). Today’s consumers are 

becoming more concerned with the environmental footprint they leave behind for future 

generations to take care of. Consequently, sustainability is becoming more and more 

important among consumers, as they are increasingly becoming more educated and engaged 

in sustainability issues (Sustainable Brand Insight, 2016). According to the Sustainable Brand 

Index 2016 report, the industry ‘Grocery Stores’ is the one performing best in relation to 

sustainability in Denmark (Sustainable Brand Insight, 2016). One of the reasons for this is 

that people today are concerned with what they put in their bodies, but also that grocery stores 

have been successful and efficient in driving demand and communicating sustainability 

(Sustainable Brand Insight, 2016). 

 

Some products, such as organic or Fairtrade products, are products many consumers are 

willing to pay more for. This implies that consumers perceive these kinds of products to be of 

higher value (Forbes.com, 2015). Organic products do not only attract consumers because 

they are good for the environment, but also because they are better for the human health and 

make the consumers feel good about themselves (Forbes.com, 2015). The trend of shopping 

organic products tells us that there is an increasing tendency among consumers of buying 
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food that includes sustainable attributes. In big parts of the world, consumers are no longer 

only shopping food for survival. Consumers have started to take responsibility, for the 

environment, their own bodies and the society. 

 

However, even though consumers have started to care more about where and how the food 

they eat is produced, consumers do not to the same extent seem to care about what happens to 

the food after purchase. 36 % of the total amount food that is wasted is wasted by households 

(Madspild.dk, 2017a) and studies show that high-income countries within the European 

Union waste significantly more food than low-income countries do (Food and Agriculture 

Organization of the United Nations, 2015). About 260.000 tons of food is wasted in Denmark 

yearly. Every year each Dane throws around 47 kg food in the garbage (Rema1000.dk, 

2017a). In addition, food waste contributes to squandering other resources as well, such as 

water and energy, that rather could have been used to help feed the hungry population (Food 

and Agriculture Organization of the United Nations, 2017). In fact, all the food that is 

harvested and then wasted uses about one quarter of the water used by agriculture every year 

(Food Loss & Waste Protocol, 2017). In today’s society, it is produced enough food to feed 

the entire world population of 7.5 billion people (Worldometers, 2017), yet one in eight goes 

to bed hungry every night (World Food Program, 2017a). This shows that it is not lack of 

food that is the root cause of people starving, rather poor distribution and usage of food (EAT 

Forum, 2016b). This has led to a paradox of people starving, even though there is produced 

more than enough food for everyone (World Food Program, 2017b). 

 

Food Waste in Society 
Traditionally, businesses have often been blamed for society’s failures, and problems related 

to sustainability have usually been addressed from a governmental or non-profitable stance 

(Porter and Kramer, 2011). The same applies to the problem of food waste. Looking at the 

fight against food waste on a regional level, the EU is an example of a big institution working 

towards reduced food waste by initiating multiple projects. In 2010, a number of countries 

around the world together with the European Parliament and politicians signed a joint 

declaration against food waste (Joint Declaration of Food Waste, 2010). Through this 

declaration, the members are committed to help reduce the amount of food wasted globally, 
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regionally and nationally by 50 % within 2025 (Joint Declaration of Food Waste, 2010). In 

2012, the European Commission also initiated a 4-year food waste reduction project called 

Fusions, with the aim of reaching a more resource efficient Europe by creating an 

understanding of how social innovation can reduce food waste, develop guidelines for a 

European Food Waste Policy and to improve food waste monitoring (Eu-fusions.org, 2017). 

In this project, there were 21 project partners, such as universities, consumer organizations, 

knowledge institutes and businesses. 

 

Looking at the issue on a national level, the Danish Department of Environment has engaged 

in the food waste issue and created a waste strategy that concerns food waste in Denmark 

(Ellemann and Juul, 2010). The strategy developed by the Department of Environment gives 

Danish companies, authorities, institutions and organizations the opportunity to apply for 

financial support for projects and activities aimed at reducing food waste (Mst.dk, 2017a). 

Included in this strategy is also an offer of consultation in relation to food waste. The Danish 

Department of Environment offers help from consultants to find solutions that help 

companies and especially restaurants and canteens to waste less food (Mst.dk, 2017b). 

 

In addition to these regional and national initiatives produced by governmental stances, there 

is an abundance of NGOs engaged in the reduction of food waste. In high-income countries, 

consumer awareness campaigns and other initiatives are frequently introduced by NGOs, with 

the objective of reducing food waste (Food and Agriculture Organization of the United 

Nations, 2015). In Denmark, we see NGOs such as ‘Stop Spild af Mad’, in English, ‘Stop 

Wasting Food’, taking responsibility in relation to food waste by trying to affect the 

consumers through campaigns and corporate collaborations. Since its initiation in 2008, ‘Stop 

Wasting Food’ has contributed to a reduction of food waste in Denmark by 25 %, and is today 

the largest volunteer food waste organization in Denmark (Stopspildafmad.dk, 2017a). 

 

Many studies have focused on NGOs’ and governments’ attempts to affect consumers in 

regards to food waste. Building on the traditional way of associating food waste with NGOs 

and governments, we believe it would be interesting to study how an economic actor deals 

with food waste. According to the economist Michael E. Porter (TED, 2017), it is not 

sufficient to let the NGOs and governments alone handle societal issues, and he proclaims 
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that motivated businesses are necessary to enable sustainable solutions to succeed. Michael E. 

Porter, together with Mark Kramer further state that the social impact of business is becoming 

so obvious that companies can no longer ignore them (Porter and Kramer, 2011). 

	

REMA 1000 
Even though sustainability, corporate strategy and profit is increasingly becoming 

interrelated, one of the biggest challenges related to the fight against food waste in grocery 

stores, is the lack of economic benefits of implementing practices aimed at reducing food 

waste (Madspild.dk, 2017b). REMA 1000 Denmark (from now on REMA 1000) was the first 

Danish grocery store chain to engage in the issue of food waste, and is still the leading actor 

within this area (REMA 1000, 2015). 

 

In 2008, REMA 1000 decided to stop pushing products on their consumers through offers. At 

the same time, a woman called Selina Juul established a non-profit consumer movement ‘Stop 

Wasting Food’. One day, REMA 1000 contacted Selina Juul and told her about what they 

were thinking in terms of stopping pushing offers and she was immediately intrigued (Jensen, 

REMA 1000, 2017). She further articulated that retailers have a great responsibility in relation 

to food waste and therefore wanted to help REMA 1000 become a part of the fight against 

food waste (Seminar, 2017). Inspired by the collaboration with Selina Juul and ‘Stop Wasting 

Food’, REMA 1000 decided to start building a strategy around food waste. REMA 1000 and 

‘Stop Wasting Food’ decided to form a partnership, which in 2013 was granted the award as 

the best CSR Partnership (Politiken, 2013). They created an initiative called ‘Meget Mindre 

Madspild’, in English, ‘Much Less Food Waste’, with the goal of reducing food waste. The 

initiative represents an action plan with the intention of reducing food waste, both in terms of 

REMA 1000’s own food waste as well as influencing REMA 1000’s consumers to reduce 

their food waste. Through the collaboration with “Stop Wasting Food”, REMA 1000 has 

become an active player in the fight against food waste, and is today perceived to be the 

industry leader within this field (Jensen, REMA 1000, 2017). 

 

As of today, REMA 1000 is in the process of working on a new campaign that is a part of the 

food waste strategy ‘Much Less Food Waste’. The new campaign will be called ‘Respekt for 
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Mad’, in English, ‘Respect for Food’, and will have the purpose to inform consumers of how 

the food they buy, consume, but also throw away, end up in the stores in the first place 

(Rosenløwe, REMA 1000, 2017). On this matter, one of the employees responsible for the 

campaign, told us that an example of how the campaign will work can be to tell the story of 

how the milk farmer wakes up early in the morning to milk the cows, whereafter the milk is 

being processed, packaged and delivered to the stores (REMA 1000, 2017). By launching this 

campaign, REMA 1000 hopes consumers will perceive the food they buy in a different way, 

and thereby waste less food. 

	

Valuation Studies Perspective 
When talking about valuation in the context of business, people’s associations often lead to 

the economic term of valuation. When searching on Investopedia for a definition of valuation, 

valuation is described as “the process of determining the current worth of an asset or a 

company” (Investopedia, 2017), illustrating the economic perspective on valuation. The value 

of for example a company is decided through valuation of the company’s management, 

capital structure, future earnings and market value of assets (Investopedia, 2017). Even 

though there among most business researchers are an established, well known definition of 

valuation and how value is determined, there is an emerging field of research that present 

another type of valuation, namely Valuation Studies. From a Valuation Studies perspective, 

valuation “denotes any social practice where the value or values of something is established, 

assessed, negotiated, provoked, maintained, constructed and/or contested” 

(Valuationstudies.liu.se, 2017). This means that from a Valuation Studies perspective, 

valuation is something that emerges from social practices where for example both economic 

value and moral values play a role. 

 

Valuation in the economic sense mostly value companies or companies’ assets. In comparison 

to the economic perspective of valuation, Valuation Studies focus on all kinds of products 

ranging from art to bananas, and the practices through which these things get valued. 

Consequently, valuation through the perspective of Valuation Studies becomes complex and 

interesting as there is no given method for studying the process of valuation for these 

products. An example of when it can be fruitful to use a Valuation Studies perspective is 
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when studying food and the process of how consumers valuate food. When shopping for food, 

consumers are constantly in a process of valuation, when deliberating whether the food they 

want to buy is worth the price (Aspers and Beckert, 2011). Parts of this process of valuation 

happens when the consumers are shopping in the store. This is why REMA 1000 aims to 

influence the consumers in the moment of purchase as well as outside the store. An obvious 

response to the question of how REMA 1000 can influence the way consumers value food 

would be that REMA 1000 should simply increase the price. However, as REMA 1000 is a 

discount chain that stays competitive through low prices, increasing the price of food is not a 

viable option and thereby affecting the consumers to waste less food cannot be done by 

increasing prices. 

 

The values and consumption habits in relation to food among consumers are according to 

FAO not simply a result of economic rationality, but also cultural and social factors play a 

role (Food and Agriculture Organization of the United Nations, 2016). According to the FAO, 

the food waste problem is linked to consumer demand, and thereby requires changes in the 

way consumers value and consume food (Food and Agriculture Organization of the United 

Nations, 2016). 

 

Even though parts of the valuation of food happens when the consumers are in the store, the 

last, and in this case most important part of the valuation process happens in the consumers’ 

homes, as this is where the decision to throw out food happens. This illustrates the difficulties 

for a grocery store to affect how consumers waste food as it happens out of the reach of the 

grocery store. This challenge further supports our choice for looking at this case from a 

Valuation Studies perspective. Through a Valuation Studies perspective, it is possible to shift 

the object of study from only analyzing REMA 1000 as a company, to also include how 

REMA 1000 affects the consumers and further how REMA 1000 can influence the process of 

consumers’ value assessment. 

 

An additional challenge arising when REMA 1000 tries to make consumers waste less food, 

is that what consumers want and how consumers perceive food tends to vary greatly, between 

cultures, social status and even among generations. Studies show that people over the age of 

65 tend to waste less food than the rest of the population (Quested et al., 2013). According to 
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Quested et al. (2013), people over the age of 65 think wasting food is simply wrong. A reason 

for this is that they may be influenced by restrained food availability during war, something 

that stands in contrast to the younger population that has grown up with an abundance of 

food. Based on this study and FAO’s proposal that food waste reduction requires change in 

how consumers value and consume food, it seems as if the food waste issue is highly related 

to how consumers value food. This further entails that the food waste issue is related to 

consumer’s valuation of food. Consequently, this is something REMA 1000 has to take into 

account when strategizing. 

 

Kornberger (2017) illustrates how Valuation Studies belong in the strategy discourse by using 

Porter’s (1996, cited in Kornberger 2017) explanation of the goal of a strategy: “an attempt to 

deliver greater value to customers or create comparable value at a lower cost, or do both” 

(p.3). By connecting strategy and value, Kornberger emphasizes how strategy is about 

creating value around products or services. As sustainability has gained increased importance 

in companies’ strategies, we became interested in looking into how a commercial retailer that 

has made the choice of introducing new ways of both buying and consuming food, 

incorporates value creation in its strategy. Kornberger (2017) explains that if strategy is 

concerned with creating value, and value is the correlate of valuation practices, it means that 

strategy needs to be concerned with valuation practices. As strategy needs to be concerned 

with valuation practices, this leads us to the perspective of Strategy as Practice as it entails 

how a strategy practically can affect the valuation practices. Inspired by Kornberger (2017), 

and in order to understand how an economic actor can strategize around food waste and 

valuation of food, we will take our point of departure in Valuation Studies and strategy 

studies, more precisely Valuation Studies and Strategy as Practice studies. Analyzing REMA 

1000 from a combined Valuation Studies and Strategy as Practice perspective allows us to 

study how REMA 1000’s strategy is practically enacted and further how the strategy may also 

create value for the company. As Kornberger (2017) introduces a combined perspective of 

Valuation Studies and Strategy as Practice, we aim to explore REMA 1000’s intention to 

change consumers’ valuation practices, with a focus on the devices that enable the valuation 

practices, and consequently how these devices enact the strategy of REMA 1000. 
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In our case, we have an economic actor, REMA 1000, taking social responsibility in terms of 

reducing food waste. This represents the backdrop of our field of interest: how a company can 

strategize around food waste and thereby encourage consumers to revaluate food. With 

revaluation of food we refer to the point in time when a consumer revise her appraisal of food 

to be higher than of before. This implies that throughout this study, we assume consumers’ 

valuation of food to be low and we therefore believe a revaluation of food will lead to 

consumers throwing away less food. 

	

Research Question 
As we have illustrated, the problem of food waste is highly problematic and there are multiple 

ways of looking at the issue. In this project, we have let what first sparked our interest serve 

as the underlying curiosity. Namely, an economic actor dealing with food waste by making 

consumers not buying more than necessary. To us, this is counterintuitive to the economic 

aspect of business, selling many products and making money, and is therefore worth 

investigating. Based on this, we have in our study chosen to focus on how REMA 1000 

strategizes around food waste and to look at this through a combined Valuation Studies and 

Strategy as Practice perspective. As Kornberger (2017) argues that companies’ strategies need 

to be concerned with valuation practices, we believe the Valuation Studies perspective and 

Strategy as Practice perspective allow us to analyze how REMA 1000 strategizes around food 

waste by introducing devices with the intention of affecting the consumers’ valuation process. 

This, together with the counterintuitive aspect of business and food waste has lead us to our 

two-folded research question: 

 

How does REMA 1000 strategize around food waste and valuation of food? 

 

By posing this research question, we aim to make sense of how an economic actor like 

REMA 1000 strategizes in order to affect the consumers’ valuation practices, while at the 

same time doing business. We will analyze the two dimensions of how REMA 1000 

strategizes around food waste and valuation. The first dimension is related to how the 

strategizing is done in practice to influence the consumers, while the second dimension relates 

to how REMA 1000 as a company can capitalize on the food waste issue. 
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By focusing on valuation of food, the unit of analysis shifts from preferences, individual 

behavior and social norms to the entire process of valuation (Kornberger, 2017). The 

valuation process is in turn facilitated by both human and non-human devices (actors) 

(Kornberger, 2017). Based on this, we focus on how REMA 1000 provides the consumers 

with devices with the intention to affect the process of valuation of food. When analyzing the 

second dimension, how REMA 1000 can capitalize on their food waste strategy, we will 

study the business aspect, thereby exploring the economic value of the strategy. 

	

Thesis Objective 
The broad interest of our study is to understand the real-world problem of the sustainability 

issue food waste. However, in order to narrow the scope of our study we more specifically 

aim to analyze how an economic actor addresses the issue of food waste. Food waste is an 

issue that can be related to producers, distributors and consumers, both upstream and 

downstream. The question we are interested in concerns REMA 1000’s strategy around 

consumer food waste and valuation. Therefore, in order to further delimit our study, we have 

decided to focus on how a distributor like REMA 1000 can affect consumers’ food waste. In 

this study, we are curious about how REMA 1000 through their strategy and devices, aim to 

affect the consumers, not how the consumers react to these devices. By supplementing the 

perspective of Valuation Studies with Strategy as Practice, we justify the unit of analysis to be 

REMA 1000 and not the consumers, as the perspective of Strategy as Practice focus on the 

enact of the company strategy, something that allows us to explore our curiosity. 

 

When reading up on literature within Valuation Studies and Strategy as Practice, we came 

over a similar kind of study that inspired us to focus on how REMA 1000 with the food waste 

strategy affect the consumers, without studying consumer behavior in particular. This study is 

done by the sociological researcher, Dubuisson-Quellier (2013) who did a study on how 

social movement organizations (SMOs) try to shape consumer behavior by introducing eco-

friendly principles of worth to the consumers’ valuation of products by equipping them with 

market devices. Our case relates to the same idea as we look at how REMA 1000 with its 

strategy tries to affect the consumers’ valuation, without directly studying the consumers. 
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REMA 1000 does in the same way as the SMOs, provide the consumers with devices to help 

them make food waste conscious decisions when shopping and consuming food. 

 

This entails that we have delimited our study to not include the effects of the valuation 

devices REMA 1000 produces, rather the intentions behind them. Valuation devices are part 

of the valuation practices, as the devices are mechanisms that enable valuation practices. We 

acknowledge that valuation practices are the entire valuation process of consumers and on 

that note, we do not study the practice of consumers, rather how REMA 1000 tries to affect 

these practices through devices. As we study the devices, and not the valuation practices, we 

cannot explain the effects produced by the devices and therefore neither see if it is causality 

between the devices REMA 1000 has produced and the amount of reduced food waste in 

Denmark. Yet, the amount of food wasted in Denmark yearly has decreased by 16 kg per 

person since 2008 (Rosenløwe, REMA 1000, 2017) and without drawing a direct connection 

from this reduction to REMA 1000’s strategy, this is a positive development in food waste 

reduction and illustrates how food waste has gained increased attention. 

 

On this basis, we aim to explore how a grocery store can strategize around food waste in order 

to affect the consumers’ valuation of food. There are many different ways of doing this kind 

of analysis. In our study, we have chosen to first describe the little details, meaning the 

devices, as they are enactments of the strategy. We will provide a detailed picture of different 

efforts that are put in by REMA 1000 in order to achieve the goal of reducing food waste. 

However, in order to position our analysis in a meta perspective, the analysis will be 

substantiated by exploring the broader issue of an economic actor strategizing around food 

waste. The knowledge that derives from our findings can potentially be used for other cases 

as an example of how a supermarket strategizes around food waste. Hence, this study is 

empirically interesting with the objective of bringing an empirical contribution to the 

problematic topic of food waste. Furthermore, the purpose of our study is to contribute to the 

emerging discourse of Valuation Studies and Strategy as Practice. 
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Outline 
Following this introduction of food waste and REMA 1000, we will present a theory section 

that will introduce the reader to the field of Valuation Studies and Strategy as Practice. After 

the theory section, a detailed description of our methodological choices will be presented in 

order for the reader to understand the reasons behind our choice of action and also how the 

research has been conducted. The analysis of the data we have gathered follows the 

methodology section. First, we will introduce REMA 1000 and how the food waste strategy 

came about. The next part of the analysis will be focused on the material devices REMA 1000 

produces when strategizing around food waste and valuation of food. Furthermore, we will 

analyze REMA 1000’s strategy from a broader perspective, understanding how REMA 1000 

as a business is able to capitalize from their food waste strategy. As the analysis rises queries, 

we will provide the reader with a discussion elaborating on the concept of value and how we 

address this concept in the analysis. We also discuss the tension that first sparked our interest 

of REMA 1000 pursuing a discount strategy while simultaneously strategizing around food 

waste. Lastly, a conclusion answering the research question will be presented before we 

provide suggestions for further research. Sources will be found at the end of the project and 

all appendices will be attached. 
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Theory 
Following the introduction, we will now present the literature that forms the basis for our 

analysis and enables us to answer our research question through a combined perspective of 

Valuation Studies and Strategy as Practice. The theory section is divided into four parts, 

where each part covers a different concept related to our research. The first part presents our 

point of departure, the field of economic sociology. The following part introduces the concept 

of valuation from a Valuation Studies perspective in order to present the reader to the 

theoretical grounding of our research. We will then provide the reader with an introduction of 

different devices that later serves as a foundation for the theoretical definition of valuation 

devices that will be presented in the methodology section. Lastly, as our research focuses on 

how REMA 1000 strategize around food waste and valuation of food, we will introduce the 

concept of Strategy as Practice, which will later be referred to when analyzing REMA 1000’s 

strategic actions in practice. 

	

Economic Sociology 

Classic Economic Sociology 

Classic economic sociology has in its more narrow sense existed since the 1900s and some of 

the most famous authors in the field are perceived to be Marx, Weber, Durkheim and 

Tocqueville (Swedberg, 2003). Economic sociology focuses on economic phenomena like 

corporations and markets, and uses sociological tools for analyzing these (Soc.cornell.edu, 

2017). For a long time, the concept of interest was restricted only to “economic interests” 

(Swedberg, 2003). However, during the late 19th century, Weber among other scholars, 

developed a sociological concept of interest that countered the economic concept - an idea 

based on the fact that interests “can only be conceptualized, expressed, and realized in social 

terms and through social relations” (Swedberg, 2003, p. 3). By using the concept of interests 

in a sociological analysis of the economy, researchers were able to understand the forces of 

people’s underlying actions and a new way of looking at markets emerged (Swedberg, 2003). 
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New Economic Sociology 

The new economic sociology arose in the 1980s and focused on social consequences of 

economic exchanges, meaning both social meanings and social interactions facilitated by 

exchanges. By fleshing out economic exchanges, the new economic sociologists aimed to 

illustrate both the social and cultural embeddedness of market behavior (McFall, 2009). 

Granovetter is one of the most important contributors in the new economic sociology as he 

with his article “Economic Action and Social Structure: The Problem of Embeddedness” 

(1985) extends the concept of economic relations between firms or individuals to be 

embedded in social networks. His line of thought aimed to show that the market is not really 

able to sustain itself alone, but because it is “built into” an ensemble of social relations (Vatin, 

2013). Granovetter (1985) argues that behavior and institutions are so driven by continuous 

social relations that to ignore the social relations will lead to great misunderstandings. 

	

‘New’ New Economic Sociology 

The latest upsurge of economic sociology is what is called the ‘new’ new economic 

sociology. This perspective builds on the famous sociologists Callon’s, Muniesa’s and 

Cochoy’s lines of thought and illuminates the ‘new’ new economic sociology by focusing on 

socio-technical market devices (McFall, 2009). Market devices can be defined as “devices 

that produce or ‘render’ markets through processes of attachment and detachment, 

entanglement and disentanglement” (McFall, 2009). Cochoy (2002, 2008 cited in McFall, 

2009) further introduced the role of such devices in specific market contexts, and these are 

what the recent literature has emphasized (McFall, 2009). 

 

In this paper, we have chosen to look at the issue of food waste and the case of REMA 1000 

through the perspective of the ‘new’ new economic sociological view to get an understanding 

of the devices REMA 1000 produce in their attempt to change the consumers´ valuation of 

food and to understand the intentions behind them. This implies that we see the market 

outcomes as based on social interactions and socio-technical devices. To be able to 

understand how REMA 1000 strategizes around food waste by affecting the way consumers 

value food, we will analyze REMA 1000 and the devices that the ‘new’ new economic 

sociological view emphasize. 



 18 

Valuation Studies 
Underneath the umbrella of economic sociology, we find Valuation Studies. Valuation 

Studies are by researchers such as Kjellberg1 and Mallard2 described as empirically relevant 

and are of growing interest among many researchers. The body of literature on Valuation 

Studies has grown extensively over the past ten years, and the University of Linköping has 

established a journal with the purpose of fostering valuable conversations on this emerging 

field of studies (Valuationstudies.liu.se, 2017). The content of the journal is overseen by an 

editorial board consisting of prominent researchers within the field. A reason for choosing to 

study our case from a Valuation Studies perspective, is that concerned markets are of 

exceptional theoretical interest for researchers of Valuation Studies (Barman, 2015). The 

reason for this is that there are many types of different value at play in concerned markets 

such as the market for food, where businesses tackle problems related to the environment and 

society while at the same time having to take economic value into consideration (Barman, 

2015). Valuation Studies have an economic sociological perspective on the concept of value, 

and in order to understand the background of Valuation Studies, we will now take a step back 

and explore its origin. 

 

Valuation Studies came out as a critique to the neoclassical economization of the value 

concept (Kjellberg and Mallard, 2013). The economic perspective assumes that value is to be 

found within the product (Kornberger, 2017). Further, according to the economic line of 

thought, price is what determines the value of a product (Aspers and Beckert, 2011). 

Economic value refers to “the assessment of goods or services in terms of how much money 

an actor is willing to surrender in order to obtain property rights to the good in question” 

(Aspers and Beckert, 2011, p. 8). From an economical point of view, every object and every 

form of worth can be subjected to an economic valuation process (Fourcade, 2011).  In sum, 

the economic perspective on the concept of value is that value equals economic value and this 

economic value is to be found within products. 

 

																																																								
1	Professor in Marketing and Strategy at Stockholm School of Economics 
	
2	Senior Researcher at the Center of the Sociology of Innovation in Paris	
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The sociological perspective on the concept of value differs from the economic, as 

sociologists perceive value as something subjective that is socially constructed (Aspers and 

Beckert, 2011). In comparison with the economists’ view on value, the sociologists perceive 

value as detached from the materiality of the good. Factors like moral and aesthetic criteria 

are often in focus when sociologists perceive value. According to Zelizer (1978), market 

exchange and human values often conflict because human values challenge the market’s 

rational, impersonal and economizing influence. The problem of defining monetary 

equivalents for processes or relations that are beyond material concerns has for a long time 

been of great interest in the sociological line of thought (Zelizer, 1978). 

 

The American sociologist, Talcott Parsons distinguished between the concepts of value and 

values in what became known as Parsons’ pact (Stark, 2000). The pact states that economists 

should study value and sociologists should study values (Fourcade, 2011). Parsons further 

stated; 

 

“In my gloss - you, economists, study value; we, the sociologists, will study 

values. You will have claim on the economy, we will stake our claim on the social 

relations in which economies are embedded.” (Stark, 2000).  

 

Today, this pact is very much debated (Stark, 2000). Fourcade (2011) explains that social 

values may be incorporated into the economic value and that monetary worth does not 

necessarily conflict with other kinds of value. In addition, studying value can be complicated 

due to the multiple meanings of value. Therefore, important to keep in mind when continuing 

reading this thesis is the difference between value and values. In this thesis, we build on 

Stark’s (2009) distinction of value and values (cited in Kjellberg and Mallard, 2013). The 

concept of value will therefore refer to the outcome of an individual valuation effort, whereas 

the concept of values will refer to the rules, norms, ideals and standards that are used to 

perform such valuations (Stark 2009, cited in Kjellberg and Mallard, 2013). 

 

In terms of the concept of value, there has been a great dominance of economic value in the 

contemporary society (Kjellberg and Mallard, 2013). In the book ‘The Worth of Goods: 

Valuation and Pricing in the Economy’, Aspers and Beckert (2011) explain how and why 
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value is placed on goods and further elaborate on the link between value and price. A question 

that is often posed when buying a good is “How much is it?”. Interestingly, this question is 

often posed in the context of “How much is it worth?”, which is a completely different 

question, but still highly connected to the one above (Aspers and Beckert, 2011). According 

to Aspers and Beckert (2011), absence of money does not mean absence of value, and today 

most Valuation Studies scholars argue that value cannot be reduced to pricing (Stark, 2011). 

Helgesson and Kjellberg (2013) denote that in addition to economic value, there are multiple 

cultural, social and political types of value involved and they state that “markets are sites 

where actors grapple with questions of value and valuation”. In addition, also Fourcade 

(2011) states that there is a complex relationship between economic value and values. Based 

on this, it seems that value and values are closely interlinked, which explains why Parsons’ 

pact has been criticized, as many researchers believe it reduces the potential of economic 

sociology by separating the tracks economists and economic sociologists can study (Stark, 

2000). 

 

Hoeyer (cited in Kjellberg and Mallard, 2013) states that given the dominance of certain types 

of value, such as economic value, in systems of evaluation, there has been a tendency to 

black-box the process of ascribing value. However, as there is a multiplicity of value and 

values that may or may not affect the process of valuation, there are plenty of reasons to 

address the concept of value as a verb (Kjellberg and Mallard, 2013). According to Aspers 

(cited in Kjellberg and Mallard, 2013), standards of evaluation have slowly dissolved, which 

provides reason to focus more on the process of valuation. 

 

As part of the critique to Parsons’ pact, the perspective of economic sociology on value has 

gained new momentum. According to Stark (2000), an economic sociology perspective that 

challenges the Parsonian pact will as a result be “free to abandon the dualisms of value versus 

values” (p.6). Valuation Studies can be seen as a reaction to Parsons’ pact as Valuation 

Studies are focused on the valuation processes that goes across both the economic and the 

sociological conceptualization of value and sees both value and values as a part of the 

valuation process. 
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Over the past decade, a more pragmatic stance on values and valuation has emerged and in 

order to understand the relationship between economic value and other values, it is beneficial 

to the explore the practical struggles between these (Helgesson and Kjellberg, 2013). In 

addition to studying the relationship between economic and other kinds of value, the new line 

of study draws on Dewey (1939, cited in Helgesson and Kjellberg, 2013) and his focus on the 

role of the valuation process and how value is shaped (Helgesson and Kjellberg, 2013). 

According to Helgesson and Kjellberg (2013), markets need to be acknowledged as 

heterogeneous phenomena encompassing multiple values that continuously affect the 

consumers. 

 

The pragmatist approach to value has sprung out of ‘new’ new economic sociology (Barman, 

2015). The pragmatic approach understands value as a social construction, meaning value is a 

result of valuation practices and devices (Barman, 2015). When studying value from the 

perspective of Valuation Studies, it is relevant to look at both what it means that a good is 

valuable and how the value is determined (Aspers and Beckert, 2011). Valuation Studies 

scholars argue that goods can be valuable in different forms such as in the form of use value 

and investment value, individualistic value, relational value, and functional and symbolic 

value (Aspers and Beckert, 2011). One of the most common type of motivations for studying 

valuation is related to problems arising in regards to the currently dominant theoretical 

perspective of the concept of valuation, more specifically, the economic perception of value 

(Kjellberg and Mallard, 2013). 

 

Abandoning Parsons’ pact has enabled researchers to shift the focus from either studying 

value or values to how practices and devices may perform value, how something gets 

valuable (Helgesson and Kjellberg, 2013). The value of a product is the result of a valuation 

process, meaning the value of a product is not pre-existent but rather produced (Dubuisson-

Quellier, 2013). As Stark (2011) explains, “the object of study for sociology is not human 

beings but being human” (p.24), something that can be compared to a value being and 

something being valued. In our case this corresponds with our focus on valuation as we focus 

on how REMA 1000 affects consumers’ valuation of food, not the value in itself. 
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Even though it is widely accepted that valuation of a product is socially constructed, 

academics and experts have for a long time only been interested in objective and performance 

generative tools (Diane-Laure Arjaliès cited in Kjellberg and Mallard, 2013). Valuation 

Studies therefore attempts to open up the economic concept of valuation and reveal new 

aspects of value, showing that value is constituted through processes (Kornberger, 2017). By 

using new theoretical tools and giving more attention to this process of valuation, new fields 

of study have arisen (Kjellberg and Mallard, 2013). 

 

The shift of focus from value to valuation highlights the socio-technologies that are a part of 

the valuation processes, meaning there is no valuation apart from valuation devices (Stark, 

2011). Valuation, meaning how value is determined, is a result of highly complex social 

mechanisms influencing both producers and consumers to make judgments (Aspers and 

Beckert, 2011). Organizations create value through networks consisting of consumers, 

producers, institutions etc. As each of these actors come with their own set of values, this 

implies that economic value is highly connected to social values and can be constructed 

independently outside the moment of purchase (Aspers and Beckert, 2011). This is further 

underpinned by Aspers and Beckert (2011) stating that moral values can motivate action in 

addition to form the basis for how consumers assess value to goods. Based on this, even 

though we are interested in consumers’ valuation of food, we are studying the process of 

valuation and how the value of food emerges, and more specifically the devices that facilitates 

the valuation of food. 

 

Valuation Devices 
A lot of the discussions in economic sociology in regards to valuation processes involve 

devices as a basis for individuals’ judgments of goods (Aspers and Beckert, 2011). When 

studying the process of valuation, it is important to realize that the process encompasses 

several aspects one needs to acknowledge in order to understand how the process of valuation 

unfolds. According to Kornberger (2017), valuation practices “constitute the spaces in which 

accounts of worth are constructed and contested” (p.1). This implies that valuation practices 

are concerned with the ways consumers construct and contest value and what consumers do in 

the process of valuation. The study of valuation practices play an important part of Valuation 
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Studies (Kornberger, 2017). Kornberger (2017) emphasize that valuation practices play an 

active role in the constitution of value as they enable consumers, critics and collaborators both 

to make sense of value and based on that make decisions. 

 

The ‘new’ new economic sociology view on valuation illuminate the importance of socio-

technical arrangements in valuation processes (Barman, 2015). As we focus on how REMA 

1000 strategizes around food waste and valuation, it is important to distinguish between 

valuation practices and the devices that enable these practices. Kornberger (2017) implies the 

process of valuation to be anchored in practices. Kjellberg and Stigzelius (2014) explore how 

consumers realize ‘green’ values in their everyday food practices and how actors such as 

supermarkets can make scripts to guide the consumers’ behavior. These scripts can be food 

recipes, green apps, policy documents, eco-labels among others and can therefore be seen as 

strategic devices. This study by Kjellberg and Stigzelius (2014) shows how the scripts enables 

change of consumer behavior, illustrating that the devices are enablers of valuation practices, 

as devices are tools that make valuation possible. 

 

In the literature, there are different kinds of devices, and in order to clarify the tools we are 

analyzing, we will now explore some of the different types. Muniesa, Millo and Callon (2007) 

describe in their article ‘An introduction to market devices’ how the same device can have 

multiple purposes, and thereby perform more than one role at a time. They bring about the 

example of a shopping cart that is a material device facilitating shopping, but states that the 

cart also can be a market device as it shapes what shopping is (Muniesa et al., 2007). 

 

Market devices can be devices such as brands, labels, design, prices, advertising and 

packaging (Dubuisson-Quellier, 2013). These devices have the purpose to help consumers 

evaluate products while at the same time equipping them to make choices (Dubuisson-

Quellier, 2013). Market devices have the purpose to enable economic transactions to be 

carried out (Dubuisson-Quellier, 2013), and thereby making products into commodities. 

 

Cochoy (2007) introduces another type of device, which he calls choice devices, meaning 

devices supermarkets use in an attempt to make consumers shop in a specific way as well as 

think differently. Cochoy (2007) focuses on consumer behavior in relation to shopping in 
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supermarkets and studies how the employees of the supermarkets “garden” the stores with the 

help of devices in an attempt to shape consumer behavior. Cochoy (2007) further looks into 

how different devices can affect consumer cognition and the work that can be done in a 

supermarket to affect the ways consumers shop (Cochoy, 2007). 

 

As mentioned, there are different types of devices and the devices can perform different 

functions (Muniesa et al., 2007). Judgment of products is another function a device can have 

(Aspers and Beckert, 2011). Karpik (2010, cited in Aspers and Beckert 2011) refers to these 

mechanisms as “guideposts for individual and collective action”. He further explains that 

judgment devices allow for categorization and thereby reduce uncertainty. Judgment devices 

provide reasons for choice and reduce the cognitive deficit of market actors’ incomplete 

knowledge (Aspers and Beckert, 2011). In addition, judgment devices create order in markets 

as they point out differences in products (Karpik, 2010, cited in Aspers and Beckert, 2011). 

Examples of judgment devices are personal networks, critics and guidebooks, rankings and 

labels, and certifications (Aspers and Beckert, 2011). 

 

According to Helgesson and Kjellberg (2013), devices involved in processes of valuation are 

crucial in the designation of value. Based on this, we will analyze how REMA 1000, as a part 

of their strategy, produce and design devices that allow consumers to revaluate food. We call 

these devices valuation devices. The valuation devices will be analyzed from the 

understanding of being the enactment of REMA 1000’s strategy and will be identified and 

described in the analysis. Furthermore, together with a Strategy as Practice perspective, we 

will analyze the intentions behind the devices, as the devices have the purpose of making the 

strategy succeed. Based on this, we find it fruitful to include some of the practices REMA 

1000 envisions when producing specific devices to underpin the purpose and expectations of 

their strategy. 

	

Strategy as Practice 
To be able to, from a business perspective analyze how REMA 1000 strategizes around food 

waste and how REMA 1000 is trying to affect the consumers’ valuation of food, we find it 

useful to include a strategy perspective. Strategy is ‘a method or plan chosen to bring about a 
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desired future, such as achievement of a goal or a solution to a problem’ 

(BusinessDictionary.com, 2017). Strategy can be studied from different points of view and 

one of these views is Strategy as Practice. Strategy as Practice perceives strategy as a verb 

rather than a noun (Kornberger and Clegg, 2011) and brings attention to the micro-processes 

in daily operations in an organization, which can be understood as strategic activity (Egels-

Zandén and Rosén, 2014). In addition, when defining strategic activity, emphasis is put on the 

intentions of the strategic outcome (Egels-Zandén and Rosén, 2014). The focus on intentions 

of strategic activity will therefore be included when analyzing the valuation devices as they 

have the purpose of enacting the strategy of REMA 1000. Based on this, we found Strategy as 

Practice relevant for our study as we want to study how REMA 1000 through the small 

devices realize their food waste strategy. 

 

Value-terms such as shared value and co-creation are evident parts of strategy research, 

however there are few theoretical contributions within strategy research that discuss value 

explicitly (Kornberger, 2017). Kornberger (2017) therefore aims to address the blind spot of 

value-terms in strategy research by advancing the debate on the role of value in the strategy 

discourse. By drawing on economic sociology and rethinking the concept of value, 

Kornberger (2015) studies how value is related to strategy. Further, Kornberger (2017) 

suggest that Strategy as Practice literature could be improved with an increased focus on 

valuation practices as valuation practices symbolize another type of strategic practice. By 

changing the perspective of valuation from an economical perspective to a combined 

perspective of Valuation Studies and Strategy as Practice, the unit of analysis shifts from 

inside the firm towards practices that “organize the encounter between producers, consumers 

and others” (Kornberger, 2017, p. 15). 

 

According to Kornberger (2017), value is “constituted through correlating valuation 

practices” (p.2), such as ratings, rankings, reviews, awards and other valuation mechanisms. 

He further explains how the value of a product is neither “in” the good nor a function of a 

subjective preference. Just as Strategy as Practice focuses on the verb of strategy, Kornberger 

(2017) states that value can be understood as a verb rather than a noun, meaning it can be 

perceived as a process and not something that just is. Kornberger (2017) argues that in order 

to understand the concept of value, one must look at the valuation practices that makes the 
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good valuable in the first place. This will enable rethinking of the concept of value and its 

relation to strategy, and in turn allow strategy to be understood in relation to valuation 

practices (Kornberger, 2017). 

 

Dubuisson-Quellier (2013) is another scholar that brings attention to valuation and worth, and 

how these concepts are related to strategy. Just as Kornberger (2017), Dubuisson-Quellier 

(2013) refer to value as a verb and describe valuation as an extensive process through which 

products acquire value. Dubuisson-Quellier (2013) studied how Social Movement 

Organizations (SMOs) seek to change companies’ practices by creating new principles of 

product valuation. While drawing on market theories from the economic sociology of 

evaluation, the author describes how SMOs introduce criteria that can help consumers to 

change their consumption choices in order to reduce their negative environmental impact. The 

author puts forward that new marketing strategies similar to the ones of the SMOs’ have 

emerged among manufacturing and retailing companies recently. This in turn inspired us to 

draw upon similarities between Dubuisson-Quellier’s (2013) study of SMOs and our study of 

REMA 1000. To understand how REMA 1000 strategize around food waste and aim to 

change the consumers’ valuation of food, Dubuisson-Quellier’s study can be used to describe 

how REMA 1000 introduce a new principle of worth, by affecting the values of consumers 

through valuation devices. 
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Methodology 
To thoroughly present the methodology section of our thesis, we decided to take our point of 

departure in the research onion developed by Saunders et al. (2016). As illustrated beneath, 

the research onion consists of six layers that all play a role in research methodology (Saunders 

et al., 2016). 

 

Saunders et al., 2009 (p.8) 

 

Each layer will be presented and ordered from the outer to the inner layers, with explaining 

sub-headlines. The intention of this methodological section is to inform and guide the reader 

in a detailed and extensive way through the process of our research. 

	

Philosophy of Science 
According to Saunders et al. (2016), the research philosophy that is adopted in the study can 

be explained as the assumptions one have about the way to see the world. The assumptions 

about reality and human knowledge shape the way one understands research (Saunders et al., 

2016). The research philosophy underpins the research strategy and influences the way the 
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study is understood, which makes it important to be aware of what philosophy of science the 

researcher commits to (Saunders et al., 2016). 

 

The philosophical views are ‘suited’ to achieve different things (Saunders et al., 2016). We 

are studying how REMA 1000 strategizes around food waste and valuation, and are interested 

in how REMA 1000 through the use of valuation devices aim to affect the consumers and 

how they make sense of the food waste issue, thereby their social construction of reality. 

Based on this, the philosophical view of this research is interpretivism. According to Eriksson 

and Kovalainen (2008), the interpretivist is interested in subjective and shared meanings and 

is concerned with how people understand and interpret settings and social events. Research 

done from an interpretive position is focused on the full complexity of how humans make 

sense as situations unfold (Eriksson and Kovalainen, 2008). 

 

In our project, we found it relevant to look at the situation we are studying from an 

interpretive position as we are interested in analyzing how REMA 1000 through the valuation 

devices they produce can affect the subjective meanings of consumers. Furthermore, as we 

take our point of departure in economic sociology, which to a great extent emphasizes the 

‘human’ aspect of markets, it makes sense to view our case from an interpretive approach. 

	

Ontology 

Ontology is the researcher's belief about reality. There are two aspects of ontology, 

objectivism and subjectivism, where subjectivism is the stance we hold in this study. The 

subjectivist aspect of ontology suggests that social phenomena is created from the perceptions 

and actions of social actors (Saunders et al., 2016). The belief about reality is thereby based 

on perceptions and experiences. In addition, social phenomena are continuously emergent. 

This implies that there is no single reality, but reality is socially constructed and may change 

over time and according to context (Eriksson and Kovalainen, 2008). Subjectivism is 

therefore often associated with social constructionism, which is the ontology of our paper. 

 

Remenyi et al. (1998, cited in Saunders et al., 2016) emphasize that it is important to study 

the details of a situation in order to understand the reality behind them. In our research we 
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have therefore chosen to study the small things that enact the strategy, in order to understand 

how REMA 1000 strategize in practice. Studying the details is further also associated with 

social constructionism (Remenyi et al., 1998, cited in Saunders et al., 2016). The social 

constructionist approach is interlinked with interpretivism, as both emphasize the importance 

for the researcher to understand differences between humans in the role as social actors. 

Social constructionism is suitable in business research such as ours, as business situations are 

complex and unique (Eriksson and Kovalainen, 2008). According to Saunders et al. (2016), 

social constructionism implies that meanings emerge from human cognition, in other words 

people’s interpretation of events happening around them. Applying this to our study, 

consumers will with help of the devices make sense of the world around them and their own 

role in the food waste problem. 

 

The social constructionist approach of our study implies that social actors produce social 

reality through social interaction, meaning the focus of our study is on the interaction between 

actors such as REMA 1000 and consumers, and the valuation devices that help mediate the 

interaction. Furthermore, these actors can change their perception of reality through 

interaction (Eriksson and Kovalainen, 2008), which is what we are studying in this case by 

analyzing the devices that can change perceptions and enact REMA 1000’s strategy through 

change of valuation. According to Helgesson and Muniesa (2013), value is a socially 

constructed phenomenon. By saying that value is a social construction, Helgesson and 

Muniesa (2013) mean that value is the outcome of a social process. This further supports the 

perspective of social constructionism of our study, as we are studying how REMA 1000 can 

affect these social processes through a Valuation Studies perspective. 

	

Epistemology 

Epistemology involves how one gets the knowledge, what knowledge is and how it is 

produced and argued for (Eriksson and Kovalainen, 2008). Epistemology provides limits and 

gives structures for knowledge, and there are different understandings of the knowledge’s 

existence (Eriksson and Kovalainen, 2008). The epistemology that follows interpretivism is 

subjective, meaning knowledge is subjectively interpreted (Eriksson and Kovalainen, 2008). 

Subjective epistemology is suitable for business research as it often involves individuals 
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coming together at a specific time (Saunders, et al., 2016). In our case, this means that the 

knowledge we gather through putting ourselves in the context of food waste and trying to 

grasp what the employees of REMA 1000 are communicating, is subjectively interpreted and 

enables us to interpret social reality. 

 

A subjective epistemology further focuses on the details of a situation, the reality behind these 

details and the subjective meanings that motivate actions (Saunders et al., 2016). Our analysis 

is partly conducted on a detailed level and as we are interested in how REMA 1000 tries to 

affect the subjective meanings that motivates consumers’ valuation of food, this epistemology 

is suitable. 

	

Approach to Theory Development 
Abduction, the combination of induction and deduction, is the logic of our research (Eriksson 

and Kovalainen, 2008). By having abduction as the logic of our research, it means we have 

had both inductive and deductive phases in the research process (Eriksson and Kovalainen, 

2008). With the deductive approach, theory is the first source of knowledge whereas the 

inductive approach proceeds from empirical research towards theoretical results (Eriksson and 

Kovalainen, 2008). An example of how the abductive logic has been applied is how we 

started our research with a pilot interview to find the empirical focus area within 

sustainability. Thereafter we made an extensive literature search to find our theoretical focus. 

This served as a foundation when making the interview guide for the rest of the interviews, 

and the result of the interviews in turn affected our choice of theory. 

 

Research Design 
Research design is the plan of the study of how we went about to answer our research 

question and thereby understand how REMA 1000 strategize around food waste and valuation 

of food (Saunders et al., 2016). Its purpose is to connect the empirical data we have gathered 

with the research question, and ultimately lead to a conclusion (Yin, 2009). 

 

 



 31 

Methodological Choice 

Our study is of qualitative nature, something that goes hand in hand with the interpretive 

philosophy (Saunders et al., 2016). The choice of doing a qualitative study was based on the 

relevance of analyzing the meanings and relationships between the participants of the study in 

order to be able to answer our research question. In order to generate sufficient data and 

knowledge to study this, we chose to conduct our research through in-depth interviews and 

fieldwork in addition to secondary research. As we combine several types of data collection 

methods, our study categorizes as a multi-method qualitative study. 

 

Methodological Strategies 

In our study, we have chosen to make use of a case study approach. A case study is an in-

depth study of a topic within its real-life setting, something that is especially suitable for 

business studies (Yin, 2014, cited in Saunders et al., 2016). The choice of conducting a case 

study was based on the fact that case studies contribute to the knowledge of a complex social 

phenomena (Yin, 2009). As we are mainly interested in questions related to the ‘how’, case 

study is a suitable methodological strategy (Saunders et al., 2016). Our case study revolves 

around REMA 1000 and how REMA 1000 strategizes around food waste and valuation of 

food. In addition, Valuation Studies scholars has emphasized that case studies are especially 

suitable for Valuation Studies, which further underpins our choice (Kjellberg and Mallard, 

2013). 

 

According to Saunders et al. (2016), a case study can be either single or multiple and holistic 

or embedded. Single or multiple refers to whether the researcher is studying one or multiple 

cases (Yin, 2009). As explained in the introduction, REMA 1000 represent a unique case of 

its kind, as REMA 1000 was a first mover in Denmark among economic actors to strategize 

around food waste. The uniqueness of our case makes it suitable to only look at this specific 

case and our case study is therefore a single case study. Holistic or embedded refers to the 

unit of analysis and as we have chosen to look at only REMA 1000 as a whole, our case study 

is holistic. Because we chose to focus on REMA 1000’s practices in relation to their food 

waste strategy and how they attempt to affect the consumers’ valuation of food, without 
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studying the consumers, we decided REMA 1000 would be the only unit of analysis. 

Consequently, this study represents a holistic single case study. 

According to Yin (2009), case studies are particularly relevant for research questions that 

have been formulated with a ‘why’ and a ‘how’. Furthermore, case studies can be used for 

exploratory, descriptive and explanatory research. Our study is a mixture of a descriptive and 

an exploratory study. In order to answer our research question, we start by describing how 

REMA 1000 practically strategize around food waste and valuation of food. By doing this, we 

are able to present a clear picture of how REMA 1000 practice their strategy. After doing this, 

our study shifts towards an exploratory nature, where we try to make sense of how REMA 

1000 aim to capitalize around the food waste issue. Exploratory research is by nature flexible, 

something that our study is influenced by (Saunders et al., 2016). As we have gained new 

insight when collecting and analyzing data, we have also changed the direction of our study. 

	

Time Horizon 

According to Saunders et al. (2016), an important question every researcher needs to ask in 

relation to the research design is whether the research is done from a ‘snapshot’ at a particular 

point in time, or if it should represent several events of a time period. In our study, we chose 

to conduct all interviews over a short period of time, in addition, our observations at a food 

waste seminar and in one of REMA 1000’s stores were made around the same time. This 

implies that our case study represents a situation at a given point of time, and can be 

categorized as a cross-sectional study (Saunders et al., 2016). A cross-sectional study is a 

study in which a particular phenomenon is being researched at a particular time, something 

that matches our aim of describing how REMA 1000 strategize around food waste and 

valuation of food as of today. 

	

Techniques and Procedures 
As the philosophy of science and the research design have been determined, the frame of our 

study has been established. We will therefore move into the core of the research onion; the 

techniques and procedures for data analysis. By techniques and procedures we refer to the 
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specific tactics of data collection we have used, as well as how we have conducted the 

analysis. 

 

Data Collection 
The purpose of our data collection was to collect data that enabled us to answer our research 

question. As interaction and understanding are basic components of case studies, these 

components have influenced our choice of data collection. We have collected data through in-

depth interviews, observations at a food waste seminar and in a REMA 1000 store, in addition 

to document analysis. 

	

Primary Data 

According to Kumar (2011), primary data sources can be obtained through various methods 

and consist of first-hand information. In-depth interviews are appropriate for complex 

situations and are one of the most popular data collection techniques (Kumar, 2011). In our 

project, most of the primary data was collected through in-depth interviews with five REMA 

1000 employees. The first interview was a pilot interview with the Buying and Marketing 

Director, Anders René Jensen. The purpose of the pilot interview was to generate ideas and 

inspiration for our study and to get a holistic perspective of REMA 1000’s sustainability 

strategy. The reason we conducted the pilot interview with the Buying and Marketing 

Director is because he works with sustainability issues, which was what we initially were 

interested in studying. In order to structure the pilot interview, we prepared an interview guide 

consisting of open-ended questions in an attempt to obtain in-depth information from Jensen. 

This interview guide was sent to Jensen in advance for him to gather his thoughts and get an 

idea of what we were interested in talking about. The pilot interview gave us valuable insights 

as it enabled us to narrow down our area of interest from the general topic of sustainability to 

a more specific topic, namely food waste. In the interview, Jensen talked about why REMA 

1000 strategizes around food waste, which made us further interested in studying what 

REMA 1000 as a company gets out of this strategy and how this is done in practice. Together 

with extensive theory research and research on the food waste issue, the information gathered 
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from the pilot interview enabled us to define the purpose of our study, propose a research 

question and prepare for more interviews. 

 

After the pilot interview was conducted, and we had narrowed down our area of interest, our 

sampling process for choosing interview participants started. For case study research, non-

probability sampling is suitable (Saunders et al., 2016). As opposed to probability-sampling in 

which the participants are randomly chosen, non-probability sampling involves subjective and 

strategically chosen participants that the researchers believe can bring valuable insights to the 

study (Saunders et al., 2016). We decided we would benefit from interviewing an employee 

with marketing responsibility in order to understand how REMA 1000 communicates food 

waste to the consumers. Through getting an understanding of how this is communicated, we 

believed we would be able to then identify valuation devices REMA 1000 use in this 

communication process. As we were interested in how devices can enact the strategy, we 

thought it would be relevant to also interview employees that are responsible for different 

product categories. Jensen helped us to get in contact with employees that could give us 

information on these matters. 

 

We decided we were going to keep interviewing until we had reached data saturation, 

meaning we would only stop interviewing when no additional data collection would have 

provided us with new information (Saunders et al., 2016). After we had conducted four 

interviews in total, we still lacked data on how the food waste strategy is practically enacted 

in the stores, such as through signs. In addition, we were interested in a grocer's perspective 

on why and how REMA 1000 strategizes around food waste. Therefore, we requested to 

interview one of REMA 1000’s grocers. The final list of the interviewees follows: 
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Before conducting the interviews, we prepared interview guides which were sent to the 

interviewees in advance. One interview guide was prepared for the Marketing Manager, one 

was prepared for the two Category Managers, and one for the REMA 1000 Grocer. The 

purpose with these in-depth interviews was to give us relevant and concurrent information, 

while extending the knowledge derived from the pilot interview and secondary data sources. 

The input received from the interviews gave us insights in how REMA 1000 strategizes 

around food waste both practically and business-wise, and further what REMA 1000 does in 

relation to food waste. All the interviews thereby provided us with necessary data needed for 

analysis. In order to obtain as much information as possible, we found it suitable to conduct 

the interviews in a qualitative, open-ended manner that enabled us to ask follow-up questions. 

We also decided to make the interviews semi-structured in order to assure flexibility and 

freedom in terms of questions, while at the same time ensuring somewhat uniform 

information (Kumar, 2011). This means that the order of questions varied along with the flow 

of conversation and that additional questions were asked given the nature of events (Saunders 

et al., 2016). We designed the questions to get multiple perspectives on the issue of food 

waste and how REMA 1000 strategizes around the issue. Furthermore, we adapted the 

questions to the different positions of the interviewees and encouraged them to explain their 

perspective on food waste. The interview guides will be found in Appendix 1. 

 

As our study has a social constructionist view on knowledge production and it was important 

for us as researchers to have a close relationship with the field we are studying, we chose to 

supplement our interviews with observations (Eriksson and Kovalainen, 2008). 

 

February 7th 2017, we attended a food waste seminar to observe a live debate about food 

waste and the challenges related to dealing with this societal issue.  We attended the seminar 

‘Can we save the world by wasting less food?’ at the library in Østerbro, and the seminar was 

hosted by The United Nations Youth Association of Denmark.  
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The seminar started with five experts shedding light on different aspects of the food waste 

issue followed by an open debate. The experts were: 

  

The seminar contributed with ideas and inspirational reflections that we later used as data in 

the analysis. In addition, the seminar contributed with a societal perspective on the food waste 

problem as politicians, the academic world and NGOs were all represented. Through the food 

waste seminar we were able to observe a live debate on food waste which illustrated the 

different perspectives the food waste issue can be viewed from. Further, we observed how the 

food waste problem is dependent on many different actors taking action in the fight against 

food waste. During the seminar, we made field notes, whenever we heard something we 

thought could be used for our study. In addition, we recorded the seminar which enabled us to 

listen to relevant parts of it again at a later time. 

 

We further supplemented the observations made at the food waste seminar March 10th 2017, 

when we walked around in one of REMA 1000’s stores in Valby, with the purpose of 

identifying valuation devices. We did not study people’s behavior, rather we chose to identify 

and describe the specific valuation devices REMA 1000 have produced to contribute in the 

fight against food waste. Whenever we found something of relevance, we took a photo of it to 

document it for future analysis. By the time we did these observations, we had completed all 

the interviews, which made us consciously look for the devices the interviewees had told us 

about. This might have influenced our observations as we may have looked at things 

differently had we not been told what to look for. 

 

By supplementing our in-depth interviews with observations, we have found that considerable 

richness was added to our study. By observing situations, we as researchers were able to 
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identify and interpret devices in the store, rather than employees only telling us about them. 

We were also able to see the food waste problem from different angles. Observations made it 

possible for us to triangulate the data we had gathered, something we soon will elaborate on. 

 

Lastly, at the end of the process of analyzing the data, we sent two of the interviewees some 

questions by e-mail. One of these was Rosenløwe as he had mentioned the upcoming 

campaign ‘Respect for Food’ in the interview, but was at the time not able to tell us a lot 

about it as it was too early in the planning process. In order to give him the opportunity to 

elaborate on the campaign mentioned shortly in the interview, we e-mailed him questions that 

we hoped he would be able to answer as time had passed since he first mentioned the 

campaign. Even though the campaign is still a work in progress, Rosenløwe’s answers 

provided us with more extensive information on the campaign than we had before and 

allowed us to further develop our analysis. 

 

Secondary Data 

Secondary data can be defined as data that have “[...] previously been gathered by someone 

other than the researcher and/or for some other purpose than the research project at hand” 

(Burns and Bush, 2003). All the material and data already existing prior to our study therefore 

classify as secondary data (Eriksson and Kovalainen, 2008). Secondary data is included to 

provide additional knowledge on both REMA 1000 and the issue of food waste. During our 

study we have been concerned with collecting data from a wide range of sources related to 

REMA 1000, food waste and consumer behavior in relation to food waste. Searches on these 

topics have generated huge amounts of search results, which on the one hand is good, but on 

the other also leads to challenges in relation to critically selecting which sources to investigate 

further. In this project, we have analyzed secondary data sources such as newspaper articles, 

company web page, and sustainability reports (both REMA 1000’s sustainability reports and 

external reports). 

 

We began researching REMA 1000 by reading up on their webpages, and thereafter 

researching food waste and consumer behavior. We researched food waste in order to get an 

overview of the topic and the situation as it is today. While reading about food waste we 
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discovered several studies on consumer behavior in this relation. We found these studies 

interesting as they helped us understand how consumers think and behave, which further 

helped us to get an understanding of the intentions behind REMA 1000’s food waste strategy. 

The secondary research enabled us to prepare meaningful interview guides for the in-depth 

interviews and get a better understanding of the company and our field of research, food 

waste. Secondary data was further used to elaborate on the data gathered from the interviews 

and to enrich our findings by supporting our primary data with published reports. 

	

Data Analysis 

Transcribing 

All interviews were audio-recorded and subsequently transcribed into text. When transcribing, 

it is important to not only write what was said, but to try to give an indication of the tone in 

which it was said and other kinds of non-verbal communication (Saunders et al., 2016). These 

indications were limited, but involved things like pauses, filling words and repetitions. By 

including this in the transcriptions (Appendix 2), we ensured that we did not miss important 

incidents affecting the conduct of the interviews (Saunders et al., 2016). Before transcribing 

the interviews, we agreed on the level of detail and decided that mispronunciations and 

language problems were to be corrected (Miles et al., 2014). 

	

Identification of Valuation Devices 

In order to be able to identify the valuation devices we aimed to analyze, we came to the 

conclusion that a set theoretical definition of a valuation device was necessary to ensure a 

valid identification process of devices. After exploring different definitions and descriptions 

of different kind of devices in the theory section, we still needed one definition for valuation 

devices that would help us practically identify valuation devices in the case of REMA 1000. 

As we did not find any established definition of a valuation device, we chose to look into 

definitions of other devices that we interpreted corresponded with characteristics of a 

valuation device. Based on theory, we agreed on a definition of a valuation device we could 

use when identifying these. In the following, we will explain the foundation of the theoretical 

definition of a valuation device. 
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Karpik (2010, cited in Aspers and Beckert, 2011) introduces judgment devices that enables 

consumers to judge products. As mentioned in the theory section, he describes judgment 

devices as “guideposts for individual and collective action” (p.23). Furthermore, Karpik 

refers to judgment devices as devices that reduce the cognitive deficit of market actor’s 

incomplete knowledge. As judgment is an important part of the valuation process 

(Kornberger, 2017), Karpik’s definition functioned as a source of inspiration when 

constructing our definition of a valuation device. Yet Karpik’s definition of judgment devices 

is not sufficient for identifying valuation devices, as the process of valuation concerns more 

than simply judging the product. 

 

Consequently, in order to reach a complete definition of a valuation device, we decided to 

look into what purpose a valuation device might have. Kornberger (2017) states that the 

purpose of a valuation device is to facilitate valuation practices. The valuation devices can 

therefore be seen to have strategic agency, as humans and non-human actors influence the 

valuation practices (Kornberger, 2017). We found this aspect of the devices essential in order 

for us to further explore the intentions behind REMA 1000’s valuation devices. As explored 

in the theory section, Cochoy (2007) introduces devices supermarkets produce in their attempt 

to make consumers shop in a specific way and think differently. As we have a Strategy as 

Practice perspective, the devices are seen as an extension of REMA 1000’s strategy, which 

makes it relevant for us to, just as Cochoy does, to look at the intentions behind the devices 

and what kind of behavior REMA 1000 envisions by producing such valuation devices. 

 

As we have not interviewed any consumers, we do not know how what effects the devices 

actually create. The intentions behind the valuation devices REMA 1000 produce to affect the 

consumers’ valuation of food are based on our own interpretations of what the employees of 

REMA 1000’s have told us. In order to analyze REMA 1000’s strategy around food waste 

and valuation, we allow ourselves to make an attempt to understand the underlying motive of 

the different valuation devices. REMA 1000 produce the devices with certain intentions in 

mind, and these are the intentions we are trying to understand by interpreting the data. The 

valuation devices REMA 1000 produce have a clear intention of achieving something 
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specific, namely reducing food waste, which makes intentions relevant to take into account 

when constructing a definition. Based on this, our definition of valuation devices is: 

 

A valuation device equips consumers to judge the value of food. 

 

This definition enables us to create a link between theory and empirical data, and in a 

systematic way analyze the potential valuation devices we have identified. The definition 

entails the function and purpose of valuation devices, while at the same time touching upon 

the intentions behind the devices. When the device fulfills the definition, we believe the 

consumer is equipped with knowledge or other kinds of tools that enables them to assess the 

value of food through the process of valuation. This implies that the devices function as 

facilitators of valuation practices. This definition will be used to identify valuation devices in 

the analysis. 

 

In the table presented underneath, the devices we have identified are presented together with a 

short description of each device. These devices will in turn be described further in the 

analysis. 
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When constructing this definition of a valuation device, we encountered a few challenges in 

relation to the definition. The first challenge was related to making the definition broad 

enough to fit different types of devices, while at the same time still being able to eliminate 

devices that did not qualify as valuation devices. The challenge of making a broad definition 

was that it made it difficult to see what is not a valuation device. When saying that a valuation 

device “equips the consumers to judge the value of food”, there are no guidelines in terms of 

what judgment is or how to evaluate whether a consumer in reality has been equipped by the 

device. Yet, we decided it was necessary to have a definition as broad as possible, in order to 

not beforehand constrain ourselves in relation to what type of valuation devices to look for. 

We came to the conclusion that when the device functions as a tool that enables consumers to 

judge the value of food, it qualifies as a valuation device. 

 

Another challenge we encountered while identifying valuation devices was the time frame of 

our identification of devices. We did not decide in advance on a set time to start search for 

devices, nor a time to stop. This means that we might have been able to identify more devices 

if we had kept searching. However, the process of identifying devices has been ongoing as 

long as we have been working on the analysis. This means that due to time constraints and in 

our opinion, a sufficient number of analyzed devices, it was unnecessary to search further. 

	

Coding 

When we had decided on a definition of valuation devices, we knew what to look for and 

were able to proceed to the coding of transcriptions. We will now elaborate on how we used 

codes when analyzing our data. Coding of data is done in order to enable categorizing of data 

and includes marking units of data within a data item, in our case transcriptions, with a word 

(code) that illustrates the meaning of the marked unit (Saunders et al., 2016). A coding 

procedure gives an overview of the data and makes the units of data accessible for further 

analysis (Saunders et al., 2016). 

 

According to Miles et al. (2014), “codes are labels that assign meaning to the descriptive or 

inferential information compiled during a study” and can be both a descriptive label or a 

more complex one, like a metaphor (Saunders et al., 2016). Coding can be perceived as a link 
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between data and analysis (Miles et al., 2014) and in our project, we used coding to interpret, 

categorize and reflect on the meaning of the data we had gathered through interviews. The list 

of chosen codes was decided before the coding process started. To sustain a high level of 

quality and consistency of the coding, we both coded all the interviews separately before we 

went through it together and discussed the coding we had done. In this study, the coded 

material consisted of interview transcriptions. 

First Cycle Coding 

According to Miles et al. (2014), first cycle coding is done to summarize different segments 

of data. For our first cycle coding we chose the descriptive way of coding, which involves 

assigning labels to chunks of data to summarize the data in a short phrase or word (Miles et 

al., 2014). We found descriptive coding relevant as we wanted to first get an overview of the 

type of data we had collected. The four codes we chose for the first cycle of coding were 

based on the key words: Valuation Devices, Value, Consumer Behavior and Strategy. In 

addition, we added History as one descriptive code for the purpose of outlining how REMA 

1000 came about to work with food waste in the first place. This resulted in five codes in total 

for the first cycle. 

Second Cycle Coding 

Second cycle coding is a way to divide the summaries from the first cycle coding into a 

smaller number of categories or themes (Miles et al., 2014). This is done to pull together the 

material from the first cycle coding into meaningful units of analysis (Miles et al., 2014). 

After the first cycle coding, we were able to separate the data we had gathered, and thereby 

collect it into five groups of data. An example of how this was useful for further analysis was 

that it enabled us to cluster the data on Valuation Devices and thereafter extract the devices 

that fulfilled the criteria outlined above. 

 

Reliability and Validity 
According to Saunders et al. (2016), both reliability and validity is crucial to the quality of 

research. However, it is difficult for a qualitative study to maintain total reliability and 
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validity, and we will therefore now explain how reliability and validity has been addressed in 

our study. 

 

Reliability 

Reliability within qualitative research entails whether other researchers would get similar 

results and information if they were to do the same study again (Saunders et al., 2016). When 

starting this project, we immediately agreed to keep a daily journal. The idea behind the 

journal was to continuously write down ideas, to-do lists and plans related to interviews and 

supervision as well as analysis, like a shared calendar. In addition to giving us an overview of 

where we were and where we wanted to go, documenting the procedures of our study also 

increased the reliability as it makes it easier for other researchers to do the same study and 

reaching the same results (Yin, 2009). An extraction from the daily journal is illustrated 

beneath: 

 

 

 

As our findings are mainly derived from in-depth interviews, they reflect a situation at a 

certain point in time, which may be subject to change (Saunders et al., 2016). This means that 

it would not be feasible to standardize the research for replication, as that would undermine 

the benefits of the research (Saunders et al., 2016). Qualitative research is not necessarily 

meant to be replicated because it reflects on interpretations made by us as researchers at a 
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given point in time (Saunders et al., 2016). Therefore, we have instead made a precise 

description of our research design, context and methods that would help other researchers do 

the same study (Saunders et al., 2016). By using both of us as interviewers and observers in 

the study, the credibility of our study is further enhanced as we both have interpreted each 

statement and situation and thereafter discussed it in order to make common sense of it 

(Saunders et al., 2016). 

 

Furthermore, the concern of reliability is often linked to the degree of bias of the study 

(Saunders et al., 2016). Bias refers to the extent the researcher’s values, preconceptions or 

theories have affected the data collection (Maxwell, 2008). This is something every researcher 

experiences and which is impossible to eliminate (Maxwell, 2008). As it is impossible to 

eliminate bias, it is important to understand how our study is influenced by bias, rather than 

trying to “standardize” us as researchers (Maxwell, 2008). The findings from our data 

collection is influenced from our preconceptions, values and chosen perspective. An example 

is how we in the beginning of our study chose to look at REMA 1000’s food waste strategy 

through the lens of Valuation Studies and Strategy as Practice. These combined perspectives 

affected the way we asked the questions to the participants as well as how we interpreted their 

answers. We chose to direct the focus of the food waste dilemma around valuation and our 

assumption that consumers do not value food high enough, even though the interviewees of 

REMA 1000 never explicitly said consumers value food low. 

 

Already in the first interview, we were informed that REMA 1000’s food waste strategy has 

been doing well. Furthermore, Jensen (REMA 1000, 2017) told us about how REMA 1000 

was the first grocery store in Denmark that started to strategize around food waste. As we got 

this information, we modified our perceptions and therefore already from the beginning of the 

study saw REMA 1000 as a case of best-practice. In addition, after the pilot interview, we 

made an extensive literature search in order to find the focus for our study. This in 

combination with research on REMA 1000, most certainly affected how we asked questions 

and interpreted the answers. 
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Validity 

As opposed to quantitative researchers, qualitative researchers do not have the same 

possibilities of “controlling” the validity of the research in advance (Maxwell, 2008). Rather, 

qualitative researchers must do their best to eliminate validity threats after the research has 

started (Maxwell, 2008). 

 

Validity refers to whether the researcher is measuring what she wants to measure, how 

accurate the analysis of the results is and how the findings can be generalized (Saunders et al., 

2016). We believe the measures used in this research, in-depth interviews and observations, 

assess the phenomenon in study and measure what they are intended to measure as they 

enabled us to come close to the field we are studying. 

 

Reactivity is another important validation problem that has to be considered in qualitative 

studies (Maxwell, 2008). Eliminating the influence of the researcher is impossible, which is 

why the goal is to understand this influence and rather use it in a productive way (Maxwell, 

2008). When conducting interviews, we as researchers have a powerful influence on the data 

as what the interviewee says always is affected by the interviewer and the situation in which 

the interview takes place (Maxwell, 2008). We therefore acknowledge that every interview is 

influenced by us as researchers, the way we ask questions and the setting we were placed in. 

 

In addition to being aware of the above-mentioned factors, we have done several things to 

enhance the validity of our study. First and foremost, we made sure to gather a rich amount of 

data by interviewing people until we did not receive any new information (Maxwell, 2008). 

This means that in practice, we did not schedule all the interviews at once, rather we started 

with a pilot interview, thereafter we followed up with two interviews with category managers 

and one with the marketing manager. After those four interviews, we realized we were given 

the same answers, but yet needed more practical data from someone working in a physical 

REMA 1000 store. Therefore, as our last interviewee, we interviewed one of REMA 1000’s 

grocers as we believed he would contribute with a different perspective than the top 

management. We conducted all interviews face-to-face, which made it possible for the 

interviewees to show us physical examples of advertising, product placement and packaging. 
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After conducting and creating verbatim transcripts of the interviews, we coded them, first 

separately and then compared and discussed, with the purpose of increasing validity. 

 

Lastly, we ensured triangulation as we collected information from a diverse range of 

individuals through a variety of methods (Maxwell, 2008). We interviewed people from 

different levels of the organization, from both top management and grocer level, attended a 

food waste seminar, did observations in one of REMA 1000’s stores and we also did 

document analysis, all on the topic of food waste and valuation of food. The purpose of doing 

this was to be able to triangulate the data by studying the same situation from different points 

of view. By doing this, we aimed to ensure that we measured what we wanted to measure, 

thereby making sure the validity of our study was high. 

	

Generalizability 

Generalizability of qualitative studies are normally not based on a sample of a population or 

reaching results that can be further extended (Maxwell, 2008). Therefore, Guba and Lincoln 

(1989) suggested to rather call generalization of qualitative studies “transferability” (cited in 

Maxwell, 2008). 

 

As REMA 1000 is perceived to be both a forerunner and a first mover in terms of strategizing 

around food waste, it makes sense to look at REMA 1000 rather than another grocery chain. 

In this way, our study documents the practices and strategies of one of the best chains in the 

area of food waste, producing a more generalizable case than if we were to look at another 

chain that was not including food waste reduction in its strategy. Studying REMA 1000’s 

practices and way of strategizing can potentially lead to results that may be transferable for 

other grocery store chains, as the study will reveal how a successful grocery store chain in 

practice enacts its strategy around food waste and valuation. 

 

 

  



 47 

Analysis 
Due to the interpretive philosophy of this paper, the data we have collected for this study will 

in this section be a result of our interpretations. The theory outlined serves as a foundation for 

this interpretation and as a consequence also affects the way in which we interpret the data. 

The analysis is divided into three parts that all serve different purposes in exploring our 

research question ‘How does REMA 1000 strategize around food waste and valuation of 

food?’. 

 

The analysis will begin with an introduction to REMA 1000’s strategy on food waste with the 

purpose of introducing the reader to REMA 1000’s history and what has led them to pursue a 

food waste strategy. The next part scrutinizes the strategic actions on a micro level by 

analyzing the little things that practically enact REMA 1000’s food waste strategy. This is 

done in order to analyze how the valuation devices perform REMA 1000’s strategy and 

thereby illustrate how a grocery store chain can deal with the issue of food waste on a detailed 

level. The last part of the analysis has the purpose of placing the case in a broader perspective, 

in which we explore the business aspect of REMA 1000’s food waste strategy and attempt to 

understand how REMA 1000 can capitalize on their food waste strategy. 

	

The History of Rema 1000 
In 1948, the Norwegian couple Margit and Ole Reitan decided to open a grocery store in 

Trondheim, Norway (Rema1000.dk, 2017b). Their son, Odd Reitan, was an eager worker in 

the store and in 1972, he opened up his own store, which after a couple of years resulted in a 

new grocery store chain. While visiting Germany in 1977, Odd Reitan was inspired by a 

German grocery chain and its efficient discount model, which was a modern and 

groundbreaking way of doing business at the time (Rema1000.dk, 2017b). He decided to 

adopt this discount-strategy and established REMA, which is a contraction of “Reitan” and 

“Mat”, the Norwegian word for food. In order to keep competitors away and satisfy consumer 

needs, REMA’s product assortment was expanded from about 500 to 1000 products. 

Following this expansion, the name of the chain was changed from REMA to REMA 1000 

(Rema1000.dk, 2017b). August 1st 1994, the two first REMA 1000 stores were opened up in 
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Denmark. Today there are more than 280 REMA 1000 stores in Denmark, and the goal is to 

continue to open stores to reach 400 (Rema1000.dk, 2017b). REMA 1000’s market share has 

increased by 10.2% since 2005 and the company’s gross profit has almost doubled since 2011 

(Proff.dk, 2017). 

 

REMA 1000 is driven as a franchise, which means that each shop is individually owned by its 

own shop owner (Jensen, REMA 1000, 2017). By this, each shop owner is personally 

responsible for managing its own shop, however the management team of REMA 1000 takes 

care of extended marketing, accounting and product assortment (Jensen, REMA 1000, 2017). 

Further in the analysis we will exemplify how one store owner practically enacts REMA 

1000’s strategy. 

 

On REMA 1000’s webpage, the company states that REMA 1000 is more than just a grocery 

store chain with many products (Rema1000.dk, 2017b). Odd Reitan has established eight 

values illustrating the principles driving REMA 1000 and explains that “determination 

without humility creates conflict. Lead the way and set a good example” (REMA 1000 CSR 

Report, 2015, p.3). Within the organization, there is a firm belief that the activities must 

benefit the society as well as REMA 1000 (REMA 1000 CSR Report, 2015). Several of the 

interviewees of this study emphasize REMA 1000’s motto ‘Business with Attitude’, and 

further elaborates on the responsibility of REMA 1000 towards society:  

 

“I also think as a retailer, we can affect the producers and we can affect the 

customers. We really have an obligation to take this responsibility and do 

something as a central player. It would be wrong if we didn’t go in and started to 

affect both ways. And I also think, that if we want to be a player in the future – we 

have to do it.” (Jensen, REMA 1000, 2017). 

 

In 2008, REMA 1000 decided to start working towards limiting food waste (Jensen, REMA 

1000, 2017). It started when today's Buying and Marketing Director, Anders René Jensen, 

was buying bread for his family on his way home from work (Jensen, REMA 1000, 2017). 

While in the store shopping, he realized that if he were to buy only one package of bread, he 

might as well buy two as buying two breads would give him a quantity discount (Jensen, 
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REMA 1000, 2017). This made him irritated as his family only needed one bread, and he 

knew they would probably end up throwing some of the bread away if he were to buy two 

breads. Even so, not buying two packages would be a waste of money. He found it so 

irritating that he the next day went to his colleagues and asked what they thought about 

quantity discount. The colleagues said they found it irritating too, but they also emphasized 

the business aspect, that quantity discount makes consumers buy more as they have to buy 

two packages in order to get the discount (Jensen, REMA 1000, 2017). However, Jensen was 

so frustrated with the quantity discount that he decided he wanted to make a change. 

 

Due to Jensen’s (REMA 1000, 2017) frustration with quantity discount that make consumers 

buy more than necessary and thereby waste both money and food, REMA 1000 decided to 

stop all quantity discounts in their stores. At the same time, food waste had started to become 

a topic of discussion and Jensen (REMA 1000, 2017) contacted Selina Juul who had just 

started ‘Stop Wasting Food’. Juul was very excited when Jensen told her about REMA 1000’s 

idea of stopping quantity discount and encouraged REMA 1000 to join the fight against food 

waste. Since then, Juul has come with a lot of input, and REMA 1000’s management team 

and Juul still often talk together about how REMA 1000 can help reducing food waste 

(Jensen, REMA 1000, 2017). This is the story of how REMA 1000 became interested in 

limiting overconsumption, a decision which in turn led REMA 1000 to strategize around food 

waste. 

 

REMA 1000 decided to call the food waste strategy ‘Much Less Food Waste’. However, the 

strategy was not only easy to pursue in the beginning:  

 

“Oh my God I got a lot of emails [from grocers] at that time saying I was crazy. 

‘We sell 30 % less of the campaigns now’. Also the journalists called and said 

they had talked to our competitors who had said that I was a total lunatic. 

Because we retailers are born to sell products, not to limit selling products, that 

was the customers’ own responsibility. And we lost some top line, some 

turnover.” (Jensen, REMA 1000, 2017).  

 

This illustrates the beginning of REMA 1000’s food waste strategy. 
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REMA 1000’s Food Waste Strategy 
In the theory section, strategy has been described as a plan designed to produce a specific 

future that often aims to achieve a goal or find a solution to a specific problem 

(BusinessDictionary.com, 2017). Apart from traditional business practices benefiting the 

company, REMA 1000 believe they also have a responsibility towards society (Corporate 

Social Responsibility, 2015). By strategizing around food waste, REMA 1000 aims to give 

back to society by contributing to reduce food waste. 

 

“Performance is critical but we must never become complacent”. These are the CEO of 

REMA 1000 Denmark, Henrik Burdal’s words in REMA 1000’s Corporate Sustainability 

Report of 2015 (p.3). REMA 1000 is determined to become the largest, most responsible and 

sustainable discount supermarket in Denmark (Corporate Social Responsibility, 2015). Henrik 

Burdal states that REMA 1000 is constantly working to become more sustainable (Corporate 

Social Responsibility, 2015). Among its sustainability areas, REMA 1000’s key focus area 

has become reducing food waste (Corporate Social Responsibility, 2015), motivated by the 

paradox of people starving while others are wasting eatable food (Advertorial, Appendix 3). 

Jensen (REMA 1000, 2017) further emphasizes that REMA 1000’s focus on food waste is 

based on the intention of doing the right thing, while at the same time also helping the 

consumers to do the right thing, namely reduce food waste (Advertorial, Appendix 3). 

 

As a result of the focus on reducing food waste, REMA 1000 has created a strategic action 

plan under the name ‘Much Less Food Waste’. This action plan aims to both reduce REMA 

1000’s food waste, but also influence the consumers to reduce their food waste, which is the 

focus of our study. By introducing a new principle of worth, the worth of reducing food 

waste, REMA 1000 strives to contribute in the fight against food waste. ‘Much Less Food 

Waste’ consists of several initiatives that intends to change consumers’ perception of food. 

These are the initiatives we aim to identify and analyze through a combined Valuation Studies 

and Strategy as Practice perspective. 

 

One of our initial thoughts when we started our research was that the reason people throw 

away food is because food is cheap. This would imply that most consumers do not perceive 

food to be of high value, as consumers easily can buy new food. One of our interviewees 
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supported this assumption and stated that “The more you have paid, the more you think ‘I 

have to eat it, it was so expensive’” (Thomsen, REMA 1000, 2017). This interviewee further 

said that one can compare the purchase of food with the purchase of clothes (Thomsen, 

REMA 1000, 2017). She believed that the more we pay for something, the more we value and 

want to take care of the product (Thomsen, REMA 1000, 2017). 

 

However, as Rosenløwe (REMA 1000, 2017) explained to us, the economic value of food 

does not seem to represent a big enough incentive for consumers to not throw away food or 

else people would simply not waste food. “I don’t think it is because it is low-priced, I think it 

is because we don’t care or don’t know enough about the products.” (Rosenløwe, REMA 

1000, 2017). This informed us that there is a complex relationship between the economic 

value of food, consumers’ values and other kinds of value that affect how consumers perceive 

and value food. After realizing that price was not necessarily decisive to the value of food, we 

decided we were not going to address the economic value of food in our analysis of how 

REMA 1000 strategize around food waste. In addition, we understood that as REMA 1000 is 

a discount chain, increasing the price of their products would not be the way to affect 

consumers’ valuation of food. Therefore, we decided to look into the type of value and values 

of the consumers that REMA 1000 tries to affect. 

 

Rosenløwe (REMA 1000, 2017) tells us that he believes food waste can be ruled out if 

consumers perceive the food with more respect. From our Valuation Studies perspective, we 

interpret respect for food to be linked to the value of food. When addressing the food waste 

problem through their food waste strategy, ‘Much Less Food Waste’, REMA 1000 aims to 

make consumers waste less food. From our perspective of Valuation Studies, creating the 

strategy ‘Much Less Food Waste’ is a way to make the consumers revaluate food, which 

REMA 1000 hopes will make them consequently throw away less food. 

 

As elaborated in the theory section, our chosen perspective of Valuation Studies together with 

Strategy as Practice enables us to focus on the valuation process. Furthermore, Valuation 

Studies disentangles the concept of value to enable an understanding of the processes through 

which something, in this case food, becomes valuable. In our case, the valuation processes are 

facilitated by devices that carry out REMA 1000’s strategy with the intention of doing the 
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right thing in regards to consumer food waste. These devices will be the focus of the 

following part of our analysis to see on a detailed level, how the strategy of REMA 1000 is 

practically enacted. 

	

Valuation Devices 
As explained in the beginning of the analysis, this section will on a detailed level analyze the 

enactment of REMA 1000’s strategy. According to Cochoy (2007),  

 

“Tending the garden of choices may of course involve social networks, cultures 

and institutions. But it also rests upon some very mundane, immediate and 

material ‘market-things’ such as boards, flags and shelves.” (p.125).  

 

This supports that we in this section will identify the material ‘market-things’, valuation 

devices, that REMA 1000 produce in an attempt to influence the consumers’ valuation of 

food, with the intention of reducing food waste. REMA 1000 does this by arranging different 

cognitive supports and providing the consumers with multiple devices, which we in the theory 

section decided to call valuation devices. Cochoy (2007) further explains how the 

supermarkets do not have a physical, direct encounter between supply and demand and how 

this force sociological researchers to rather look at the objects acting as mediators in the 

market. We will not delimit the identification of valuation devices to physical objects, but will 

also include human actors as we see these actors also playing a role in the process of 

valuation. The valuation devices act as mediators and we will now identify which devices 

REMA 1000 has produced, the intentions behind them as well as analyze to what extent these 

devices fit our definition of a valuation device. The definition of valuation devices developed 

in the methodology section is as following: A valuation device equips consumers to judge the 

value of food. When a device fulfills this definition, it can be seen as an enactment of REMA 

1000’s strategy, as the devices have an impact on consumers’ valuation of food and thereby 

realize REMA 1000’s food waste strategy. 
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The ten devices we have identified and that will be explored are: 

·    No Quantity Discount 

·    Pay by the Weight 

·    Soon-to-Expire Products 

·    Smaller packages 

·    Recipes on Products 

·    Labels 

·    Signs 

·    Grocer Max 

·    Webpage 

·    Media 

	

No Quantity Discount 

The first valuation device we have identified is ‘No Quantity Discount’. As elaborated on in 

the section above, removing quantity discount started up as an initiative first aimed at limiting 

the level of irritation among consumers. Jensen (REMA 1000, 2017) was as a customer 

himself irritated by quantity discounts and decided, with support from the rest of the 

management team, to stop this kind of offers in all of REMA 1000’s stores. 

 

In our society characterized by overconsumption, many consumers seem to be attracted to 

offers like quantity discounts. “Denmark is a nation of offers. [...] We are used to buying 

where there is an offer on products.” (Rosenløwe, REMA 1000, 2017). This implies that if 

Danish consumers need to buy a certain amount of a specific product in order to get the 

discount, they are likely to do so (Rosenløwe, REMA 1000, 2017). When the quantity 

discounts first were stopped, many consumers called and complained and said they did not 

understand why REMA 1000 stopped selling two for the price of one etc. (Jensen, REMA 

1000, 2017). Jensen (REMA 1000, 2017) explains how customers reacted when REMA 1000 

first stopped providing quantity discounts: 

	
Customer: “Why don’t you have any good offers on wine?” 

REMA 1000: “We have good offers” 

Customer: “No, you never sell 4 bottles for a good price anymore” 
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REMA 1000: “No, but we sell one bottle for the same price, so instead of 3 bottles for 99 you 

have 1 for 33” 

Customer: “Yeah, but why don’t you have…” 

This illustrates how bounded consumers are to quantity discount and that the consumers are 

often not aware of the fact that quantity discount is not always a good thing. Quantity 

discount forces the consumers to buy more in order to get the discount, thereby contributing 

to increased food waste as many consumers buy more than they need. 

 

With the device ‘No Quantity Discount’, REMA 1000 intends to reduce the quantities 

consumers buy, as consumers no longer have to buy ten pieces to get the discount:  

 

“I think it was really important that we stopped the quantity discount. [...] [The 

consumer] is not forced to buy five items to get the offer price – you can get one. 

Instead of 10 for 50 kr, it is just 5 kr per unit.” (Rosenløwe, Rema, 2017).  

 

By stopping the quantity discounts, REMA 1000 attempts to reduce food waste by changing 

the consumers’ purchasing habits. The intention behind stopping the quantity discounts is to 

let the consumers themselves decide how much to buy, by not pushing bigger quantities on 

them. When the consumers get the discount on each item instead of a package, they are more 

likely to buy exactly what they need as they are forced to think of how much they need in the 

moment of purchase. If the consumers have to think of how many pieces they actually need, 

in the moment of purchase, REMA 1000’s strategy of reducing food waste is enacted by 

reducing overconsumption. By making the consumers think for themselves, the device ‘No 

Quantity Discount’ intend to make the consumers designate more value to each piece 

compared to when they have to buy many pieces. Based on this, we see that the device equips 

the consumers to judge the value of food and the definition of a valuation device is fulfilled. 

	

Pay by the Weight 

The second device we have identified is ‘Pay by the Weight’. Previously, vegetables and 

fruits at REMA 1000 were sold at a fixed price per piece (Jensen, REMA 1000, 2017). For 

example the price of a cabbage head was set to 10 DKK, which in turn meant that all 
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cabbages had to be the same size in order to be worth 10 DKK. The result of this was that all 

the cabbages that were either smaller or larger than the ones sold at REMA 1000 were left in 

the soil by the farmers, and thereby wasted even though they were fully eatable (Jensen, 

REMA 1000, 2017). The fact that all the cabbage heads in the stores were the same size, 

affected the customers and their food waste too, as the customers were forced to buy a certain 

size, sometimes bigger than they might have needed. Thereby the consumer would waste both 

money and food:  

 

“[...] this is totally stupid, because I know when [the consumer] buy cabbage, 

[they] use half of it and then always say ‘I can use the rest tomorrow’ but when 

you got this today, you always want something else tomorrow. And then after 

some days you look at it and it’s just laying there.” (Jensen, REMA 1000, 2017).  

 

As a part of the food waste strategy, REMA 1000 has introduced weighing the groceries and 

pricing them by the weight. Instead of paying a fixed price per piece for fruits and vegetables, 

the consumers can now choose the size of the fruit or vegetable they need and pay the price of 

its weight. The result is that customers now can find the right size and pay only for how much 

they need (Jensen, Rema, 2017). 

 

Cochoy (2008) investigates how a trivial device can shape consumer experience in a 

supermarket. In our case, ‘Pay by the Weight’ can be seen as such trivial device, as it may 

seem to be an insignificant change, yet it still contributes to changing the way consumers 

shop. Cochoy (2008) further explains that a trivial device such as a shopping cart can change 

the way consumers shop by ‘changing the metrics’. For example, by introducing the 

consumers to big shopping carts, the stores can redefine the consumer’s calculation, thereby 

influencing the consumers’ shopping behavior (Cochoy, 2008). The shopping cart leads the 

consumers to react in a certain way, by changing their constraints from a budgetary one to a 

volumetric one (Cochoy, 2008). Similar change applies for ‘Pay by the Weight’. By moving 

away from selling products at a fixed price per piece, and rather selling groceries by the 

weight, REMA 1000 changes the metrics in an attempt to change the way consumers shop. 

Rather than encouraging the consumers to buy more, like the shopping cart in Cochoy´s 

(2008) case, REMA 1000 tries to influence the consumers to buy the sizes they actually need. 
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REMA 1000 envisions that this will lead to less food waste as the consumers do not buy more 

than they can eat. REMA 1000 further envisions that when consumers thoroughly chooses for 

example what size of cabbage to buy, they are likely to designate more value to the cabbage 

they buy than if they were forced to buy a big size of cabbage. As supported by Thomsen 

(REMA 1000, 2017), this might be because when the consumer has a little cabbage and not a 

big one, she will become more concerned with putting the cabbage to good use as she has no 

cabbage to spare. 

 

By introducing ‘Pay by the Weight’, REMA 1000 force the consumers to rethink their 

shopping and consumer habits and thereby affect the consumers to reduce food waste. As 

consumers are not forced to overconsume, REMA 1000 hope consumers will waste less food. 

In other words, the consumers have to make active choices when shopping groceries, which 

makes them likely to designate higher value to the products they buy. Consequently, the 

practice of weighing groceries equips the consumers to judge the value of food. The definition 

is fulfilled and the device qualifies as a valuation device. 

	

Cheaper Soon-To-Expire-Food 

As a part of their strategy ‘Much Less Food Waste’, REMA 1000 discounts products that are 

soon-to-expire in order to avoid having to throw away food that is eatable. Labelling food 

with bright ‘soon-to-expire’ stickers brings attention to consumers and tells them that the food 

is about to expire and that the price is decreased. This in turn enables consumers to make a 

choice of either buying products at a lower price with shorter expiration date, or the normal 

price with a longer expiration date. Reducing the price on products that will be thrown out if 

not sold within a short amount of time is by REMA 1000 an attempt to encourage consumers 

to buy the products with shorter expiration date. Many consumers are shopping for food they 

are going to eat the same day, and by making the soon-to-expire products cheaper, REMA 

1000 creates an incentive for consumers to buy these products. As Jensen (REMA 1000, 

2017) further explains, this is not only good for reducing food waste but also has economic 

benefits for the consumers, creating even more incentives:  
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“But the idea here is that, and also now our customers starts to think more and 

more about it – we hear a lot of customers say ‘Okay, I am going to eat some of 

this today. I need it today, so I can just buy the one that expires today and I’ll get 

it for half the price.’ So it is a win-win.” (Jensen, REMA 1000, 2017).  

 

By reducing the price on products that are soon-to-expire, REMA 1000 envisions that 

consumers will buy the products with the short expiration date and use the product as soon as 

possible, before it is wasted either by the store or the consumers themselves. Reducing the 

price on products that will soon expire is a way for REMA 1000 to create awareness around 

the issue of food waste and inform the customers of what the store is doing itself to reduce 

food waste. 

 

We interpret the device to be an attempt at creating a domino effect. REMA 1000 hopes that 

by showing the consumers that the stores are reducing their food waste, that will influence the 

consumers to reduce the amount of food they waste themselves. If the consumers are 

constantly reminded that REMA 1000 works with food waste, this creates attention around 

the issue and makes the consumers help REMA 1000 reduce the stores’ food waste and 

thereby potentially become inspired to reduce food waste themselves. In addition, enabling 

the customers to help REMA 1000 reduce their food waste we interpret that the customer 

perceives the food to be of higher value. Through increased awareness and enabling the 

customers to help REMA 1000 reduce food waste, this device thereby equips the consumers 

to judge the value of food. When the consumers have more knowledge, they become more 

aware and achieve a better foundation on which to make a judgement of value. Consequently, 

the device of reducing prices on soon-to-expire products categorizes as a valuation device. 

	

Smaller Packages 

According to Thomsen (REMA 1000, 2017), the Danish consumers are often in the store and 

shop around four times a week on average. The fact that the consumers come to the store up 

to four times a week, made REMA 1000 realize that the consumers do not necessarily need to 

buy breads or meat in big packages, and that the big packages might actually only lead to a lot 

of bread and meat being wasted (Thomsen, REMA 1000, 2017). When customers buy a big 
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package of bread, they are most likely not able to eat it all before it has gone dry or moldy. 

This results in a lot of bread and meat going in the garbage. REMA 1000 realized that as the 

consumers come to the store four times a week anyway, it is both economically viable for the 

consumer and better in relation to food waste to reduce the size of packages. Thomsen 

(REMA 1000, 2017) underpins this by stating:  

 

“So if you buy a big bread and are only able to eat some, you have to throw out a 

lot. So if you make smaller packaging you can buy a fresh one all the time when 

you are there”. 

 

Based on this, REMA 1000 decided to reduce the size of breads and meat, and as they are a 

discount chain they have ensured to remain true to their discount model and still sell the bread 

and meat at the same kilo price (Thomsen, REMA 1000, 2017). Rosenløwe (REMA 1000, 

2017) further emphasizes that many of REMA 1000’s consumers are single or elderly people.  

 

“I [...] saw in some report that singles in Denmark, and also old people, consider 

REMA 1000 their favorite place to buy products because they have more products 

that appeal to their situation like smaller packages.”  

 

As single and elderly people do not need as much food as a family, they are likely to end up 

wasting a lot when forced to buy big packages. 

 

In relation to the definition of a valuation device, the device of smaller packages fulfils the set 

criteria. Thomsen (REMA 1000, 2017) describes REMA 1000’s intention with smaller 

packages to be that the consumers should be able to consume the food they buy. We interpret, 

that by buying smaller packages of food, the consumers will designate more value to the food 

they have bought, as they do not have as much as when they bought big packages. Thomsen 

(REMA 1000, 2017) believes that the less bread the consumers get in each package, the more 

value each slice of bread gets and the less they will throw in the garbage. By making the 

packages smaller, REMA 1000 intends to give the consumers the opportunity to not buy more 

than they need. This further equips them to judge the value of food by making them realize 

the value of the food they have bought in smaller packages. 
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Recipes on Products 

The fifth valuation device we have identified is ‘Recipes on Products’. According to Beckert, 

consumers’ valuation of food seems to be affected by the knowledge she has of how to use it 

(cited in Stark 2011). As a part of their food waste strategy, REMA 1000 has changed the 

package of some products and included recipes on the packages of how the product can easily 

be made into more dishes. The category manager responsible for bread and beverage, explains 

how REMA 1000 for example is working on the package of pizza bread that will show 

alternatives of how you can use the bread for other things (Thomsen, REMA 1000, 2017). 

Cochoy (2004) describes how packaging can be a device that equips and transforms 

consumers’ choices. Furthermore, the package as a device enables consumers to consider the 

product under a new light and reveal hidden properties of products (Cochoy, 2004). Applying 

this to REMA 1000’s pizza bread, if consumers have some pizza bread left after eating pizza 

for dinner at home, they might throw the rest of the bread away as they might not want to eat 

pizza again the day after (Thomsen, REMA 1000, 2017). However, if the package shows 

inspiring recipes of other meals the consumer can make with the bread such as sandwiches, 

toasts or wraps, the package reveals otherwise hidden properties of the pizza bread, and the 

consumer will be less likely to throw the pizza bread in the garbage. 

 

By putting recipes on products, REMA 1000 teaches and inspires the consumers in terms of 

how to make different dishes of the same product, thereby making them realize and revaluate 

the value of food. The pizza bread with recipes on the package becomes much more than only 

pizza bread as it can easily be made into other dishes as well. As the product can be made into 

several dishes, each dish becomes valuable and the consumers may see more value in the 

product. By showing the consumers how one product can be made into several dishes, the 

device ‘Recipes on products’ equips the consumers to judge the value of food. 

Labels 

As part of REMA 1000’s food waste strategy, we have identified two types of labels 

produced with the purpose of affecting consumers’ valuation of food. These two labels are 

‘New Date Labels’ and ‘Labels on Products Made from Food Waste’. The labels have 

relatively different purposes, which is why they first will be described separately, before we 

analyze how labels like these can function as a valuation device. 
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New Date Labels 

When starting to strategize around the food waste issue, REMA 1000 decided to change the 

way they labelled the products in terms of date as one way of enacting the food waste 

strategy.  Previously, the date label said, ‘use by’, followed by a specific date, implying that 

the product could not be used after that date. Today, the label rather says, ‘best before’ 

implying that the product still can be eaten, even if the date has passed. REMA 1000’s 

intention with this change is to make consumers go back to the way people perceived food in 

the old days, when they tasted and smelled if the product was still eatable: 

 

“In our parents’ generation, people just smelled the food and if it smelled fine, 

they ate it. Because the best before is actually very harsh. It is just set because 

you don’t want to risk anything.” (Rosenløwe, REMA 1000, 2017). 

 

The food safety standards in the Western countries are extremely strict in terms of dating 

products (Rosenløwe, REMA 1000, 2017). This means that a lot of the products we buy in 

reality lasts much longer than the date label actually says. Even so, the consumers do not 

seem to have realized that. Jensen (REMA 1000, 3027) further explained how  

 

“The funny thing with customers is that when you are looking for milk you are 

digging to get the ones with expiration dates in seven days, but you’ll drink it in 

two. [...] Now I work a lot with food waste, so now I know that when I am out 

shopping for dinner today, I can actually take the products with the shortest. 

Because it is stupid if I take the one with the longest, because I will use it today. 

But I can see most people don’t think that. But more and more are starting to 

think like that.” (Jensen, REMA 1000, 2017). 

 

Jensen (REMA 1000, 2017) believes that in time, more consumers will become aware that the 

date label has been changed to ‘best before’. If REMA 1000’s intention is realized, consumers 

will eventually start to smell and taste the products before throwing them out. This will result 

in consumers eating the food they earlier would have thrown out, which means they will have 

changed their perception of food. This will make them value food higher as it can be eaten 

during a longer period of time. In the long term, REMA 1000 hope the labels will make the 
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consumers more knowledgeable in terms of what kind of products actually lasts longer and 

thereby can be consumed even after the set expiration date. 

 

By making the consumers realize that the food lasts longer than it seems on the label, REMA 

1000 hope the consumers will designate more value to the products. As the consumers can 

use the products over a longer time period, the food can be used to make more meals and 

thereby the products will gain more value in the consumers’ minds. The changed date label 

thereby equips consumers to judge the value of food, meaning that the change of date 

labelling does qualify as a valuation device. 

 

Labels on Products Made From Food Waste 

REMA 1000 is soon to start a project called ‘Byens Kage’ (Thomsen, REMA 1000, 2017). 

The project is planned to work as follow: If REMA 1000’s suppliers have anything left after 

sending the daily fresh bread to the shops, they will send it to ‘Byens Kage’ where the bread 

will be made into bread sticks, croutons or pear cakes (Thomsen, REMA 1000, 2017). When 

finished, the new products will be sent back to REMA 1000 that will put the new products out 

for sale (Thomsen, REMA 1000, 2017). The employees working with transforming the 

leftover bread into sticks, croutons or cakes, will be workers with social problems that cannot 

have a regular job. This implies that there are many factors involved in making these 

products, which is why they will be priced a little higher. In addition, there will be a special 

label on these products that will describe the product as well as the journey of the product. In 

this way, the consumers will be informed of the fact that they are making a difference, both in 

regards to the employees with social challenges, but also in regards to food waste (Thomsen, 

REMA 1000, 2017). 

 

The food waste label on products made from food waste displays the hidden properties of the 

product (Cochoy, 2004), meaning attributes that without the label would have been hidden. In 

this case, the label of the product informs the consumers that the product is made of food 

waste. The label reveals to the consumers that the product has food waste friendly qualities. 

The label equips the consumers to identify the additional value of the product, and enable the 
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consumers to judge the value of food, and thereby also this kind of label qualifies as a 

valuation device. 

 

These are two examples of how labels can function as valuation devices. They show that even 

small devices that may seem insignificant, such as the date on the package of a product or a 

food waste label, can be produced with the intention of changing consumers’ valuation of 

food and thereby function as an enactment of REMA 1000’s food waste strategy. By 

revealing additional qualities of a product, such labels equip the consumers to judge the value 

of food. 

 

Signs 

Ever since REMA 1000 started to strategize around food waste, both the management and 

grocers have frequently produced valuation devices in the form of different signs, with the 

intention to encourage and guide consumers in the store to waste less food. Building on 

Dubuisson-Quellier’s (2013) idea of introducing new criteria for valuation, these signs can be 

seen as introducing a new buying criterion to the consumers while grocery shopping, namely 

the criterion of reducing food waste. We will now describe two different kinds of signs with 

different purposes, which we identified in the store of REMA 1000 Valby. These are 

‘Informative Signs’ and ‘Guiding Instructions’. 

	

Informative Signs 

Even though many of today’s consumers are aware of the fact that food waste is a major 

global problem, many consumers still seem to need a reminder that food waste is an important 

issue that needs to be dealt with. ‘Informative Signs’ in the stores can have two slightly 

different functions, depending on if the consumer is aware of the food waste problem or not. 

In the case of quite knowledgeable consumers, Rosenløwe (REMA 1000, 2017) explains:  

 

“[...] of course we are also doing banners in the stores about reducing food 

waste, but that is more a way to remind people that we are doing all these stuff. It 

is not like ‘okay, I have to stop wasting food because I saw that poster’. It is more 

of a reminder”.  
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This implies that the signs do not particularly increase consumers’ knowledge, but rather 

function as a reminder. Below is an example of a type of signs put up in one of REMA 1000’s 

stores, reminding consumers of the food waste issue and how REMA 1000 engages in the 

reduction of food waste. 

 

 

However, some consumers, often low-income-consumers, are not aware of the food waste 

problem at all. In this case, the signs have a more educational function. One of the Category 

Managers explains that: 

 

“We have to help [the consumers]. Some are aware, and some are enlightening. 

But some of them still don’t know what it is all about. They don’t read the 

newspaper, or they live another life. It is usually the ones that don’t have that 

much income. And in Denmark, we also have a lot of poor people.” (Thomsen, 

REMA 1000, 2017).  
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In this regard, the signs have an educating effect in addition to the reminding effect. Cochoy 

(2007) states that: 

 

“informative boards are not like tolls, gates or obligatory checkpoints. They are 

not constraints but rather resources, they provide possible cognitive supports that 

anyone can rely on or ignore as they see fit.”  

 

Building on this, we see that the signs have the potential to provide cognitive support to the 

consumers that does not know about the food waste issue. 

	

Guiding Instructions 

Throughout the stores, the grocers of REMA 1000 put up signs that appear as guiding 

instructions related to food waste. These signs provide practical information and instructions. 

When visiting one of the REMA 1000’s stores as part of our field work, we discovered 

examples of these kinds of signs. The first example was taken down before we did our 

observations, but the grocer of the store told us about how it looked and what the purpose of 

the sign was. About two years ago, a REMA 1000 employee had noticed that the store threw 

away a lot of bananas each day. This made him frustrated and led him to lay all the left-alone 

bananas in a box, reduced the price and put up a sign with the text “Take me, I’m single” 

(Hansen, REMA 1000, 2017). Before the sign was put up, this REMA 1000 store wasted 

about 100 bananas a day. Today, this amount has been reduced to around four or five bananas 

(Hansen, REMA 1000, 2017). This means the sign has helped reduce the amount of wasted 

bananas by about 95%. When talking about the sign by the box of single bananas, the grocer 

of the store says:  

 

“Because now it is okay, the consumers think ‘It is okay, if we don’t buy that one, 

they will throw it away’. Of course we have told them a hundred times – why we 

made the sign, but now they understand ‘Okay, it is because of the food waste’.” 

(Hansen, REMA 1000, 2017).  
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The sign by the bananas inform the consumers that REMA 1000 is working a lot with 

reducing their own food waste and thereby encouraging the consumers to think about the 

amount of food they waste in their own homes. 

 

Another example of a guiding instruction related to food waste was put up in the same REMA 

1000 store in Valby. The grocer had noticed that too many consumers accidentally broke the 

eggs while shopping due to displacement of the egg cartons in their shopping carts. This 

resulted in REMA 1000 throwing out a lot of ruined eggs (Hansen, REMA 1000, 2017). As a 

consequence of this, the grocer put up a sign informing the consumers of how many packages 

of eggs REMA 1000 was forced to throw out due to wrong placement of the packages of eggs 

in the shopping carts and baskets (see picture below). 

 

Dubuisson-Quellier (2013) stated that:  

 

“the purpose of [...] tools is not to orient consumers directly to designated 

products, brands or shops, but to provide them with principles of worth that could 
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help them to identify the kinds of shops, products and producers they should 

favor.”  

 

Based on this, we interpret these guiding instructions in the stores to be attempts of 

introducing new principles of worth related to food waste. The instructions do not have the 

purpose of orienting the consumers towards buying a certain product, rather to encourage the 

consumers to think of food waste when they for example buy bananas. 

Even though these signs are based on REMA 1000’s own food waste and how they need help 

from the consumers to reduce the store’s food waste, the information on the signs has the 

intention to affect how the consumers think and behave when they shop for food. 

 

We have interpreted two different intentions behind these two kinds of signs as devices that 

enacts the food waste strategy. The first intention is that the consumers become more aware of 

the food waste problem in general, something that indirectly influence the way they think of 

food waste. More awareness about the food waste problem, gives the consumers knowledge 

and thereby also equips them to judge the value of food themselves. If REMA 1000 through 

the signs illustrate that the food has high value to them, they hope to influence the way 

consumers value food as well. 

 

The second intention with these signs is to encourage the consumers to shop in food waste 

friendly manner by guiding the consumers while in the store. By introducing food waste as a 

new way of thinking and behaving, and thereby influencing the consumers to add this aspect 

to their mindset, REMA 1000 hopes the consumers will themselves be able to make food 

waste friendly purchasing decisions based on that. The signs thereby provide the consumers 

with valuable knowledge and equips the consumers to judge the value of food. The device of 

signs thereby fulfills the definition of a valuation device and therefore is an enactment of 

REMA 1000’s food waste strategy. 

 

Grocer Max 

As previously mentioned, Kornberger (2017) highlighted that strategic agency in relation to 

valuation practices can be found among both human and non-human actors. Karpik (2010, 
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cited in Kornberger, 2017) brings attention to human valuation devices, which can also be 

called intermediaries. Bessy and Chauvin (2013, cited in Kornberger, 2017) describe the role 

of intermediaries as “[...] all engaged in activities of valuation that shape the market”. Karpik 

(2010) further argues that valuation involves a series of different actors that warrant special 

attention (Kornberger, 2017). Max Skov Hansen, one of REMA 1000’s grocers and store 

owners, is one example of an intermediary in our case that enacts the strategy in practice. 

 

Grocer Max takes full responsibility as a store owner, and tells us that he wants to create a full 

shopping experience at REMA 1000 in Valby: “I want them to come and do their shopping at 

REMA 1000 with Max. That’s the most important. And that they can trust me.” (Hansen, 

REMA 1000, 2017). While Grocer Max is out in the store working, he likes to have a chat 

with the customers, and through conversation make them aware of the issue of food waste. 

“Not by making any signs, or making a lot of commercials. Just by making them know how it 

works.” (Hansen, REMA 1000, 2017). An example of how Grocer Max interacts with the 

customers is one time when a customer was buying bananas, and only took the bigger 

bananas in the back of the cluster. What the customer was not aware of was that as soon as 

someone has had its fingers on the bananas, the bananas get brown in a few hours and Grocer 

Max will not be able to sell the rest. Therefore, when Grocer Max saw the customer breaking 

the clusters, he walked over to him and told him:  

 

“You know when you break all bananas in the cluster, I won’t be able to sell the other ones 

because they will get brown in a few hours. And the customers will not buy the bananas that 

another customer has been touching”.  

 

By taking the customer to the side, and personally telling him about how much food the store 

has to throw away due to customers’ behavior in the store, Grocer Max aspires to make the 

customer realize the value of the food, in this specific incident, the bananas. This is an 

example of how a human actor also can function as a valuation device. He defines 

conventions and structure third parties’ cognition by approaching the customers personally 

and thereby enacting the strategy of REMA 1000 (Beunza and Garud, 2007, cited in 

Kornberger, 2017). 

 



 68 

Another example of a typical situation when Grocer Max interacts with the customers to teach 

them about food waste and thereby warrant food waste special attention, is when customers 

are buying bread. Often, customers will choose the breads lying in the back of the shelf, the 

breads with the longest expiration dates. Even though most customers will eat the bread 

within the next couple of days, almost all of them will take the bread in the back. That is 

when Grocer Max intervenes and says things such as: “If you won’t buy the one with 5 days 

expiry, and everybody just buys the new one - I will waste it.” Most consumers do not think 

about these kinds of things and are not aware of the consequences. By doing this, Grocer Max 

informs the customers and highlight important aspects of food waste that most consumers 

have never thought about. 

 

Grocer Max as a valuation device has the intention to educate the consumers and filling gaps 

of knowledge by communicating directly with the customers. In shopping moments when 

customers lack knowledge on how to behave in regards to food waste, Grocer Max equips 

them with information and practical suggestions. This increases the knowledge of consumers 

that in turn helps them judge the value of food. By informing the customers about what 

happens with the bananas for example, the customers gain knowledge that helps them take 

care of the food in the store. As the customers realize the food will be wasted unless they take 

care of the products, the value of the food increases. They will also be enlightened on the food 

waste problem and thereby start thinking of how they behave both in the purchase moment, 

but also potentially in their homes. This implies that Grocer Max as an intermediary also can 

be seen as a valuation device, as his behavior and way of interacting with the consumers 

equips them to judge the value of food. 

 

Web page 

As a part of the food waste strategy ‘Much Less Food Waste’, REMA 1000 has introduced a 

new webpage, megetmindremadspil.dk, independent from REMA 1000’s own company web 

page. Megetmindremadspild.dk can be explained as an informative, inspirational and 

educational platform where consumers can learn about and engage in the food waste issue. On 

the web page, the consumers can find online recipes in addition to facts and tips on how to 
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reduce food waste. The two main components of the web page will now be described before 

we explain how they together make the web page a valuation device. 

 

Online Recipes 

On megetmindremadspild.dk, consumers can on a list of groceries mark what kind of 

groceries they have at home and the web page will provide the consumers with recipes that 

use the groceries they have marked. For example if you have chicken, onions and tomatoes in 

the fridge, the web page suggests that a specific pasta dish can be made. The web page will 

also provide the consumer with the recipe to make the suggested dish. Such online recipes 

have the purpose of enabling the consumers to make dishes out of the groceries they already 

have at home. 

 

Judith Kyst, the CEO of ‘Madkulturen’ (Seminar, 2017, min 15.20) stated that “our 

understanding of basic ingredients is decreasing”. She further explained that convenience in 

combination with food is growing, not due to lack of time but due to lack of cooking skills. 

Consumers do no longer know how to use basic ingredients in cooking and as a consequence, 

they lack knowledge and skills of how to use their left-overs (Seminar, Judith Kyst, 2017): 

 

 “The skills, the ability to cook with basic food without any help from prefab sauce 

or prefab pizza dough or whatever, is decreasing. Especially with the young 

generation” (min 15.35).  

 

This results in a lot of groceries that could have been used in different ways ending up in the 

trash bins. With the online recipes, the consumers get help to cook and to use the ingredients 

they have. By suggesting new ways of using groceries, the online recipes enable the 

consumers to see other alternative dishes that can be made of the groceries they already have 

bought. It is REMA 1000’s intention, that the online recipes will teach the consumers how to 

cook and how to use basic ingredients in different ways. REMA 1000 hopes that rather than 

consumers going to the store and shop for a completely new meal and thereby ending up 

throwing out what the they already have in their refrigerator, the consumers will make use of 

the products they already have at home, thereby waste less food. 
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Facts and Tips 

In addition to online recipes, the web page provides the consumers with facts in relation to 

REMA 1000 and food waste, as well as tips intended to teach the consumers what they can do 

to reduce their own food waste. The web page also contains a quiz, in which consumers can 

take a test and see which food waste tips is most suitable for him or her. These features of the 

web page are educational and through the quiz, to some extent, even personalized for the 

individual consumer. 

 

Beckert (cited in Stark, 2011) explains that a consumer’s valuation of a good depends on the 

consumer’s knowledge of how to use the good, not just on the properties of the object itself. 

The initiatives of facts, tips and quiz contribute to increase the consumers’ knowledge of food 

waste. Rosenløwe (REMA 1000, 2017) says that REMA 1000 wish people knew enough 

about food waste, but as they do not know enough, REMA 1000 has to educate them. He 

further states that: “[...] things we think the consumers know, they don’t know” (Rosenløwe, 

REMA 1000, 2017). Some of the facts and tips on the web page may seem self-explanatory to 

some, but can be completely new information to someone else. This is why REMA 1000 still 

has to keep informing the consumers, to increase the consumers knowledge about food waste 

(Rosenløwe, REMA 1000, 2017). We see that by informing and educating the consumers, the 

facts and tips have the purpose of providing the consumers with knowledge of food waste; 

what to do as well as its consequences and effects. 

 

The web page educates the consumers with the intention of making them waste less food. 

Through the online recipes, REMA 1000 teaches the consumers to cook and thereby provides 

them with sufficient cooking skills. We interpret the intention behind the recipes to be to 

enable the consumers to see how the ingredients can be used for several dishes and thereby 

realize the value of basic ingredients. The facts and tips provide the consumers with 

knowledge that enables them to make informed judgments in relation to food, which in turn 

enables them to realize the value of food. By providing the consumers with facts and tips, 

REMA 1000 intends to increase consumer knowledge and influences them to value food in a 

different way. In relation to the definition of a valuation device, the web page equips the 

consumers to judge the value of food by filling gaps of knowledge in terms of cooking skills 
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and food waste practices. Consequently, the web page enact the strategy of reducing food 

waste. 

Media 

The last valuation device we have identified is ‘Media’. As previously elaborated on, REMA 

1000 is working on informing consumers about the issue of food waste as a part of their food 

waste strategy. Consequently, REMA 1000 intends to enlighten and educate the consumers on 

how they can contribute to reduce food waste. The reason for this is that REMA 1000 believe 

awareness is the key for making consumers think of food waste in the moment of purchase 

(Thomsen, REMA 1000, 2017). Advertorials and media presence are ways through which 

REMA 1000 aims to increase consumer awareness around food waste. Dubuisson-Quellier 

(2013) highlights in her article that increased awareness can provide consumers with new 

principles of worth, that can guide and influence consumer behavior. Based on that, we will 

describe two types of appearances in the media to show how these exemplify how REMA 

1000 use media as a valuation device and consequently as an enactment of the strategy. 

	

Advertorials 

One of REMA 1000’s ways of reaching the consumers in an attempt to increase awareness, is 

by publishing advertorials in Danish newspapers and other media channels (Rosenløwe, 

REMA 1000, 2017). The word advertorial is a mix of the words “advertising” and “editorial” 

and an advertorial is just that, an advertising that is photographed and has the layout of an 

editorial article (Journalisten.dk, 2015). Rosenløwe (REMA 1000, 2017) believes advertorials 

are a good way to approach the consumers and further explains that: 

 

“The good thing about advertorials is that, of course it says in the top that it is an 

ad paid by REMA 1000, but there is some content in it. Not just somebody talking 

about that there are cheap products in REMA 1000. There are actually good tips 

on how to bring down your food waste and actually saving some money”. 
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Online Videos 

Another channel used to reach consumers is through online videos. On February 27th, 2017 

BBC News posted a video about food waste in Denmark on YouTube, featuring REMA 1000 

and Selina Juul, the founder of the biggest consumer movement in Denmark ‘Stop Wasting 

Food’ (BBC News, 2017). In this video, REMA 1000 explains how they stopped the quantity 

discount and thereafter together with Selina Juul decided to initiate a strategy of reducing 

food waste. The intention behind being part of videos like this is that REMA 1000 contributes 

to generate attention around the issue of food waste. The purpose of the video was to explain 

how food waste squander resources, and how it is connected to consumers’ lack of respect for 

food (BBC News, 2017). Lack of respect for food can according to Rosenløwe (REMA 1000, 

2017) be seen as parts of the root to the food waste problem. 

 

These kinds of appearances in different types of media can be seen as enactment of the food 

waste strategy as the appearances provide consumers with knowledge on food waste. By 

taking part in videos and other kinds of media produced by different actors, REMA 1000 gets 

the ability to reach out to a new customer base, and even reach consumers who do not already 

shop at REMA 1000. The consumers gain knowledge on food waste and on how REMA 1000 

works with food waste, which contributes to increased awareness. 

 

This way of appearing in the media, and through communicating the issue of food waste with 

the purpose of increasing awareness among the public, will provide the consumers with 

knowledge and information that in turn equips the consumers to make judgements of the 

value of food. REMA 1000 envisions that when the consumers realize how important it is to 

respect the food they buy, consumers will be able to revaluate food. Rosenløwe (REMA 1000, 

2017) emphasizes that increasing awareness is an enactment of REMA 1000’s food waste 

strategy and states that “A lot of people your age are beginning to say it is not cool to waste 

food. That is good business for us, because we have the products that match that”. This 

implies that the awareness has already increased and that young consumers are becoming 

more knowledgeable in relation to food waste. Increased awareness through advertorials and 

other media channels such as videos have the purpose to provide consumers with a new 

principle of worth that can guide and shape consumer behavior. Based on this, media as a 
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device equips the consumers to judge the value of food and the device fulfills the definition of 

a valuation device. 

Implications 

In this section of the analysis, we have identified ten valuation devices REMA 1000 has 

produced and thereby analyzed the little things that make REMA 1000’s food waste strategy 

come to life. This in turn exemplifies how REMA 1000 in practice strategize around food 

waste and valuation, meaning how REMA 1000 in reality practice their strategy. By 

producing valuation devices, REMA 1000 attempts to change the way consumers value food. 

These ten different devices that we have identified do all in different ways equip the 

consumers to judge the value of food. Some of the devices have the purpose of influencing 

consumers not buying more than they need, some provide information on how to use products 

in multiple ways, and other have the purpose to create awareness among. Common for all the 

devices is the intention to create a new principle of worth, more specifically the principle of 

reducing food waste. Creating a new principle of worth can also be seen as affecting the 

values of the consumers, as the goal is to make the principle of reducing food waste become a 

standard in the consumers’ process of valuation, where both value and values play a part. 

 

When this principle of worth is established in consumers’ minds, REMA 1000 hope food 

waste will become a natural part of consumers’ valuation process. The valuation devices are 

all produced with the intention of introducing ‘reduce food waste’ as a new buying criterion 

to consumers, thereby practically enacting REMA 1000’s food waste strategy. The purpose is 

to make the consumers think of food waste, but also to help them reduce food waste when 

shopping for food, as well as later in their homes where the food is wasted. Rosenløwe 

(REMA 1000, 2017) explains that today, food waste is hip and trendy, but not yet an 

established way of behaving. However, the goal is to make wasting food into something 

consumers just do not do:  

 

“We are talking about it, it is hip now to be against food waste, but the next 

generation have to say ‘Food waste? That is a no-go’. Then we have 

accomplished something” (Rosenløwe, REMA 1000, 2017).  
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Not buying more than one needs and not throwing food away should become incorporated in 

the future consumers’ behavior. This can therefore be seen as if REMA 1000 is attempting to 

affect the values of consumers, as values refer to norms and ideals affecting the process of 

valuation. 

In line with the perspective of Strategy as Practice, the strategy of reducing food waste needs 

to be enacted through strategic activity. In this case the strategy is being enacted through 

practical valuation devices with the goal of reducing food waste. This also exemplifies how 

the Valuation Studies perspective and the Strategy as Practice perspective are connected. 

Kornberger (2017) argues that valuation processes can be seen as a strategic practice that are 

needed in order to realize the strategy, in this case the strategy of reducing food waste. This 

means that by attempting to make the consumers revaluate food, REMA 1000 is one step 

closer to fulfil the strategy of reducing food waste. 

	
The valuation devices we have identified functions as enactments of REMA 1000’s strategy 

as they equip the consumers to judge the value of food. However, the analysis of the valuation 

devices does not fully answer what initially sparked our interest for this study: how an 

economic actor strategize around food waste, while at the same time selling products and 

making money. This paradox seems counterintuitive to the economic aspect of business. 

However, we will in the next part of the analysis further explore this in order to try to come 

closer to an understanding of how REMA 1000 can benefit economically from their food 

waste strategy and thereby be able to finally answer our research question. 

	

Doing Business on Food Waste 
This section will provide a meta perspective on how REMA 1000 strategizes around food 

waste and valuation of food. In this section we will focus on why REMA 1000 has chosen to 

strategize around food waste, more specifically how REMA 1000 combines the small 

valuation devices to enact their strategy in practice with the business purpose of making 

money. This entails that we will shift our focus from the consumers’ valuation of food to 

REMA 1000’s value of their food waste strategy. Understanding business as having 

responsibility apart from only profit maximization is a complicated issue. Milton Friedman 

famously stated that business should only focus on profit maximization and take no social 

responsibility:  
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"There is one and only one social responsibility of business – to use its resources 

and engage in activities designed to increase its profits so long as it stays within 

the rules of the game " (Colorado.edu, 2017).  

 

However, other researchers have challenged this view, and social responsibility is today by 

many seen as mandatory for successful business. Based on this, we find it interesting to 

analyze how REMA 1000 can profit from engaging in societal issues by focusing on food 

waste in their corporate strategy. We will start by empirically analyzing REMA 1000’s food 

waste strategy in relation to profit to see how REMA 1000 capitalizes on their food waste 

strategy. Thereafter, we will discuss REMA 1000 from the perspective developed by Porter 

and Kramer (2011), namely the concept of Creating Shared Value (CSV). 

 

In today’s society characterized by overconsumption, one step towards wasting less food is 

simply to buy less food. However, it is important to note that REMA 1000 is a company 

dependent on selling products and making money. Therefore, we will now study the case 

through an economic perspective and analyze REMA 1000’s economic value of pursuing a 

food waste strategy. Rosenløwe (REMA 1000, 2017) states that:  

 

“First and foremost, [REMA 1000 is] put in this world to sell goods and to make 

revenue. Because otherwise, I will not get my salary, and the shop owners will not 

be able to put food on the table back home – so first and foremost we are put in 

the world to make business”.  

 

This illustrates how REMA 1000’s main purpose is to make money, or else they would go out 

of business. Consequently, ever since we began this study, we have found it interesting to 

look into how REMA 1000 is strategizing around food waste in a way that is economically 

beneficial. Based on empirical data, we will now explore what economic benefits REMA 

1000 gains when strategizing around food waste and valuation of food. 

 

Jensen (REMA 1000, 2017) expresses that he sees the food waste strategy as a long-term 

investment. He explains that in order to succeed with any kind of sustainability strategy, you 

have to think long-term. Jensen (REMA 1000, 2017) further believes that in 10 years, price 
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will no longer be the focus for discussion, rather whether there are enough products for 

everyone to buy. As the population is growing, he believes that it in the future will be a 

limited amount of products, as for example the Chinese increasingly demand all the same 

products we have here in Western Europe (Jensen, REMA 1000, 2017). Consequently, Jensen 

thinks it is a good idea to focus on food waste:  

 

“It’s something [we] do because [we] really think it’s a good idea, and also 

because [we] think it’s something that is important for the customers and the 

consumers in the future. And hopefully also can affect [us] positively. Both in 

[our] image, but also that [we] maybe find new ways to be in front when [we] 

think of product development and how [we] use the resources.” 

 

By analyzing empirical data based on the interviews with employees of REMA 1000, we have 

identified five economic benefits of REMA 1000’s food waste strategy that is of economic 

value for REMA 1000 both today and potentially in the future. The five benefits that will 

further be explored are:                                                              

 

·    Increased Trust 

·    Improved Image 

·    Frequent shoppers 

·    Financial Savings 

·    Reduced Supplier Price 

	

Increased Trust 

Even though some may think REMA 1000 is spending too much time and resources on their 

food waste strategy, REMA 1000 is still determined to stick with the food waste strategy as 

the employees believe it is good business not only in the future, but also today. Rosenløwe 

(REMA 1000, 2017) tells us that consumers are rewarding REMA 1000 for their work on 

food waste already today, as many consumers have developed trust towards the company. 

Allegedly, consumers say things such as: “I trust REMA 1000. They have good products, they 

don’t force me to buy what I [don’t] need, they have the right sizes” (Rosenløwe, REMA 
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1000, 2017), implying that the consumers now are happy REMA 1000 has engaged in the 

fight against food waste. In addition, REMA 1000 experiences that customers are becoming 

increasingly aware of the initiatives of the food waste strategy, meaning the valuation devices. 

In every customer report, customers express that “REMA 1000 is the chain without quantity 

discount” (Rosenløwe, REMA 1000, 2017). In this relation, Rosenløwe (REMA 1000, 2017) 

believes the position REMA 1000 has taken is important to have in a competitive market like 

the retailing market REMA 1000 is located in. An increased level of trust among consumers, 

makes existing consumers of REMA 1000 more likely to stay with REMA 1000. As 

consumers is the main source of income, more consumers means more profit. 

 

Improved Image 

Another benefit gained from REMA 1000’s food waste strategy is the improved image. 

Jensen (REMA 1000, 2017) tells us that REMA 1000 is ranked number one in a ranking of 

the Danish retailers with the best image. He further explains that REMA 1000 was ranked the 

lowest in the same ranking 11 years ago, but since they started to strategize around food waste 

in 2008, they have climbed to the top and gained a very good image among consumers 

(Jensen, REMA 1000, 2017). “We have a CSR strategy that people respect and respond to 

and that is something that they reward us with by shopping in our stores.” (Rosenløwe, 

REMA 1000, 2017) To have the best image among competitors attracts more customers. For 

example, if REMA 1000 is placed next to another store with an image not as good as the one 

of REMA 1000, the consumers are more likely to do their shopping at REMA 1000 than the 

other store. Just as increase trust, improved image leads to more customers and in turn higher 

profit. 

 

Frequent Shoppers 

Analyzing the valuation devices REMA 1000 produces further made us understand that even 

though REMA 1000 through some of the valuation devices try to make the consumers buy 

less, the devices also have positive effects that have the potential to “make up” for the lost 

profit due to not selling as much as before. An example is the smaller packages of bread. By 

making the packages of bread smaller, REMA 1000 forces the consumers to shop more 
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frequently as they now finish the bread within a couple of days. Thomsen (REMA 1000, 

2017) explains that: 

 

“[...] if you make smaller packaging you can buy a fresh [bread] all the time 

when you are there. So we see that the Danish people are shopping a lot more 

than they used to do.”  

 

Even though the food waste strategy makes REMA 1000 earn less on each consumer visit as 

the packages have become cheaper, this is regained in the way that the consumers have to 

shop more frequently as the packages contain smaller amounts of food. 

	

Financial Savings 

In our data, we found that REMA 1000’s food waste strategy does not only seem to affect the 

company through improved image and consumer perception. Reducing food waste is also 

directly economically valuable for the grocery store chain. Throwing away food is a waste of 

resources for all parties involved. When one of the stores throws out food, REMA 1000 as a 

company automatically loses money (Jensen, REMA 1000, 2017). As seen in the analysis, 

three of the valuation devices described equip the consumers to judge the value of food, 

mainly by making them aware of the fact that REMA 1000 also works to reduce food waste. 

 

The first valuation device we have identified that is beneficial to REMA 1000 in regards to 

their food waste strategy is the ‘Cheaper Soon-to-Expire-Food’. As Jensen (REMA 1000, 

2017) explains, “There is a very big economic motivation not to order more products than 

you can sell.”. This explains the incentive for a store to put down the prices on products that 

are soon to be expired, as they want to sell everything they have ordered. Grocer Max 

emphasizes the value for his REMA 1000 store of not throwing away food:  

 

“But of course I make mistakes, and I maybe got a lot that I won’t sell before it 

expires, then I will put it in the front. [...]We make mistakes every day, and 

therefore I will make sure the customers will get it much cheaper so I won’t put it 

in the garbage can.”  



 79 

By doing this, grocer Max is able to still sell the products he would otherwise throw out. Even 

though the price on these products is reduced, he minimizes the financial losses as he would 

have lost more if he had to throw the products out. This is therefore favorable both in an 

economic sense and in relation to food waste. 

 

The second valuation device proving to be economically viable for REMA 1000 is the sign by 

the bananas saying: “Take me I’m single”. This was an attempt at encouraging consumers to 

buy the bananas in the box and actually resulted in a 90 % reduction of wasted bananas. The 

sign was put up because customers break the bananas they want off the cluster it belongs to, 

leaving single bananas left to rotten. Grocer Max explains how bananas get brown within few 

hours after being touched by the customers. This resulted in REMA 1000 having to throw out 

all the single, brown bananas, causing them to lose money as the bananas were bought from 

the suppliers with the intention to sell. Now, as the amount of wasted bananas has been 

reduced by 95 %, REMA 1000 has also reduced the amount of money wasted on bananas by 

95 %. 

 

The third valuation device benefiting REMA 1000 in regards to their food waste strategy, is 

the sign by the eggs that encourages the customers to be careful when putting the eggs in the 

basket. Previously, customers often misplaced the eggs when stacking them in their shopping 

carts, something resulted in ruined eggs and irritated customers that demanded REMA 1000 

to give them new eggs for free. The sign making the customers aware of this problem has 

reduced the amount of destroyed eggs and thereby been economically viable for REMA 1000 

as they do not have to replace as many broken eggs as before. 

	

Reduced Supplier Price 

Lastly, REMA 1000’s food waste strategy is also economically viable in regards to supplier 

price when ordering products. For example, when REMA 1000 started to sell all sizes of 

cabbage, the farmers no longer had to throw away the ones that were either too big or too 

small (Rosenløwe, REMA 1000, 2017). This in turn enables the suppliers to sell the cabbage 

cheaper than before as they now can sell all of the cabbage, something that affects REMA 

1000’s buying price. A lower buying price affects REMA 1000 positively in two ways, both 
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by increasing margins on the products and also by enabling them to keep the prices of the 

products down, which is necessary to pursue the discount strategy of REMA 1000. 

 

These are five examples illustrating benefits of the food waste strategy that generates 

economic value for REMA 1000. Jensen (REMA 1000, 2017) explains that REMA 1000 

believes the food waste strategy is one reason for REMA 1000’s growth in terms of market 

share in the Danish market from 2.8 % in 2005 to 13 % in 2017. In addition to growth of 

market share, REMA 1000’s revenue grew with 8.2 % between 2015 and 2016 and was in 

2016 12.3 billion DKK (REMA 1000, 2016). It is difficult to say how much credibility the 

food waste strategy can be given as a reason for this growth, as the information we have 

gathered for the purpose of this study is insufficient to use to track causes and effects. Yet, it 

is empirically interesting that REMA 1000 believe the food waste strategy is one of the 

reasons for the company’s growth over the past years. 

 

This empirical analysis of the advantages together with financial information illustrating 

REMA 1000’s growth, made us consider to whom REMA 1000’s food waste strategy is of 

value. Based on our data, it seems that when REMA 1000 incorporates “fluffy” values into 

their strategy, namely when the food waste strategy is being incorporated into the corporate 

business strategy, REMA 1000 creates value for several parties. These parties includes the 

company itself, the customers and society. When we considered REMA 1000’s strategy from 

this perspective, we were intrigued to explore this potential value creation from Porter and 

Kramer’s (2011) perspective Creating Shared Value (CSV). An analysis from this perspective 

will therefore follow. 

	

Creating Shared Value 
There are many different perspectives through which one can look at business and social 

responsibility. In our empirical data, we have found statements and elements giving us 

associations to Porter and Kramer’s concept of CSV (Porter and Kramer, 2011). An example 

of such an element is Rosenløwe (REMA 1000, 2017) explaining that one reason REMA 

1000 started to focus on reducing food waste was the win-win cases. Porter and Kramer 

(2011) also bring these win-win cases into light; doing good business while at the same time 
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doing good for society. This explanation provided by Rosenløwe (REMA 1000, 2017) made 

us curious to look at our case through Porter and Kramer’s CSV perspective, and through that 

explore whether REMA 1000 creates shared value. We will start by identifying elements of 

CSV and thereby analyzing to what extent food waste is an opportunity to create shared 

value. Furthermore, to add reflections upon the concept of CSV, this part of the analysis will 

end by discussing the concept of CSV, both its shortcomings and its strengths. 

 

According to Porter and Kramer (2011), shared value can be defined as: 

 

“Policies and operating practices that enhance the competitiveness of a company 

while simultaneously advancing the economic and social conditions in the 

communities in which it operates” (p. 66). 

 

This means that shared value is created when a company increases its competitiveness by 

strategizing around societal issues, something that will benefit both business and society. In 

their article ‘Creating Shared Value’, the authors further elaborate on how CSV can be a 

driver behind a major transformation of business, which in turn will contribute towards 

growth in the global economy (Porter and Kramer, 2011). As elaborated on in the previous 

section, when interviewing the employees, we found that they see big potential in capitalizing 

on their food waste strategy. 

	

REMA 1000’s Creation of Shared Value 

In developed economies, there is a growing demand for products and services that are good 

for society. This means that incorporating social value is becoming increasingly important 

when doing business (Porter and Kramer, 2011). Porter and Kramer (2011) highlight that 

opportunities for creating shared value is affected by societal priorities. A shift in societal 

needs will enable businesses to discover new opportunities that can enable differentiation and 

repositioning (Porter and Kramer, 2011). This tendency can be seen in our case as in 2008, 

REMA 1000 discovered how sustainability in general and food waste in particular, had 

gained increased awareness in society. In addition, 2008 was the year Selina Juul formed the 

NGO ‘Stop Wasting Food’ with the intention of generating attention and increasing societal 
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focus on food waste (Stopspildafmad.dk, 2017b). REMA 1000 was one of the first retailers to 

realize this shift in societal trends in relation to food waste and had thereby, in line with 

Porter and Kramer, discovered a business opportunity. Due to the realization of this 

opportunity, REMA 1000 became a first mover among retailers working towards reducing 

food waste. Still referring to Porter and Kramer (2011), discovering such an opportunity in a 

societal change is what enabled REMA 1000 to start strategizing around food waste. REMA 

1000 emphasizes that the food waste strategy was about seizing the moment, something that 

has made them able to capitalize on this societal issue. 

 

Porter and Kramer (2011) present three key ways through which companies can create shared 

value opportunities, one of these are by reconceiving products and markets. As we interpret it, 

REMA 1000 has seized the opportunity to create shared value by attempting to reconceive 

products and markets through their food waste strategy. This further leads us to discuss to 

what extent REMA 1000 can create shared value by developing or adapting products and 

services, in this case around food. 

 

A practical example of when REMA 1000 has developed products with the purpose of 

reducing food waste is when REMA 1000 collected apples from their customers that 

otherwise would have been left on the ground to rotten. REMA 1000 used these apples to 

produce huge amounts of apple juice that were later sold in the REMA 1000 stores. By 

collecting apples that not would have been used to anything and selling them as apple juice in 

the store, REMA 1000 is contributing in the fight against food waste, while at the same time 

generating profit. 

 

An example of a product that has been adapted to reduce food waste is the bread, as the size 

of the bread packages has been reduced. Thereby it is beneficial for consumers that are not 

buying bread for a whole family as they can rather buy a small package of bread instead of 

buying one big bread that ends up molding in the kitchen. By developing and adapting 

products that are more food-waste friendly it seems as if REMA 1000 tries to reconceive 

food. 
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Increased awareness about the global societal issue of food waste has led to a growing 

demand of food waste reduction. This implies that there are new possibilities for innovation, 

through which shared value can be created (Porter and Kramer, 2011). This is what REMA 

1000 discovered back in 2008. Both the previously analyzed project ‘Byens Kage’, and the 

apples that REMA 1000 collected are examples of finding possibilities for innovation in 

social changes and of how REMA 1000 creates value both for the company and society. 

REMA 1000 generates profit through selling food waste friendly products and society 

benefits through less wasted resources and a more fair distribution of food. 

 

In addition to developing and adapting products, as elaborated on previously, REMA 1000 

also reconceives products through devices that will equip the consumers’ valuation of food, 

thereby potentially reducing food waste. The devices can also be seen to contribute to the 

reconceiving of products as they aim to change the consumer’ perception of food. When 

consumers’ perception of food is changed, the products becomes reconceived in the 

consumers’ minds. Relating this to the example of the project ‘Byens Kage’, if the products 

were not labeled with information that said they were made from food waste, consumers 

would not have perceived the product in a different way than any other product. This means 

that the label itself is a part of the process of reconceiving the product. 

 

Rosenløwe (REMA 1000, 2017) says that the best CSR is always when you do something that 

is good for the business, but also for the environment, because that is when you get the win-

win cases. Rosenløwe’s (REMA 1000, 2017) explanation demonstrates how REMA 1000’s 

food waste strategy creates value for both the environment and the company and how creating 

shared value is an important factor for REMA 1000 when strategizing around food waste and 

valuation. REMA 1000 has increased its market share from 2.8 % in 2005 to 13 % in 2017 

(Jensen, REMA 1000, 2017), and since 2008 food waste in Denmark has decreased by 16 kg 

per person per year (stopspildafmad.dk, 2017c and Politiken, 2017). Consequently, it seems 

as if shared value is created. 
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Contesting the Concept of CSV 

Porter and Kramer (2011) has with their idea of CSV gained a lot of attention, however a lot 

of critique has also been directed towards the shortcomings of CSV. Crane, Palazzo, Spence 

and Matten are examples of authors that together have criticized the concept of CSV. In 2014, 

Crane et al. published the article ‘Contesting the Value of Creating Shared Value’ expressing 

that combining social and economic value is not as easy as it may seem. The article brings 

forth critique to the concept of creating shared value on several bases, and we will now 

elaborate on some of them to provide a different perspective on CSV and thereby add 

substance to the last part of our analysis. 

 

Crane et al. (2014) argue that Porter and Kramer (2011) ignore the tension between social and 

economic goals and social and economic value. When Porter and Kramer introduce the 

concept of CSV, they talk about win-win opportunities. However, the concept does not say 

anything about the situations in which social and economic outcomes may conflict and not 

necessarily benefit all stakeholders. In our case, REMA 1000’s investment in reducing food 

waste seems to be of value to both REMA 1000 and society, as REMA 1000 has increased its 

market share, while at the same time the amount of food wasted in Denmark has been 

reduced. Yet, this does not automatically mean that this is what creates the most value for 

society, or even that all this is good for society, as it seems to depend on what from which 

angle one looks at the case. 

 

An example of a drawback of REMA 1000’s food waste strategy is that smaller packages of 

food require more packaging, thereby more plastic and wrapping than when the food was sold 

in bigger packages. Plastic is bad for the environment, both when it is produced and disposed 

(REMA 1000, 2015). REMA 1000 attempts to justify this increased usage of plastic by 

stating that the main focus as of now is food waste. REMA 1000 further promise that the 

future will hold more focus on recyclable solutions for the products (REMA 1000, 2015). Yet, 

this illustrates one of the shortcomings with the concept of CSV. REMA 1000’s food waste 

strategy seems to create shared value within a certain frame, as seen from the chosen 

perspective. However, it does not necessarily mean that REMA 1000’s food waste strategy is 

of most value to society. Porter and Kramer (2011) imply that there are only benefits of 

strategizing around social challenges, but they do not point towards any drawbacks that may 
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occur. It might be that it would have been of more value to society if REMA 1000 were to 

invest in reduction of plastic waste instead, not increasing plastic waste through the food 

waste initiative as they do today. As social and environmental problems seems to be more 

complex than stated by Porter and Kramer (2011), Crane et al. (2014) are worried CSV might 

lead companies to invest more in decoupled communication strategies and “easy” problems, 

than in actually trying to solve the important societal problems. 

 

Crane et al. (2014) imply that Porter and Kramer (2011) take the easy way out of only 

discussing cases in which all parties benefit from a CSV approach without raising examples 

of when it does not. By this, the authors mean that Porter and Kramer (2011) “cherry-pick” 

success stories to exemplify how their concept works in practice, and that CSV in such cases 

can be a distortion for the cases that are not really suited for CSV (Crane et al., 2014). In our 

case and in relation to the critique proposed by Crane et al. (2014), the case of REMA 1000 

and the food waste strategy can be seen as one of these “cherry-picked” success stories, and 

thereby not be a generalizable example of how CSV works for retailers. 

 

However, even though we have posed critique to the concept of CSV, we want to bring forth 

some concluding aspects on the concept of CSV to motivate why we chose to bring it into our 

analysis. Crane et al. (2014) bring into to light that CSV has the potential to provide a broad 

understanding of social responsibility among corporations, and has already generated a lot of 

attention to the benefits of engaging in socially beneficial business practices. This in turn has 

contributed to bringing social goals to a strategic level, and to be accounted for in corporate 

strategies like in the case of REMA 1000. REMA 1000 is an example of how a business can 

bring their sustainability work to a strategic level, and even though the focus for the business 

may not be the most valuable for society, it still seems to bring value to both society and 

business. REMA 1000 incorporates reduction of food waste in its strategy with a firm belief 

that it will increase the company’s revenue growth and ability to grow, while at the same time 

reduce food waste and thereby benefit society. Hence, shared value seems to be created in this 

case of REMA 1000. 
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Implications 

Even though REMA 1000 explains the food waste strategy to be a long-term investment, our 

analysis shows that REMA 1000 is benefiting business-wise from this strategy already today 

through ‘Increased Trust’, ‘Improved Image’, ‘Frequent Shoppers’, ‘Financial Savings’ and 

‘Reduced Supplier Prices’. This being said, it is fair to state that the food waste strategy add 

economic value to REMA 1000 in the short term, even though the employees of REMA 1000 

say that the food waste strategy is a long-term investment. 

 

Intentionally, we have in this analysis addressed the concept of value in different ways. This 

will now be discussed in the discussion in order to explore the concept of value further. 
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Discussion 
According to Kornberger (2017), a strategy tells you how to make value, and as REMA 1000 

is a business, REMA 1000 is dependent on creating value to survive as a company. By 

strategizing around food waste, REMA 1000 tries to create value for the company while at the 

same time reduce the amount of food wasted, by changing the consumers’ valuation of food. 

In the analysis, we started off by talking about REMA 1000’s food waste strategy before we 

continued by looking into how REMA 1000 practically strategizes around food waste by 

producing valuation devices with the intention of changing consumers’ valuation of food. 

Following this, as we originally were interested in REMA 1000 as a business case, we shifted 

the focus by moving the analysis up from the detailed level. We analyzed REMA 1000’s 

value of strategizing around food waste, by looking into what they, as a business, get out of 

strategizing around this issue. We followed this up by exploring REMA 1000’s strategy from 

Porter and Kramer’s (2011) point of view and their concept of CSV. 

 

As already addressed in our study, value is a highly complex concept. As a result of this 

complexity, the concept of value has been approached differently also within this project. We 

will now conceptually explore how Porter and Kramer discuss value, and compare it with 

how Valuation Studies scholars approach value. Thereafter we will review how the concept of 

value has been studied in different ways in this study. Furthermore, we discuss the tension 

that has unfolded around REMA 1000’s “double” strategy of being a discount chain, while at 

the same time strategizing around food waste. Lastly, we will provide an elaboration of how 

our study contributes to the Valuation Study and Strategy as Practice discourse. 

 

The Concept of Value 
Porter and Kramer (2011) put forward that both economic and social progress must be 

discussed using value principles, yet they define value as “benefits relative to costs” (p.66). 

This definition demonstrates that Porter and Kramer have a purely economic perspective of 

value. When Porter and Kramer (2011) refer to the concept of shared value, it seems as if they 

merely see it as an extension of the economic definition that has been extended to include 

societal matters. Even though they recognize social needs, they state that shared value is 
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created when businesses are able to capitalize on these needs. This implies that Porter and 

Kramer do not account for social values in their perception of value, but rather view value as 

a pure economic conception that is measured on money. When analyzing value from Porter 

and Kramer’s (2011) perspective, the researcher has to look into budgets, sales figures and 

revenue in order to understand the economic value analyzed. This perspective is relatively 

straight forward as it as previously mentioned, concerns either the company or the company’s 

assets and has the goal of calculating the final economic value. 

 

Valuation Studies scholars on the other hand talk about value in a different sense, namely by 

focusing on the practices and processes through which something is being made valuable 

(Kornberger, 2017). Valuation Studies acknowledge the complex relationship between value 

and values, and highlight that multiple kinds of value and values affect how value of a good is 

finally determined. As a consequence, Valuation Studies scholars focus on the process of how 

something gets valued in order to get an understanding of how values and value in plural 

affect the value of a product. Valuation Studies scholars emphasize how valuation practices 

are involved in the constitution of values. This means that they study how value and values 

are entangled, constantly emerging, go back and forth and does not exist within a product, but 

is rather a result of the process of valuation (Kornberger, 2017). As opposed to Porter and 

Kramer, the interest of Valuation Study scholars is to understand the process through which 

value is determined, rather than only measuring the economic value. Consequently, this 

changes the methodological approach as in this perspective, the unit of analysis is not the 

inside of a company, rather the practices and devices that affects how something gets valued. 

This means that the Valuation Study scholars’ approach to research can be seen as more 

complex and complicated as they have to consider more aspects than numbers and sale 

figures. 

 

We will now discuss how these different conceptualizations of value are present in our 

analysis. We find it necessary to address this, as we take our point of departure in Valuation 

Studies in one part of the analysis, and Porter and Kramer (2011) in the other. When we start 

by analyzing how REMA 1000 practically strategize around food waste and the consumers’ 

valuation of food, we do this from the perspective of Valuation Studies. By doing this, we 

explore how REMA 1000 through specific devices aims to affect the process of valuation 
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through which food is being made valuable. As REMA 1000 is the unit of analysis, we focus 

on how REMA 1000 through the food waste strategy tries to affect value and values with the 

final aim of affecting the valuation of food. Through the lens of Valuation Studies, we 

illustrate how the valuation devices that facilitate the valuation practices, are necessary to 

analyze in order to understand the concept of value. 

 

In the part in which we analyze the second dimension of our research question, we explore 

how REMA 1000 aims to capitalize on their food waste strategy, and make a shift by 

adopting Porter and Kramer’s (2011) way of perceiving value. In this part, we are solely 

interested in the economic aspects of the strategy, to get an understanding of how REMA 

1000 tries to benefit by pursuing a strategy that also benefits society. This is important 

because without profit, REMA 1000 would not survive as a company, which in the end is the 

company’s sole mission. By focusing on the economic aspect, we do not take values or other 

kinds of value into account, for example we do not address the fact that the reason REMA 

1000 pursues a food waste strategy might simply be because it is the right thing to do. 

 

The reason for shifting the focus of value in the analysis is to answer the second part of our 

research question. We open up the concept of value, and thereby attempt to understand the 

complexity of this concept. By breaking the concept of value into smaller pieces, we were 

able to explore the differences between the terms of value and values and in addition explore 

how it is all connected in a process when the value of a product is established. This 

exploration has made us wonder whether any form of value or values may conflict in the case 

of REMA 1000. 

	

REMA 1000’s Double Strategy 
In the end of the analysis, we analyzed how REMA 1000’s food waste strategy can be 

perceived from Porter and Kramer (2011) and their CSV perspective. However, this 

perspective mainly illustrates how it seems to be beneficial for REMA 1000 to do good for 

society when doing business. However, as the concept of CSV does not address whether a 

discount strategy contradicts a food waste strategy or if the two strategies can work in 

parallel, this tension is something we now wish to explore in relation to REMA 1000. 
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REMA 1000’s strategy can be perceived as consisting of two different parts; one part is 

REMA 1000’s discount strategy and the other is the strategy of reducing food waste. REMA 

1000 is a discount grocery chain with the main objective of having the lowest prices among 

its competitors (Thomsen, REMA 1000, 2017). In terms of value, the discount strategy focus 

on economic value whereas the food waste strategy focus on changing the valuation of food. 

We perceive economic value as in direct correspondence with price, and from a Valuation 

Studies perspective we realize that as REMA 1000’s main purpose is to be a discount chain, 

they must try to increase the value of food without increasing the price. 

 

When attempting to increase the value of food without increasing the price, REMA 1000 

seem to aim at affecting consumers’ values with the purpose of affecting how consumers 

value food. As explored in the analysis, many of the devices, for example the web page has 

the intention to increase awareness in regards to food waste, thereby affecting the values of 

consumers. In addition to affecting values, it seems as if REMA 1000 also intend to add 

additional kind of value to the products. An example of this is the recipes that are placed on 

the packages of the products that show the consumers what more one can make with for 

example the pizza bread. Placing recipes on products adds additional value to the product, as 

the product becomes something more and the consumer might revaluate the product even 

though she might not be concerned with the food waste issue. Increasing awareness of food 

waste and printing recipes on products are two examples illustrating how values and value are 

targeted to affect the valuation of food without raising the price. 

 

However, the question still remains, are the discount strategy and the food waste strategy in 

conflict? Or can they work in parallel? One of the major causes of the food waste problem is 

overconsumption. REMA 1000 is first and foremost a grocery chain with a discount strategy, 

meaning they stay competitive by keeping the prices down. Low prices in turn means that 

REMA 1000 is dependent on selling a lot of products. The obvious differences between 

attempting to limit overconsumption of food and pursuing a discount strategy made us 

wonder if the two strategies are in conflict. On the one hand, REMA 1000 is trying to sell a 

lot of products by offering products at a low price. On the other hand, they are also 
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strategizing around food waste and trying to reduce the amount of food wasted by influencing 

the consumer to not buy more than they need. 

However, after exploring this tension of keeping the prices low, while at the same time 

encouraging consumers to buy less, we realized that the two strategies may not necessarily be 

in conflict after all. For example, in the analysis we found that REMA 1000’s reputation has 

improved and that many customers now trust REMA 1000 as their go-to grocery store. 

Another interpretation derived from the interviews is that REMA 1000’s discount strategy 

attract consumers due to low, reasonable prices. A discount strategy pursuing low prices does 

not necessarily equate that each consumer will buy more. A discount strategy may just as well 

simply make consumers choose REMA 1000 as their grocery store when shopping for food. 

This leads us to think that if REMA 1000 is able to attract more customers, their discount 

strategy can be successful in the way that many consumers shop at REMA 1000, thereby 

making up for the “lost” profit related to low prices. 

 

Furthermore, it does not seem as if REMA 1000 believe their discount strategy is an obstacle 

for trying to influence consumers not to over consume. An example in which REMA 1000 

tries to make the consumers not buy too much is when they stopped all quantity discounts. By 

not offering the consumers ‘three for the price of two’, REMA 1000 stopped encouraging 

consumers to buy more than they need. Despite this initiative, customers still come to REMA 

1000 to do their shopping as they at the same time as they encourage the consumers to buy 

less, keeps the prices down. For example on most products that used to be offered at quantity 

discounts has the same kilo price without the offer. This is one example of how the food 

waste strategy not necessary has to represent an obstacle to their discount strategy. 

 

This way of looking at the two strategies underpins why it makes sense for us to analyze the 

practice of how something gets valued, and not only study value or values separately like we 

described Parsons proposed in the theory section. This discussion of the strategies together 

shows that economic value, other kinds of value and values are all entangled in process of 

valuation. As both strategies attempt to affect consumers’ valuation process in different ways, 

and thereby affect how REMA 1000’s products are valuable, it is helpful to analyze both 

value and values. By analyzing the valuation practices, one can understand how value of a 

product emerges and it is thereby possible to strategize around this process. This reasoning 
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further supports Kornberger’s (2017) idea of incorporating the role of valuation in strategy 

research. 

Our Contribution 
Many Valuation Study scholars, like Karpik, has had a tendency to focus on special, exotic 

things like art and fine wines when discussing value. A reason for this could be that it easier 

to convince economists of the complexity of Valuation Studies by referring to these kinds of 

products that economist typically do not study anyway. This includes products that do not 

have a simple economic value, but that rather is affected by ‘fluffy’ values, which in turn 

increase the value of the product. By building an argument on how valuation consists of more 

than the economic value of a good and exemplifying this by looking at expensive cultural 

products, one could argue that the Valuation Studies scholars themselves contribute to the 

division of economic and social values. Parsons’ pact is as mentioned, based on the idea that 

economists should study value and sociologists should study values (Stark, 2000). However, 

with the focus on special cultural, artsy products that economist typically do not study, we 

believe the Valuation Study scholars themselves contribute to the reinforcement of the 

Parsonian pact as they still discuss valuation related to the complex products typically studied 

by sociologists. 

 

Instead of studying objects that may seem challenging to valuate such as art and fine wines, 

we in our study focus on mass-produced food, such as bananas, that have a fixed price and are 

not affected by high affection value or status. By moving the focus from the singular difficult 

objects to the mass-produced objects such as food, our study is a good illustration of how 

value and values are entangled even in the simple products. Our study contributes to 

strengthen the purpose of Valuation Studies of crossing both the economical and sociological 

conceptualization. It shows that the value of even a simple product like a banana is 

complicated and can be affected by both different kinds of value and values, something that in 

turn has to be studied through valuation processes. 
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Conclusion 
Food waste is one of modern society’s major and most complicated issues, as we live in a 

world where people are starving while others overconsume and throw away food. Our project 

was inspired by our initial interest in how an economic actor such as REMA 1000 can 

strategize around food waste and valuation of food. The purpose of this conclusion is to 

summarize the findings of our research and provide an answer to our research question: 

 

How does REMA 1000 strategize around food waste and valuation of food? 

 

Our research question is two-folded in the way that one aspect concerns how REMA 1000 

practically enact the food waste strategy, and the other aspect concerns how REMA 1000 is 

able to capitalize on the issue of food waste. To be able to answer this two-folded research 

question we decided to conduct a case study and look at the situation from a combined 

Valuation Studies perspective and Strategy as Practice perspective. 

 

To answer the first part of the research question, this combination of perspectives enabled us 

to analyze how REMA 1000 enact their food waste strategy by producing valuation devices 

that facilitates the valuation practices of consumers. Rather than analyzing the effect of the 

devices, the purpose was to provide a detailed analysis of the little things REMA 1000 does 

with the intention of achieving the big goal of reducing food waste. Based on our theoretical 

definition of a valuation device, we found that devices equip the consumers to judge the value 

of food. The ten devices that we have identified are: 

 

• No Quantity Discount 

• Pay by the Weight 

• Soon-to-Expire Products 

• Smaller packages 

• Recipes on Products 

• Labels 

• Signs 

• Grocer Max 
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• Webpage 

• Media 

 

The analysis illustrates how valuation and strategy are connected in our case. According to 

Egels-Zandén & Rosén (2014), valuation processes are one kind of strategic activity. Our 

study shows that REMA 1000 takes valuation practices into account when realizing the food 

waste strategy. By attempting to make consumers revaluate food, REMA 1000 is in the 

process of fulfilling its strategy of reducing food waste. 

 

To answer the second part of our research question, we decided to analyze REMA 1000 from 

a meta-perspective in order to understand how REMA 1000 can capitalize on the food waste 

strategy. The reason for doing this was to get an understanding of how REMA 1000 can 

pursue the food waste strategy while at the same time surviving as a business. The analysis 

has shown that REMA 1000 as a business benefits from the food waste strategy in the 

following ways: 

 

• Increased Trust 

• Improved Image 

• Frequent Shoppers 

• Financial Savings 

• Reduced Supplier Price 

 

Additionally, in our data we found associations to Porter and Kramer’s concept of CSV, and 

from their perspective, we found that REMA 1000 creates shared value. The decision to 

strategize around the food waste issue creates value for REMA 1000 as a company, while at 

the same time creating value for society. Including the perspective of CSV enabled us to 

explore another side of the concept of value, by analyzing what REMA 1000’s food waste 

strategy brings to the parties involved in the food waste issue. 

 

By providing both a detailed description of how REMA 1000 in practice enact their food 

waste strategy, and also an exploration of REMA 1000’s economic value of pursuing the 

strategy, we answer the research question both on a detailed and a meta level. To give 
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additional substance to our analysis we also engaged in a discussion including both a 

conceptual discussion on value and values, and a discussion related to the tension of REMA 

1000 pursuing a discount strategy and a food waste strategy at the same time. When 

discussing the concepts of value and values we break down the concept of value in order to 

understand how the two concepts relate to each other. 

 

There are many different ways of analyzing the food waste issue, for example through 

politics, technologies, NGOs and business among others. Our study did not have the purpose 

of providing generalizability, rather to empirically contribute to the emergent Valuation 

Studies and Strategy as Practice discourse. Our detailed analysis has provided one way of 

analyzing the food waste problem, illustrating how an economic actor can deal with a societal 

issue. We acknowledge that this is a restricted way of looking at the complex issue of food 

waste and that there are several aspects that needs to be taken into account in order to solve 

the problem. On a broader level, it would be necessary to mobilize many parts of society 

including politics, NGOs, technologies in addition to social networks, cultures and institutions 

among others to tackle the food waste problem. Even though REMA 1000 only play a small 

role in the fight against food waste, our study illustrates how an economic actor such as 

REMA 1000 can contribute in the fight against food waste by affecting the consumers’ 

valuation of food. 
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Further Research 
In retrospect of writing our thesis, we have found an interesting area in which our study could 

have been used as a point of departure for further research. Our idea for further research will 

now shortly be presented. 

 

The idea that would be interesting to study in further research is to study the entire process of 

valuation. We delimited our study to focus on the valuation devices REMA 1000 produce, 

and due to our Strategy as Practice perspective, we have addressed REMA 1000’s intentions 

behind these devices. As our unit of analysis is REMA 1000, and not the consumers, we have 

not explored whether the intentions of the devices are realized in practice or not. To further 

explore this, one could study how consumers through the entire valuation practice designate 

value to food, and thereby see the effects of the valuation devices. The complexity of studying 

the entire process of valuation would include to understand how and in what moment value is 

established. 

 

To understand this process, one would have to look at where the practices happen and be able 

to see what practices are important in the valuation process. One could look at practices 

happening in the moment of purchase, in the homes and in the moment of wasting. This could 

potentially provide the researcher with an understanding of how to target the consumers when 

attempting to influence them to waste less food. In addition, this could have been interesting 

to study for the bigger perspective of food waste as it would enable the researcher to evaluate 

REMA 1000’s strategy and see whether the food waste strategy is successful or not. 

 

To explore this, it would have been necessary to both observe and interview consumers while 

they move between different phases of the valuation process. However, it would be 

challenging to practically enact as the consumers would know they are being observed, 

thereby probably change their behavior. Further, it would be difficult for us as researchers to 

completely understand the valuation process that goes on in the consumers’ minds. 
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Appendix 1 
 

Interview Guide: Anders René Jensen, Marketing and Buying Director (Pilot Interview) 
 

External Aspects 

• Major trends in the industry. 

• What does the competitive landscape look like in Denmark? Do all competitors work with 

decreasing food waste?  

• Who are Rema 1000’s competitors? 

• Who drives the sustainable direction?  

• Demand and supply? 

• Customers? Suppliers? Rema 1000 itself? 

• What is the connection between online shopping and sustainability/food waste? 

 

Internal Aspects 

• How does Rema 1000 differentiate itself from its competitors?  

• How important is sustainability in Rema 1000’s strategy? 

• Why does Rema 1000 focus on sustainability? What are the gains/benefits? 

• What sustainability issues do you consider to be the most important ones for Rema 1000? 

• What are the major challenges related to implementing a sustainable strategy?  

• How does Rema 1000 address these challenges? 

• How does Rema 1000 balance sustainability and profit? 

• How does Rema 1000’s internal processes work in relation to engagement in food waste? 

• How does Rema 1000 work with its suppliers in relation to food waste? 

• How does Rema 1000 work with its collaborative partners? 

 

What do you think about food waste? 

 

Practical Questions: 

• Who to interview?  

• When to interview?  

• 2-3 interviews in week 5 or 6 

• 2-3 interviews in week 10 

• Access to documents? Organizational chart?  



 

Interview Guide: Jonas Garly Sørensen and Rikke Witting Thomsen, Category 

Managers 

 

 

• Can you tell us about yourself and position at Rema 1000? 

 

The Market  

• What do you think of food waste and the value of food?  

• How has the food waste problem changed during the past 5 years?  

• How will the issue of food waste develop in the future? 

• What do you think of the consumers’ relationship with food? 

• What assumptions can be made of consumers in relation to food waste?  

 

Please answer all questions in relation to your product category 

 

Practices  

• How can Rema make consumers think of food waste in the purchase moment? 

• Can you explain how your department works with reducing consumer food waste? 

o E.g. packaging 

• How does the products in your department differ in relation to food waste? 

o E.g. Does consumers waste more of some products than other? 

• How much does the price of the product affect the amount of food purchased? 

• How do you decide prices on products? 

o What factors affect the price of you products? 

• How can the value of wasting less food be incorporated in the products? 

o How could you account for food waste in the price? 

• What factors are important when you order food from suppliers? 

o How much is food waste incorporated in the decisions? 

• How can Rema affect the suppliers? 

o How much power does Rema have in regards to affecting the suppliers? 

• How does Rema try to affect the consumers’ food waste? 

o How much power does Rema have in regards to affecting the consumers? 

• Do you arrange products in the stores to reduce food waste? 

o If yes, how? 

 

 

Initiatives  

• How has the campaign “Meget Mindre Madspild” affected your department/your products? 

• What has been the most effective initiative?  

• What has happened with your department/products after implementing the food waste 

initiatives? 

o Smaller packaging, no quantitative discounts etc. 

 

Rema 1000 

• How can Rema incorporate food waste in its strategy?  

• How can a discount chain like Rema encourage people to buy less food?  

• Why would a discount chain like Rema encourage people to buy less food?  

• Can it be a conflict with the bottom line (profit)? 

  

 

  



Interview Guide: John Rosenløwe, Marketing Manager 
 

• Can you tell us about yourself and your position at Rema 1000? 

• Can you tell us about the initiative ‘Meget Mindre Madspild’? 

 

The Market  

• What do you think of food waste and its connection to consumers’ value of food?  

• How has the food waste problem changed during the past 5 years?  

• How do you think the issue of food waste will develop in the future?  

• How do think NGOs have affected Rema?  

• Do you think it is possible to compare Rema’s food waste activity with that of an NGO? 

 

Consumers 

• Who is Rema’s consumers?  

o What consumer do you target with the food waste strategy?  

• What do you think of the consumers’ relationship with food? 
• What assumptions can be made of consumers in relation to food waste? 

• Do you think consumers throw away more food when the food is low-priced? 

• What factors affect the price of your products? 

 

Rema Strategy  

• What kind of assumptions does Rema build its strategy around? 

• Why did Rema join the fight against food waste? 

• What is important when strategizing around food waste?  

• How can Rema incorporate food waste in its strategy?  

• Why would a discount chain like Rema encourage people to buy less food? 

• How can a discount chain like Rema encourage people to buy less food?  

• Can reducing food waste be a conflict with the bottom line (profit)? 

• What media channels do you use to reach the consumers? 

o What are the most effective ones? 

 

Initiatives  

• What does Rema do to affect the consumers towards wasting less food?  

• How does Rema work with suppliers to reduce consumer food waste?  

• How does Rema make consumers think of food waste in the purchase moment? 

o As consumer food waste happens in the homes, how can Rema affect what happens 

after the purchase moment?  

• What effects have you seen after implementing the initiative ‘Meget Mindre Madspild’? 

o Consumers?  

o Suppliers?  

 

 

  



Interview Guide: Max Skov Hansen, Grocer and Store Owner, REMA 1000 Valby 
 

• Can you tell us about yourself and your position at Rema 1000? 

 

Consumers 

• What do you think of food waste and its connection to consumers’ value of food? 

• Who is Rema’s consumers?  

o What consumer do you target with the food waste strategy?  

• What do you think of the consumers’ relationship with food? 

• What assumptions can be made of consumers in relation to food waste? 

o How do you think consumers relate to food waste?  

• Do you think consumers throw away more food when the food is low-priced? 

 

Rema Strategy  

• What kind of assumptions does your Rema-store build its strategy around? 

• What is important when strategizing around food waste?  
• How do you incorporate food waste in your store’s strategy?  

• Why would a discount chain like Rema encourage people to buy less food? 

• How can a discount chain like Rema encourage people to buy less food?  

• Can reducing food waste be a conflict with the bottom line (profit)? 

• What factors affect the price of your products? 

• How can the value of wasting less food be incorporated in the products? 

o How could you account for food waste in the price? 

 

Initiatives  

• What effects have you seen after implementing the initiative ‘Meget Mindre Madspild’? 

• What does your store do to affect the consumers towards wasting less food? 

o How much power does Rema have in regards to affecting the consumers? 

• How does your store work with suppliers to reduce consumer food waste?  

• To what extent do you think it is possible to influence the consumers to think of food waste in 

the purchase moment? 

o How? 

• Do you arrange products in the stores to reduce food waste? 

o If yes, how? 

• As consumer food waste happens in the homes, how can Rema affect what happens after the 

purchase moment?  

• Does your store sell any food made of food waste yet?  

o If yes, tell us about it and how you promote it.  

o If no, how will you promote it in the future and how to do you think it will be 

received?  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Appendix 2 

Transcriptions 
 

Pilot Interview: Anders René Jensen, Buying and Marketing Director 
 

M: So I guess the first question we have is if you could tell us about the major trends in the grocery industry? 

In relation to sustainability? 

A: You can say, what I am going to tell you is how I think and how our company think because that is how we 

have analyzed the market and how we see the market and the consumers right now. And the trends. When we 

have decided how we think it is, then of course that is how we make our strategy and how we attack the market 

you can say. But for sure, we can say that if we look back at 2008 and before that it was really, people just spent 

money just bought, all the time, just bought things. No matter what, they didn’t care about anything. “Oh out of 

money? No problem, if we don’t have any more money we just borrow from in the house”. Everything was 

going like this, so I would say it was more not normal. Then we got the financial crisis and as I would say: the 

people woke up and found out nothing is just like… There are no money trees. People started to say, okay maybe 

we don’t have a job tomorrow, maybe we have borrowed to much money than we are worth, now we have to 

start to think and be more sensible. And what we see now is that there are some trends. One of the trends is for 

sure this that now you really think about how you spend your money. Before you just bought and then you throw 

it out. Now people buy more used products and things, like used clothes. Now it is not popular to just buy new, 

now it is popular to be sensible. To think. And… So this, the trend now is for sure that you start to look at the 

resources, there are limited resources. The resources will disappear no matter what kind of resources we think 

about, and there are not enough. We are getting more and more people and the resources and material and 

everything is getting less and less. So we really have to think more circular economy. To think how can we use 

the things more times, or reuse. So this has really started to… Now it is better not to buy than to buy. And also if 

you buy, you buy what you need. There is not much impulse anymore. And then, an other trend for sure is to 

look at the earth, which is to say okay this pollution and everything is really bad for us, for the children, for the 

future. If we are not careful, we are really going to destroy the environment. We have a lot of climate problems 

already and we could worsen these. So we have to think much more how we produce. That the products are 

produced in a good way or in a… We have to think about the animals, pollution, the people who produced – all 

of this that the products are produced in a good way. And also, what we have in the products, more and more 

clean products – get rid of a lot of these different chemicals. All these diseases with the cancer and so on, that 

there has been too many things in the products to make them last longer and it is not healthy. So people want 

more and more pure products. So these are some of the trends we can see, especially now also with the animals, 

that we have to take care of the pigs and so on, they should have had a good life before we eat them. So these are 

some of the trends that people are looking more and more into. Of course, still the major for customers is still 

price. And price will always be a matter, no matter what. You don’t want, just because it is an organic product 

you don’t want to pay more than it is actually worth. In the old days, if you sold an organic product it would just 

double up. Of course there was these really hardcore organic consumers that just wanted the organic products, no 

matter what they cost. But now, ordinary common sense people are buying naturally, so it has to be realistic 

prices. So you have to put the price where you cover the extra cost to produce organic and so on. And then you 

actually can sell it and start to move to customers and consumers to buy more, when there is just a small price 

difference between a normal produced product and an organic product. 

 

 

E: But have you experienced that consumers demand more organic products? 

A (9.23): Yes, especially the last 3-4 years, it has really exploded. And I started in Rema 1000 for 11 years ago 

and they were not selling organic. And I came from Netto, from Dansk Supermarket, where I started up with 

organic products and they didn’t sell anything at Rema and we started at that time and since we always grow 

more in sales of organic products than we are in total. And last year, I’ve just gone through the numbers, and 

actually last year, we have a triple growth, the growth is three times bigger than our total growth in the company 

in the organic products. I think it was 32% growth in sales of organic products last year. Two years ago, there 

was this 25 years anniversary of the organic label in Denmark (the red “ø” label”) and there was a lot of focus on 

organic products. And since then, it has really exploded. And we also see now, people can see “okay, we didn’t 

lose our job and the prices on houses has started to go up again”, people are starting to be a little more optimistic 

and see that they have money and can start to buy things again, but now people want better products, but in less 

amount. Less, but better. And more correct products. And what I think in the future, I say what we earlier have 

called the political consumer, there will be the next generation. That will be the consumers. All these things that 



a few people were fighting for, 10-15 years ago, is just what normal consumers now want in the future. And 

what I am writing and saying to our buyers all the time is this that in the future, we are not selling products, we 

are selling confidence and trust. When you go in our shops, the new demand as customers will be that we have 

treated our workers well, that we have got the meat from pigs who have had an okay life, that we have not 

polluted more, that we have got the products produced and not polluted more than necessary and so on. That we 

are, our behavior is okay and correct. That’s what people expect, and if they find out that we don’t do it, that 

punishes us immediately. That’s what I think will be in the future. 

M: So do you think it is the consumers that drives you towards a more sustainable direction or you that drive 

the consumers? 

A (12.17): I would say for sure, you can have an okay business if you say “okay, cheap products”. For sure you 

can do that. But we have this ‘Discount with Attitude’, and we started at 8 years ago when I started to say that 

we have to have an idea of why we want to sell these products. And then we started to say we need to decide and 

have an idea of what do we want to sell in our shops. And we have a lot of customers coming every day, so we 

have a possibility to affect you in your choices. For sure, we should never go out and say “you have to eat 

healthy” because the customers don’t want that – we decide ourselves. But we can make it easier for you to 

make a choice. Both that the prices are okay, and that we have assortment so you can choose good products for a 

sensible and fair price. And I also think as a retailer where we can affect the producers and we can affect the 

customers, we really have an obligation to take this responsibility and do something as a central player. It would 

be wrong if we didn’t go in and started to affect both ways. And I also think, that if we want to be a player in the 

future – we have to do it. Because some years ahead, this will be what people expect. So I think not to do it is a 

short-term strategy. If you want to think more long-term, you have to do it. 

 

E: So if we talk a little about your competitors here in Denmark, you say that you are low priced, but still… 

A (14.48): Yes, we have much more discount, focus a lot on price and then we have discount with attitude. And 

this is we try to make a concept – where we do both things. 

E: Mhm, because if you for example compare with Netto, maybe they are like only discount and then Irma for 

example is the other way around. So you are saying that you are somewhere in between? 

A (15.13): Yes actually, there was a newspaper Pedersen (?), where the editor, I had an interview one day and 

she said “you are the discounter’s Irma”, that we take the best that Irma has, but sell for discount prices. And 

actually, it’s a little like that. I am very inspired and has always been very inspired by Irma and the thinking 

about how to look at the products. But they are just too expensive. They can live in Copenhagen, but when you 

go outside Copenhagen, people do not want to pay so much money. 

E: But what would you say that the reputation of Rema 1000 in Denmark, is it good or? 

A (16.09): Yes, actually now we have for working with this for 8-10 years, we are very focused, we have all this 

with our social responsibility strategy, we work on a lot of different kind of issues and areas and that combined 

with always to match the lowest price on our own labeled products, the Rema 1000 products, so we match Lidl, 

Netto, Fakta, Kiwi, but also have an assortment that is bigger than the other discounters, so you can buy 

everything you need in a normal day. And then we have some shop managers, out in the shops, we have this 

franchise, so we have people in the shops who really care about their shop because the better they do it, the more 

money they make. And money makes the world go round. That is how it is still. So there is a big motivation that 

if they can treat their customers right, they get more satisfied customers and they get more customers and sell 

more. So our reputation is actually that right now we are number one in image. We are the retailer in Denmark 

with the best image right now, so we are happy for that. We were number last 11 years ago, and now we are 

number one so that is just perfect. 

E: Because I just think of where I live, I live next to one Rema and one Irma and in Rema there are always so 

many people and in Irma it is almost no one there. Because no one can afford to like buy all their… 

A (17.57): No exactly, and I also live next to an Irma and I like to go there but then we have actually, Irma and 

us have some of the same producers of organic products. Our concepts are so different so it is okay for us to live 

next door. Because some of the Irma customers want Irma and then we have the rest. But I can say that when I 

look at a product and I can see that it costs 10 kr in Rema and 25 kr in Irma. Then I was like, “Okay, I’ll buy that 

in Rema”. 

E: Yeah, then we just wondered a little about online shopping because that is a growing thing as we have 

understood it. How would you say that is connected to sustainability? 

A (18.52): Well, actually as it is right now if we look as it is done now. Actually, it is not done in the right way 

when looking at the climate. It is wrong to have a warehouse where you’ll make small orders and then you’ll 

have small trucks driving around with all these items. Then it should be on electric cars to do it correct. So we 

have been looking at online for many years. Also in my Netto time, if we should… The problem with online 

shopping right now is that the amount and the customers, there are small amounts and small amounts of 

customers. So you can’t make money on online shopping right now with the normal food we sell. So we have 

decided not to start up like that, but we have made up what we call “WeGo”, which we started up some months 



ago, which is sort of the same as AirBnb and Uber. Where we say “Okay, we have a lot of strong resources in 

the people who come to our shop every day and then we have some people who doesn’t have time or maybe 

can’t go or get to the shops or live to far away and don’t have a car and so on. So if we now could make a 

platform where these people who have the resources and come in the shop could shop for the other people. So 

now we made a platform that you can, we have like an online shop. Here you have the app and you can go in and 

make a list, and then you can use it for yourself or see if there are anyone who would like to buy these products 

for you. Then you send it out and the people who have said they would like to be a buyer, it pops up and say it is 

a shopping task in the area, then you can look and see which products, and there is maybe two bags and they get 

50 kr. It is like 49 kr for one bag and 59 for two and so on. And then you can say “okay, I am going to the shop 

and I want to earn these money so I’ll take it.” Then you shop and then you deliver. And everything is done in 

mobilepay so we know who is doing the shopping and the customers know who is shopping for you and they are 

rated and so on. So the good shoppers get the tasks and the jobs. 

E: And has it worked so far? 

A (21.50): Well, when we started this we said it is important to have some shoppers, people who would like to 

shop. So we made a campaign for that. And actually within three weeks, when we run it we got 15.000 shoppers. 

Much more than we expected. Now it is started up and it has started quite slow, because online is not that big 

and this is a total new way to think and it would be good for a lot of maybe older people who have difficulties to 

get to the shop. So they should have some help to do it. But now we have made a campaign to try to make people 

know that this exists, and now actually it has doubled up – immediately. A low level still, but now we have 

started to have more and more customers. Because you have to try it and then find out that it actually works, and 

then you can send out and then a couple of hours later somebody rings on your doorbell. And the good thing is 

also that when we talk about food waste, when you have the traditional online shopping then you actually often 

have to buy quite a lot so it is not so expensive. But here, you can buy what you need because you only pay like 

the 49 kr to get started, but then it is only 10 kr per bag. So you don’t have to buy for more than 400 kr before it 

is okay. But I think it is just like we expected the start is slow because it is a new way to think, but we can see 

more and more are coming. 

E: Are you the first supermarket to do this in Denmark? 

A (23.44): Yeah. It is total new, it has not been made before. There is this guy called, Jesper Boe Nielsen (?) 

who was writing about sharing economy and he is like a guru about this and have been writing a lot of books. 

And we have this employee who had the idea and one day said to me: “why don’t we let the customers shop for 

the customers?”. And I thought, actually it was something that sounded quite logic, but we didn’t do more about 

it. Then I had another colleague who talked about it and the idea is good but we didn’t know how we should do 

that. And then this, my colleague was at a seminar where Jesper was telling about sharing economy, and then my 

colleague was like “wow, it is sharing economy – what we have been thinking about”, and he went up to him 

and said “can I ask you something, we are thinking about this and this”, and he said “Wow, this is brilliant news, 

it has not been made in the world yet, this is fantastic and I want to be a part of it”. So we made a company, and 

it is him that is doing it and making it. So that is okay. It is interesting and already it has been on several 

seminars that this is a new kind of sharing economy. But we see, the good thing is that we don’t have to invest a 

lot of money build a warehouse, we don’t have to have a lot people going and making these orders and we don’t 

have to pay a lot of small trucks and drivers to around and deliver one bag. The investment is to make the 

software and to make this platform. And then of course some people who help the customers and their problems. 

So it is a better investment, we don’t lose a lot of money every day because the volume is too small. We have the 

investment and some few people sitting and making the (??) help the customers. Then we will see. 

 

M: Very interesting. Okay, then we also have some questions focused more on the internal aspects, so how 

would you say Rema 1000 differentiates itself from its competitors? 

A (26.28): Internal or according to the customers, the market? 

M: Well, both. 

A (26.32): Okay, if we look at the market and the customers, it is for sure as I said before that we have a big 

assortment. We can cover almost everything you need. We have a lot of focus on these different kinds of focus 

areas where we work with palm oil, organic, gluten, without gluten, Danish products, animal welfare, food 

waste. We started with the food waste and now we can say that now most of the chains are working with these 

things. And its okay. Now everybody wants to make the food waste and work with that. And it is good, when we 

started everyone said it was totally crazy, not to just sell products – why limit the sales? 

E: Yeah, can you tell us a little more about how you think about the food waste problem? 

A: Yes, now or afterwards? 

E: Yeah, I was just thinking because we didn’t talk about it yet. So… 

A: I’ll take that afterwards. 

E & M: Okay, good. 

 



A (27.36): So that I have a lot of things to say about. No, but so we have the lowest price – we match the lowest 

price, we have the discount assortment and everything and also we have these products that no one (??) should 

go for Irma or Quickly and so on for. Then we have an other big difference is that we are a franchise, like I told 

you, the shop manager owns the shop. It is not like he totally owns it, it is our concept, we take care of the 

marketing, products, accounting and shop. But he runs it and is responsible for that and then he pays a fee to use 

our brand. So we can also decide if there should be a shop. If it doesn’t contribute, and do as we would like him 

to do we can stop the collaboration. So it is a big advantage. The price and the franchise are some of the big 

things where we try to take the best from everything and try to make one concept. And it is difficult, both to have 

the low price and also try to have all these better products and all this new way of thinking about sustainability 

and so on. So because it costs money. But, why we can do that is also because we are a value-based company. 

We have rules (?), it is Odd Reitan from Norway who have made it – it is a family run business and we work 

from values. We have eight values that we all have to work with and then what he wants is that we think in the 

long run and that we think with common sense and that we think with our hearts. And with a good feeling in the 

stomach. That’s how we should think and work as a company. And it gives you a lot of possibilities to work with 

this, because when I was in ‘Dansk Supermarked’, bottom line, bottom line, bottom line, all the time. We had to 

make more money, more money. Most of these products and things we do cost money. And you have to think 

long term and believe that this is what the future customers want. If you don’t do that you shouldn’t do it. If you 

just think we have to make 2 billions this year, or make the same amount of money as last month, then it would 

be very difficult to do these things because when you start this, it costs money to start it up and normally you can 

lose some sale and both topline and bottom line will get under pressure. But we believe that in one or two years 

it will give you more customers and you will get your investment back. I call it an investment, and of course 

when we started with the food waste in 2008, that costed both top- and bottom line. If it didn’t end as it did, 

everybody talks about food waste now, and people didn’t like it, then for sure it wouldn’t be me sitting here 

today. Then I would have been the biggest idiot in the world. So that is how we are different, we work long-term 

with our values and are very focused on the human being and both also internally, where these values – how we 

treat each other – we should work and have fun while making money. And it should be in that order. Because if 

it is something you like to do or is interested in, you will be good at it . Because you will do anything to be better 

and better at it. And when you are good at something, you can make money. That is the philosophy. So that is 

why we try work that way and that is a good way. The people I have, have been more than 10 years on average. 

It’s quite high. So actually, it is difficult, people don’t leave by themselves, we have to throw them out. But we 

really got a good group. I came from Dansk Supermarket, and we got one from … and so on. And also a new 

management back in 2005 and I took some of the good guys I knew from Dansk Supermarket, we took the good 

young guys we knew, and they have been part of this success. And of course it is easier to have fun when you 

are in a place with growth and every year is a new record. In image and in making the growth, then it is funnier. 

E: How long has Rema been in Denmark? 

A (33.22): 22 years. And in 2005, they had 2,8 % market share and now we have 13 %. We are the second 

biggest now. So we have had a very good development. 

E: So you can say from 2005 and until now it has grown a lot and changed a lot? 

A (33.48): Yeah. We are approximately five times bigger now. Four or five times. 

E: And that was when you got a new management team and…? 

A (34.02): Well, of course you don’t now why but for sure we started to work a lot with these things, we started 

to open more shops and I always say it is not because of us who came, but it is always difficult to be small, a 

small company also with suppliers. I came from the biggest, so I knew all the suppliers and I knew what we 

demanded and then it was easy to say to the suppliers that we should have the same as I had before. So we put a 

lot of pressure on the suppliers, and also then we started to get bigger, and when you get bigger, things get 

easier. So I would say it is a lot of different factors. And for sure this that we started the food waste, and that we 

started the food waste focused on these things. To be first with something, e.g. food waste, and then it such a big 

success. It has for sure been one of the things that today has given us the image. People like to come and just buy 

what they need. I hate it myself, that is why we started it – I’ll tell that afterwards. But people hate to get forced 

to buy three pieces just to get the right price. Especially, when you need one but you know that if you only take 

one, you’ll feel cheated. Because you pay too much, so then you say “oh, I’ll take three”. And then you in total 

pay more. That is how we started in 2008, if we should take the food waste. And it started actually, well it not in 

a very strategic way. I was on my way home and my wife called and told me we needed bread. And at that time 

the shops closed earlier and I just got into Bilika (?) on my way, these big shops and hypermarkets. I went in and 

took the bread and then there was a big display of a lot of this bread in double size and I could get two big breads 

for almost the same price as the one I had normally bought. I only needed the smaller one, but I live off buying 

products, so I didn’t want to pay too much, so of course I put the bread back and took the two big breads. Then I 

started to call my parents asking them if they wanted bread. I was really irritated. The next day I had a meeting 

with all my buyers and marketing people and so on, and I asked how they felt about these things. “So irritating, 

really irritating”… So I said “okay, now we are sitting here trying to (???), and we really think it is a totally 



irritating way to shop, but we do it ourselves. This is how we run our business. “Yeah, because we sell much 

more when people have to take three at a time” and I said “Yes, but it is irritating” and I have one believe that 

the shops who irritate the customers less, win. The more you can go into a shop, and when you are finished 

shopping you think the shop was a nice place, maybe you don’t know why, maybe you have seen the employees 

laugh and have fun, or there are some products you like or there is just a good atmosphere. Sometimes you don’t 

know why but you think “I liked this shop”.  It could be many different kinds of factors, I said “So if we should 

do something also to differentiate also from the rest and have our own profile, then we should stop those”. And 

then “Oh no no no, normally we sell whole boxes of beer and four bottles of wine, are you crazy we will lose so 

much turnover?”. I said “yeah, but if we want to have an attitude and an idea of what we want, and if we know 

almost for certain this is something the customers would love, then I believe in some years more people will 

come and shop because (??). We discussed in the management team and so on and well, we were all hmmm, but 

let’s do it. I had a good feeling. And then we did it and then the shops that were really… Oh my god I got a lot of 

e-mails at that time saying I was crazy. “We sell 30 % less of the campaigns now and the journalist called and 

said they had talked to our competitors that had said that I was totally lunatic. Because we retailers were born to 

sell products, not to limit selling products, that was the customers’ own responsibility. And we lost some top 

line, some turnover, and it took some time. 

E: For how long time was it…? 

A (39.43): Let’s see. After one year approximately, then we were breaking even and got turnover again. But at 

that time we did a lot of different things so… Timing is everything because it was exactly in 2008, when the 

financial crisis came. So we started it and we had Selina Juul, who started up this ‘Stop Food Waste’ and after 

working very close with her all these years about this, and actually I contacted her, she started this when we were 

thinking about this, so I called her and she told me retailers have a big responsibility. And I said, “Yes, I agree 

and we are thinking about doing this, what do you think about it?” and she said “Oh yes, that is fantastic”. So 

actually, together with her we decided to do it also. And she could use it also to start up her organization and 

start to talk about this. She could say that she had been putting us in that direction. So since then she has come 

with a lot of input and we talk to each other all the time about how we can reduce food waste. So at that time we 

started, and yeah, a lot of the retailers are working with it and the politicians are just clear on everything now, 

regulations and so on. So this has been a very central thing to talk about and work with and Selina and her Stop 

Food Waste is now going soon to be a NGO, much more organized organization, where a lot of new things are 

going to happen, also on a European and a Nordic level. 

E: If you look at Food waste from Rema’s perspective, I think we can see what you waste and what you throw 

away and also what the consumers throw away when they are at home. So if you lower the prices on products 

that will soon expire, maybe I will buy a lot and I will just throw it away when I come home or maybe I won’t 

be able to eat it up before it expires. 

A (42.28): Yeah, well there are the producers, us - the retailers and the customers. And that’s where there are 

some different kinds of things we are doing. All the time we look at these three places – how can we reduce the 

food waste. If you look at the producers, and that is where the focus will be in the future because most of the 

food waste comes from the customer. And then there are the producers and then ourselves. There are food waste 

in the shops, but there has been worked on for many years to reduce this food waste, because when you throw 

out a product, you lose money. So, there is a very big economic motivation not to order more products than you 

can sell. But of course, the customers expect come five to close, they can get everything. So you can’t avoid it. 

But when you put down the price on the products close to expiry date, it is actually, we do it one or two days 

before expiration. So you have one or two days. Plus, it has been changed. Now it says best before on the 

products on which you can do that. It means that this expire date is… It is just best before that date, but you can 

still eat it later. But then you also have some products on which you shouldn’t do it because of bacteria and 

different kinds of things. Then it is not written like that. Then it says used before. For example meat and so on. 

But bread, actually bread you can eat as long as it is not green. And also with different kinds of sliced meat and 

so on. But the idea here is that, and also now our customers starts to think more and more about it – we hear a lot 

of customers say “okay, now I am going to eat some (??) today. I need it today, so I can just buy the one who 

expires today and I’ll get it for half the price.” So it is a win-win. The funny thing with customers is that when 

you are looking for milk you are digging to get the ones with expiration dates in seven days, but you’ll drink it in 

two. It is just something that is… Now I work a lot with food waste, so now I know when I am out shopping for 

dinner today, actually I take the products with the shortest. Because it is stupid if I take the one with the longest, 

because I will use it today. But I can see most people doesn’t think that. But more and more are starting to think 

like that. But people think the quality is much better, but no then we would not be allowed to sell it, if the quality 

wasn’t okay. Some people also buy more so they can freeze it. In that way they… For us it is good, we don’t 

throw it out. Totally, we get a few money for it rather than nothing. For some people that doesn’t have a big 

budget, then it is a good way to shop cheap. 

 



46:00.  E: When you talked about the three steps, you can only affect the consumers so much to make them 

buy less products, and then you have your own products give food to the homeless people. But then you said 

the focus is now on the producers, can you tell us a bit more about that? 

46:22. A: When we look at waste ourselves, we work with it all the time, with the systems and so on to get more 

and better to order and then to sell it, and then also the customers. We have also made the home page “much less 

food waste”, only about how to help the customers with recipes and such. For a lot of people, my old mother she 

is still living, she is very old now but when she was young, she didn’t have so much food and money, so she is 

used to use everything. If she has two potatoes and one tomato she always makes something that tastes good. But 

in our generation, we think “lets put it in the refrigerator for tomorrow” and after some days “what is this? 

Ouh… it’s some days old” and then we throw it out. So this to start to get some inspiration, how can you actually 

use the rest. Actually, in our home, we have two girls and what we had last night, the rest often they put in a box 

and take it to school. And often they can heat it up in the microwave or eat it as a sandwich, in that way we eat 

everything now and we didn’t before. Of course, there are some things you don’t use. 

 

47:49. But if you look at the producers, that’s why we started this to weight the vegetables, because for example 

with cabbage, we should always sell for a fixed price, 10 Dkr, and should be around a certain size. And then the 

smaller and the bigger ones we didn’t get, so 25 % of the cabbage was just lying on the ground, because we only 

needed this. But this is totally stupid, because I know when you buy cabbage, you use half of it and then you 

always say “I can use the rest tomorrow” but when you got this today, you always want something else 

tomorrow. And then after some days you look at it and it’s just laying there. So actually, there are different sizes 

and the smaller ones that fits for you, you can buy it for 5 Dkr, and another one want the very big one and can 

buy it for 15 and so on. So you can find the right size and only pay for what you buy. And the good thing for the 

producers is that now, of course there are still destroyed ones, they can harvest it all, put it in the boxes and we 

will sell it. 

 

49:20 E: Oh, so before you only had the fixed size? 

A: Yes, only the fixed. Like it should be around this, lets say 800 g for 10 plus minus, because if you got the 

smaller ones, the customers said “oh, you’re cheating us, there are small” and if they were too big we didn’t 

either. 

M: So the rest was only wasted then? 

49:40. A: exactly. It’s a lot of these things “this is how we always did” to start to focus, so now we make some 

tomato sauce, because there are a lot of tomatoes that are not used, because of there should be a certain size or a 

certain color, and then we started to say “we should not waste the rest of the tomatoes”, just take it when you 

have it and then we make some kind of tomato sauce or something and we sell what there is. Is not like it should 

be a certain production. We just take it, we made some apple juice now and we sell it at Funen we have a 

producer, and he sent out to all the private people and said “all these apples in your garden that you don’t use, 

come! I’ll have them. And for every 10 kg, you’ll get a liter of apple juice”. And then, we have made now this 

apple juice of all these apples and instead of them rotten in the gardens, we sell them now. And in one day, the 

first day, 15 tons of apples from private people came. They were just standing there with cars, trailers, with all 

their apples. They got a liter per 10 kg and we have made a lot of apple juice that we sell now. So we started to 

see “what kind of things do we have left” or “what don’t you use” – how can we use it. We started now, a project 

here near Köhe and Ringstad, where our bread producer, we have our own Prior Limbert (??) (51:34), with 

certain recipes, and they tried to produce estimated what we should use in the shops order, and there are always 

something left. And I was just like “so we take all this bread”, because there are always bread left. We take 

all  this bread and put it down at a factory where people have started a project with people who have problems 

with work, it can be a lot of things. Where we together with the government, this local government, we try to 

make a working day for these guys, and now we started to make some products for these guys to sell. For 

example now we have made bread chips and croutons from the white bread and so on. And now we will start to 

use all this, and sell this kind of bread chips and so on. We are also planning to make an apple pie where the 

wasted bread, but apples come from producers where he has different kinds of mistakes so you cannot sell the 

apples.  We say “oh, let's have them”, and then we can make a pie from products that should have been thrown 

out. 

52:58. E: But if you think of this from a business perspective, these initiatives are they being made just to 

invest in your brand long term? 

53:12. A: Some of this is of course whether we have said that a part of our strategy “we really want to reduce 

food waste”. This is really important that we go in and take a responsibility and work with this. Because, there is 

not enough food and a lot of people are starving. So it is really totally wrong, and also resources. If you look at 

all CO2, to produce products that you later waste, throw out, it’s really – like in France it’s not allowed any 

more, it’s really wrong. So we said, no matter what, we should for sure work with this very active to try to avoid 

it, and minimize it. A lot of it is lying in the values “we want to try to be part of this, to change all this way of 



doing things”. And of course, hopefully, it will also be positive for our image and what we are known for, that 

we will hopefully be known for a chain that actually use time and resources to try to change these things. 

Because, if you don’t have a retailer who want to sell and try to develop and sell the products, you cannot do it. 

The producers, if you don’t have anyone who demand it, who want the products, its waste of doing it. And if you 

cannot tell the consumers that “this is a good thing” and they can see that it actually is a good thing, then we 

cannot sell it. So to do what you need as a retailer, to push both ways, and of course now when we start, 

hopefully when we start to make these products, hopefully we can sell them, and also maybe don’t have to lose 

money on it.  One day we can hopefully make money on it, no matter what I think, because there are less and 

less resources and raw material, we have to start also to use the things we didn’t use before in a new way to have 

to products, in the long run, to maybe get new products, or products made of new things, so we actually have 

enough products, I think. So I think its much longer that one day, instead of it to matter what price we pay for, in 

10 years you don’t discuss the price that much. We will only discuss if we can have enough products. Because 

that will be the limit, that will be the problem. Because, we get more and more people, and you know the 

Chinese they start to demand all the products that we are having in western Europe, we can see it now, when 

they start in China, when 1 billion people say “now we want to eat meat”, there is no meat. Then you get 

problems immediately, we see it already that we have problems.  In china they started to say “we like this 

products, we like to have them” but then we don’t have enough. We must think differently, how can we produce 

corn, all kind of products in the future and  places we didn’t produce before. That will be necessary. 

56:56. M: So the strategy is partly based on your private values as people in the company, and a long-term 

business perspective? 

57:04. A: Exactly. If you don’t, now when I’m sitting making this, if I don’t believe in it, and I don’t think it is 

important, then we would never actually do it because then if I was only sitting there saying “we just have to 

make money”, this is much more difficult. You lose a lot of time on this things, and if you look at it, it so little 

part of your turnover. So it’s something you do because you really think it’s a good idea, and also because you 

think it’s something that is important for the customers and the consumers in the future, and hopefully also can 

affect you positively. Both in your image, but also that you maybe find new ways to be in front when you think 

of product development and how you use the resources. So it’s a mix between a lot of things I think. 

58:03. M: So also from a business perspective, then you probably wouldn’t be able to have this strategy if you 

weren’t as big as you are? Smaller supermarkets cannot afford to take the time? 

58:16. A: It can be difficult, you see now we are working with this. We are starting with some of the producers; 

they start to think like that. And when they start to rethinking their production, and start to think of these waste 

products, these extra products, they start to have these products in their product line and they offer it to other 

supermarkets and so and so if they have enough. In that way, you can say this work we are doing now can also 

help other supermarkets. 

58:56. E: So the process, for example when you thought about this cabbage thing, was it that you were 

thinking “this with the tomatoes or with the cabbage, we would like to change it” and then you put pressure 

on the suppliers? Or do you look for other suppliers? 

59: 15. A: this is, food waste is me. But it was because I was attending some seminar where I was sitting there 

and we were talking about food waste and sustainability, some years ago. And also some government, different 

kind of this, and a lot of people sitting listening to us. And all the debate ended of it’s the retailers, producers 

said “we would like to but it’s the retailers, they don’t what the products” and so on. Everything, we were just 

the bad guys. And then it was just that we couldn’t sell fruit on the weight, it should be per piece, it was just that 

it was how the retailers wanted it. And then I said “I can hear that we are the bad guys, it’s us that are doing all 

this bad”. But it’s just the way we as consumers are used to buying the products, so it would take time to learn 

the customers to weight and we have it on some products now, and I have a vision that one day, all our products 

should be sold like this. It should be like a market in Italy, when you buy. I would like it to be like that, and then 

we can weight it in the kasse. We have now a five-year strategy that we just made, and we are going to invest a 

lot of million in getting the weight in the register. So the cashier doesn’t have to do it, like they do in France. In 

carfour they have it now. So I said “ok, we’ll do it, you shouldn’t say it’s because of me, so we will start”. So I 

put total pressure on these guys, said “come on, you said it’s no problem to do it, it’s because we don’t want it. I 

say now that we do want it. So get started”. So it’s just because of that 

1:01:40. E: so you can really say that you have the power to change what the suppliers supply you with. 

1:01:48. A: Yes, of course we do it with existing suppliers where we are sitting and saying. And the good thing 

is that we have been working so much with this, and the suppliers know how important it is. So we also now 

have suppliers who are calling and saying “actually, we were thinking that we got this and this, and we have 

tested that we can make a product like this, what do you think about it?” “super, let’s do it” 

1:02:14. E: So is food waste a growing trend. 

1:02:17. A: [Confidential material] 

1:03:48. M: So do you think food waste is the biggest sustainability issue? 



1:03:53. A: Organic is the biggest, and then for sure food waste is also big and growing, because it’s common 

sense. Because, actually I think in the future it will be more necessary to think it that way. And then, when we 

talk about the environment and sustainability, I think these two are two trends that will push the things in the 

right direction and of course then we have a lot of things like getting out the chemistry from the products and all 

these things will of course also. And animal welfare, is not really sustainability, but will also be a big trend, and 

then in general, I think one of the biggest is more like when you talk social responsibility, the health of the 

products. All this healthy thinking, and also this products without meat, it will not be vegetarian, but flexitarian. 

This that we start more and more to make a substitution, like one or two times a week, we don’t eat meet, but we 

eat something else. So also find products that got the protein and so on so you don’t need to eat so much meat. 

Because we don’t have meet enough so in the future you need to find alternatives to get the protein. So it has 

started and it will also come more and more, this flexitarian. It will be a big trend, look 5-10 years. It’s already 

growing, and it will be much more. We are already more vegetarians, Per Tösseson (??), our chef cook from the 

bistro brömen (??), he is making recopies where one can get a lot of inspiration and different kind of dishes 

without meat, how can we make nice dinners without meat. And much more. 

 

1:06:21. M: So what do you see as the major challenges such a sustainable strategy? I mean you have 

mentioned a couple of things already. 

1:06:34. A: I think to work with all this CSR and it’s very difficult to change this. One man may start to think 

that this is a good idea. But to get the whole management, the organization, that everyone starts to think that it is 

a good idea and also to follow us out in the shops. We are now 10000 employees. And to make a shop manager 

understand that it is a good idea not to sell the chocolate where he can sell 500 pieces, but he should sell the 

carrots where he sell a hundred – it’s very difficult. So this internal to make people understand, you have to think 

more longterm. This decision here is very good in the short term, but it’s not good in the long term. So we 

shouldn’t do a lot. It’s very difficult. Especially as all of us are trained how to sell a lot of products today and we 

should still sell a lot of products today so we have a weekly payback so we have to run two roads, the short term 

where we make every week that the customers want to come and buy good cheap products, and in the long run to 

start to get all these products and the way of thinking so when this short term dies of selling cheap, then the next 

wave should be ready. It’s like two parallel, and you have to be a little schizophrenic, to both sell cheap but also 

realize we need to do something here that will be the new success in a few years. That’s why top management 

for sure has to think it’s a good idea, when I look at sales figures, if I get into a buyer and say, this is only selling 

500 pieces a week, but it’s one of the products that maybe in 4 years will be very important, so I have to think 

it’s a good idea. So it’s very important in all areas that all managers think it’s a good idea in the long run. So it’s 

ok. You have to make the space, and find out how you make the space in your organization so people are 

allowed to work with this and accept that there are a lot of things that you’re doing today that probably isn’t the 

best thing. But it will be an important thing in the future, and that’s quite difficult because you have to be 

competitive and you all have to think of tomorrow. And that’s difficult because how we should still be a 

discounter, volume, a lot of people, everyday just selling another product, the volume, have to right prices so you 

can afford to work in your laboratory. So it’s sometimes very difficult, sometimes you can see that maybe we are 

a little low and sometimes a little high. It’s difficult to find the balance. Often you need to sit and test are we still 

where we should be because it’s very important. We cannot tell the customers, because sometimes they have 5 

minutes to shop so the customers doesn’t care that you’re sitting and working on something, some flexitarian – 

then new way of something in a few years from now. They don’t care. They are not interested in this product, 

where is the meat? Where is the chicken, and it should be cheap. 

1:10:55. M: so that’s also a challenge go convince the customers how they should think more long term, 

convince them to buy sustainable products? 

1:11:01. A: yes. You have to really believe in it, and you have to continue and ready to listen to a lot of internal 

where people really doubt about if this is the right thing, and just be ready and strong enough to say “it is the 

right way”, we continue no matter if you know if it’s the right way, you just have to do it. Everyday, try to tell 

the loudest, through our homepage for this “much less food waste”. To make people to get in there and see and 

use it. It’s a very long way, just started and we have just made a new one that is better and now we try to make 

some marketing and there is some campaigns so we get people in there. We have a student in Aarhus, who’s 

studying with the food things, and she is making  a lot of recepeies, because she is a student, she doesn’t have so 

much money, so she is used to use everything. The whole cabbage. And doesn’t have it the same way every day 

for two weeks. How can I actually use it in a different way so I don’t get tired about it. 

1:12:35. E: Yea, we are so used to throw it away so we don’t know what to do with the food. 

1:12:42. A: Exactly, and it is still with the customers that we can actually do something with the food waste. And 

we are starting now a campaign, I’m sitting in a group in the environment ministry, of how we can work with 

this. And we are starting now, when you look at Italy for example, I’m very inspired by Italy, I have been there a 

lot. Italians, they love food. And they are so proud of their food, so when they start to tell about their tomatoes 

and their fresh pasta they just get hearts in their eyes, and you know when I’m down there sometimes and say we 



need to sell it for 10 Dkr “what? Are you crazy? You don’t sell my super pasta for 10 Dkr, I get 20 Dkr here in 

Italy” and then I say that is how it is, the Danes don’t want to pay. So they really get offended sometimes. But 

this, you can see that they use everything, they love food. And they respect the food. And that I think that if we 

should get the food waste down, then we have to learn the Danes to love food and have the respect. People they 

don’t know that this fresh pasta, it’s made – it started with corn, it got the flower, the people made it in Italy and 

then it was brought up here. It’s a long way, and the milk, people just think of it as milk, but there are farmers 

that get money every day, that get up at 5 to feed this cows. The milk is made at the dairy factory, there are 

people working in the shops so when you get there at 8, it’s ready for you. So to start and try to make people 

understand, that these products, there is a lot of work and hard work and really people who love to work with 

this before it gets to you. So this to have some respect, and things you love you don’t throw away. So I hope 

there is respect for the food that starts together with the Landbruk and Fødevarer, some organization and the 

food ministry and 2 or 3 chains going together, it’s a start. And some producers. So we have the whole value 

chain. And start to get some more focus. 

1:15:42. M: So you address these challenges of sort of education the customers, mostly through marketing? 

1:15:49. A: Yes, find out how we can get some information and do things, but also more and more of course also 

with the products we sell. For example now we made the bread smaller, and to explain the people – we still have 

people who complain about this with the quantity. “Why don’t you have any good offers on wine?” “We have 

good offers” “No, you never sell 4 bottles for a good price anymore” “No, but we sell one bottle for the same 

price, so instead of 3 bottles for 99 you have one for 33” “yea but why don’t you have….”. And also we used to 

sell 10 pieces of fruit for 15 for example, now we sell one for 1,5  and I don’t know now, but when we started, 3, 

4, 5 years ago when we went out to look, 9/10 customers took 10 fruits. It’s so programmed, the biggest thing is 

to change peoples habits because that’s our biggest enemy “we always do like this” “we have always done it like 

this” 

1:17:10. E: These collaborations that you make for example with the lady, are they being used to create a 

social movement or? 

1:17:20: A: Eh, a lot of collaboration that we have with Selina, and also Greenpeace, with WWF, with this palm 

oil and so on – we make them when we say “Ok, we are not experts” Greenpeace is made with the sustainable 

fishing, they sent some years ago some questionnaires for me to answer, and really I didn’t understand anything. 

There were some educated people that worked with the ocean and so on, so I looked at it and my buyer could 

answer it either. And then I called this Greenpeace and said “you sent this” (because they wanted to make some 

ranking of the fish assortment) and I said “to be honest we cannot answer, we’re too stupid. But you’re welcome 

to visit us and then we will tell about our assortment and where we buy it and so. And then maybe you can fill it 

out”. And they got so happy because none of the other chains wanted to talk with them. Because greenpeace is 

something with action, different kind of action where they put pain on you or link to you or whatever. So they 

were so happy with us, as we were the only ones who wanted to talk with them. So we had a meeting and I said 

“listen” and we told them how we did it, but I said “honestly, we don’t know so much about  where is the best 

place to get the fish and so on so it would be super if you would be inspiring and we could use you as a partner 

where you could give us some input where we should get the tuna fish from. And then we can see what we can 

do something about. But everything has to be competitive but when we are standing with two products, of course 

it’s better to chose the one that contributes best.” And we did that, and they have helped us a lot. We were the 

first ones to stop selling eel, because they said we shouldn’t do it. Nobody is selling eel anymore, but then also 

the cod, we shouldn’t buy it from the eastern sea, which should have it from the Barren Ocean. Ok, so because 

we don’t know anything – like the palm oil. The WWF, that have experts on this in the rainforest, on how to do 

it. We know nothing, together with them we have made our strategy, we have made our way for how we should 

do it, and then we have to work to get everything registered and it has been three very tough years and new 

systems to do it, but now all our own products are now with this certified palm oil, so that’s why we actually go 

together. Because often these who have chosen to use their lives for this, knows a lot. And if we could get some 

of this knowledge. It’s also a win-win situation for them, now they can go out and say “actually now we got one 

of the big retailers, they listen to us”. So in this way, but you should never start to work with an NGO if it’s just 

for marketing, because then they will kill you. Because if you start to talk with Greenpeace or WWF or 

Selina  or some of the others, you really have to mean it because if they suddently find out “oh, it’s just so they 

can write ‘we are working with Greenpeace’” and you don’t  do anything, then they will punish you double. But 

there are some that say “we are with them” but they don’t want to do anything. If you start it up, then it’s all the 

way through. And I, many times with the palm oil I said “why did I start this” because it’s the most difficult 

thing I have ever done. We started to list everything, with all our suppliers. We made a questionnaire, and they 

had to write everything, how much palm oil in every product and where they buy it. And after a year, we found 

out it was the wrong way to do it. We had to start all over, it took 4-5 years. Now we have the certified palm oil 

on all our products, but still it cost money. Because all the oil that is not certified, we buy Greenapalm, it’s like a 

way of saying “we use this so we pay some money” just so we can have a good conscious. This money that goes 

to something in the rainforest, to rebuild. But still, we cannot ask anyone to pay this money, but yourself. So you 



have to say, when you do it, you have this cost and every year you need to pay this Greenpalm plus when you 

use the certified palm oil, you cannot get more for the product. The cheap tuna, the cheap soap cost 5 Dkr, no 

matter what kind of palm oil, so this what cost extra, you have to pay. So it’s an investment in the future. 

Because I believe we have to stop killing the rainforest and I believe one day it will be important for the 

customers. 

1:23:57. E: Have other supermarkets done the same thing? 

1:24:00. A: They are also starting now, and it’s a good thing because when one of us starts, the rest of us looks 

and say “hmm, maybe we also have to do it”. So we can affect also the competitors. 

 

 

  



Interview: Jonas Garly Sørensen, Category Manager Meat and Dairy   

 
J (0.36): I’m responsible for fresh meat, poultry and fish, and the deep frozen category – ice cream and so on. So, 

I have been for 10 years, a little bit more. I have seven colleagues like me with other responsibilities and then we 

have Anders, our boss. 

 

E (1.02): But as the stores are franchise, do you still decide what’s in the store? 

J (1.06): Yes, more or less. 70 % approximately is decided here, that they have to have. And then there is about 

30 % that is free choice. That’s typically organic products. Could be, because it’s easier to sell in Copenhagen 

than in the country. Eh, or it could be different things that you use in the areas where there are a lot of kids 

families or areas where there are students or elderly people. It depends on where the shops are located. 

E (2.03): So what do you think of food waste and the value of food? 

J (2.05): Hehe, what do I think of food waste and the value of food? Eh, we see the food as a value, so we’re 

looking into how we can reduce the food waste where it’s possible. And where it gives sense and where it’s eh, 

it’s also a matter of economy – it’s always a matter of economy. No one reduces food waste 100% without any 

focus on economy. That’s not realistic. So we see food as a value and we will do our outmost to reduce the waste 

and if it’s equal economy wise, it’s also ok. If there is a little bit loss, it’s also ok, but you don’t take a lot of big 

huge lodges (?) to reduce it. That’s, eh, common sense. 

 

E (3:07): Do you mean, when you mean those tradeoffs, is it from packaging or is it if you throw away food 

or? 

J (3.15): We are not looking at food waste here at the headquarters, because that’s nothing. We are focusing on, I 

and my colleague are focusing on the industry, and on consumers. But to be honest, we can do something about 

the industry. On the consumers, there has to be hållningar (dansk) to reduce it, eh at these households, because if 

you buy a whole chicken and eat 80 % of it and throw 20% away, we can do nothing about it. People have to 

take care themselves, and responsibility, for food waste. But we can do initiatives to inspire, to use all of it. 

 

E (4:15): How has the food waste problem changed during the past 5 years? 

J (4:20): It has been a, it’s a hot topic now. 5 years ago, almost nobody talked about it. We did this, if you have 

talked to Anders, we did this change. A lot of the products in Denmark have been sold in weekly campaigns. 

Boosting some sales, and gaining some consumers. In 2007 it think it was, 7 or 8, we stopped doing multiple 

campagins where you can buy 3 for 2 or things like that. 10 for 100 kr or these things. What I think, it was done 

because of food waste perhaps, but also that you want to reduce the buyer’s irritation moments, when you shop 

you sometimes get annoyed when you need to buy 10 – ‘ahh, I don’t need 10, I only want to buy 1 because I 

need 1’, (dansk) so I think it was food waste, perhaps an early stage of food waste, but it was also a matter of 

convenience for the consumers. 

 

M (5:48): But do you think there is more food waste today than it was 5 years ago? 

J (5:53): No! Absolutely not. Much less. But I also think the economy crisis has forced the companies to focus 

on early mornings on everything, so they are not throwing away anything because it has no value. Now it has a 

value, economy wise but also food waste wise. And I think, to be honest, a lot of  the actors, also the big actors 

has the economy before food waste. I think we are a little bit different there than most of them. That it’s perhaps 

smaller Danish companies, or Norwegian or Swedish companies that are, that has, where food waste is a bigger 

part of it. Big, multinational companies has more focus on economy than on hållningar (dansk)– that’s my 

opinion. 

 

E (7:02): But what do you think of consumers relationship with food, I mean like if you have some 

assumptions of the consumers that buy food at Rema, what do you think – how do you think that consumers 

perceive food? 

J (7:17): I’m not 100 % sure if I understand the question? 

M (7:22): If food has high value to the consumers? Do you think it has, or do you think consumers just think 

food is cheap and therefore throw away more? 

J (7:38): I think for some people, especially elderly people, they are using it all because they it’s reason for them, 

they are the best consumers to use the rest part because they know what to do about it, because they have learnt 

that. Then there are some young people, like you for example that has interest in it, and a meaning about it. So 

they know what they want to do and they would like to make the smallest footprints on the earth development 

and so on. They you have these organic people, they are thinking a bit more about things than people without 

any meaning about it. They do something, but they also speak a lot and do less I think. And then you have a part 

also, I don’t know how many percent 50% I think it is, 60 % perhaps, that for 99% don’t care. 

 



M (9:02): So when you make your food waste strategies, which of these segments do you? 

J (9:08): To be 100% sure, we don’t do big strategies. We are doing a lot by feeling, and what we think each of 

us. So we are very practical. 

 

M (9:21): Ok, so you kind of do more small initiatives than one big strategy? 

J (9:26): yea, we could do big initiatives to make impacts, and also to make marketing. Eh, if you do big things, 

it has a lot of impact, a lot of focus so if possible, we do big things. But we are not too big to do the small things 

also if it’s easy. 

 

E (9:53): So how can Rema then affect the consumers in the purchase moment to think of food waste already 

when they are at the store? 

J (10:03): We can do it by doing the choices for them on some of the things, smaller bags, smaller sizes and so 

on. But with a lot of these things, you will also find out that there is dilemmas, because then you have the other 

thing, the packaging impact. So you have a higher impact on the packaging. And we have to solve that also. So 

where it gives sense, we are trying to get the sizes that the most are able to consume. 

 

E (10:53): And does it differ a lot? Because you are responsible for kind of a wide range of products, does it 

differ a lot between for example meat and ice cream and? 

J (11:03): With all the frozen things, you can have them in the freezer. So when you’re using… actually the 

freezer is a good food waste warrior because if you’re eating a lot of vegetables, if you’re eating them frozen, 

you don’t have any waste. If you’re eating them fresh, you’ll always have waste. The meat that is not used, in the 

industry of meat you have to have the whole animal, it has to fit to the consumers. You cannot sell three times 

the back part without any legs, so it has to fit. A lot of it goes into the freezer, and then it’s used later on in the 

precooked or for sausage or spreads. 

 

M (12:32): So do you have anything in specific that your department does to reduce food waste? Consumer 

food waste. 

J (12:39): Focusing on right sizes, we don’t  do meats in big bags, big sizes. A lot of our competitors do that. In 1 

kg, 1.5 kg, 2 kg, 2.5kg. It’s much more expensive to do smaller sizes because it takes more time in the 

production. The packaging cost is almost the same if you do small bags or big bags. The transport cost is lower, 

production cost is lower – yea, all of it is lower actually on the big boxes, so kilo price is less, far less. 

 

E (11:47): But, how much does the price on the products affect how much consumers purchase? 

J (13:53): A lot 

E (13:57): So if you have lower prices, do people buy a lot more? Can you see those correlations? 

J (14:01): Yes, yes 

E (14:04): And how do you decide the prices on products? Do you try to keep them as low as possible or? 

J (14:10): Yes, we are a discounter. So we have to have low prices to be lowest on the market. But it doesn’t 

mean that we don’t make choices and do these things like small packaging and so on. If you look at the fresh 

part of it, a lot of the prices are made in psychological prices, eh, 15 kr, 20 kr, 25, 30. So round prices where it’s 

obviously focused on people should say ‘that’s a fair price, I’ll take that one’. 

 

E (15:02): Because we are very interested in this correlation between low price and the value of food, because 

we believe that if food is very cheap, consumers will be more likely to throw it away, but at the same time 

you’re working with this initiative ‘Meget Mindre Madspild’, and still you’re a discount chain. So that’s why 

we are very interested in how you balance these two parameters. 

J (15:33): If you look at the elderly people again, you have people that are buying primary cheap, but also have a 

lot of focus on food waste, not because of food waste but because of the tradition. So I don’t agree with you, I 

can see your points but I don’t agree on it 100%. Of course if you buy something that is very expensive, you’re 

caring more for it. But you can also care for cheaper food. But the development is more and more animal 

welfare, more and more organic, so things are moving that way nevertheless. 

 

M (16:26): So do you think if consumers become more aware of food waste and the consequences, that’s the 

key to make people throw away less more than the price? 

J (16:37): I don’t know. Because, even though you are aware of food waste, you need to do something about it. 

We are aware of a lot of things as humans that we don’t do anything about. Then we are using time on facebook, 

Instagram, all other things, we don’t talk to each other because we are looking at the phone. So we are doing a 

lot of things that we know is not correct, it’s not the best way to do things perhaps. So, we have to do something 

about it instead of just talking about it. In the end of the day, that’s the way to do something about food waste. 

Otherwise, we have to have other people solving the problem for us. So that you go out, by the restaurant and get 



your food and know that they also care about food waste, that you are sure that it won’t be any food waste. 

Because, yea, in normal households, people get less time, more activities, so they have to prioritize to do 

something about the rest of the meal, the rest of their raw materials. 

E (18:03): So if we look a little at your suppliers. What factors are important when you order food from them? 

If you think of food waste? Is it the packaging again? 

J (18:15): Yea, but most of them are able to do the right packaging if you want to. So actually, it’s food safety, 

price, availability, raw materials. Those are the most important things. Then you can add on afterwards, the food 

waste part to it. That’s easier to do than focusing on who’s best on food waste. That’s that supplier. But ok, they 

don’t have any raw material for me or cannot make the right packaging sizes and so on, so to be honest, we are 

working with the suppliers that we have today. And trying to develop them in regards to food waste. 

 

E (19:02): Do you think that Rema has affected the suppliers. I mean, as Rema is so much about food waste, 

do you think you have affected the industry such as the suppliers? Because you demand certain things? 

J (19:15): Yes, I think so. Or just that we have focus on it. And then we are doing a lot of things that a lot of 

people are looking at. If we do something, we are often copied on that because people want to do the same thing. 

So as we are focused on food waste, a lot of other companies are also focusing on food waste. If you want to be a 

part of Rema, or Walmart or who it is, then you’ll try to adapt some of the things that they are doing in order in 

order to be a better partner. 

 

E (20:00): You can say that you affect the whole industry then? 

J (20:05): I think so, like a lot of other retailers also do. 

 

M (20:13) Do you think you have the same kind of power in relation to the consumers? 

J (20:18): No. we can focus on something and then hope that the consumers will adapt something of it. But at the 

end of the day, all these things are driven by consumers and not by the retailers. If the consumers demand 

something, the retailers will adapt to that and the rest of the supply chain will do the same. Of course we can do, 

we are responsible for what is in the shops, so we do something. But if nobody wants to buy it, then it doesn’t 

matter. 

 

M (21:00): So in a way, you try to affect the consumers to demand sustainable initiatives like food waste. 

J (21:06): Yea, you could say that. In some way. 

E (21:15): I wonder about how you arrange products in the stores, is it the supermarkets themselves that do it 

or do you have an opinion on this? How do you place the products when the consumers come in. 

J (21:34): That’s space management. Some of it is done from here, but in the franchise concept, we have a lot of 

belief in people and if you have a relatively clear goal, then you say it’s ok and run for this. And then people will 

try to run for this. And some of them are far away, and some of them are closer to the final goal. But it gives a 

lot of energy, this franchise things  - good initiatives and of course you have some things that are not correct. For 

every shop, there is some drawings saying you have to have it like this. Within this, they are able to do what they 

want themselves. 

 

E (22:36): But do you think it’s possible to order the products somehow so that people get more aware of food 

waste when they are in the store? 

J (22:45): How you present the goods for the consumers? Yes, we have it on a lot of categories, vegetables for 

example. We have some that you are buying per weight instead of per piece. Normally in Denmark you buy 

everything per piece. One tomato, one of everything. So these are bought per weight instead, for example the 

carrots and a lot of the other root mixes. The root mix, in the old days it was a bag with one kg or 1,5 kg. with 

the different things. And I think some of it was thrown away to begin with because people don’t like it. Now you 

can buy the roots that you want to, if you like carrots best, you can buy only carrots. You can also do that. You 

can make your own decisions about it. And then you can pay par weight. We have the same on some other 

products: white cabbage. Where there are smaller and big. In the old days, we only sold out the medium size. 

And the big ones and the small ones, were just put in the fields again. Now we are selling both small and big 

ones and people can buy what they want to and get the price right. If you buy small ones it’s 5 kr and the big 

ones are 10 kr. Then you can buy what you need. And I think that’s the, on fresh vegetables, my private 

household, it’s the thing that we throw away the most – fresh vegetables. 

 

E (25:15): Because frozen products doesn’t get old? 

J (25:17): No, you use what you need and if you have anything left you just put it in the freezer again and you 

can use it again next time. On meat it’s a little bit different. That’s also in regards to packaging size and so on. If 

you buy… in some of the supermarkets you can buy 3 or 4 kg of fresh chicken breast, if you buy 4 kg of fresh 



chicken breast and eat it in a normal household it will be in the freezer for months. And if you look at meat that 

has been in the freezer for months, in private. Then it get’s frozen damaged, it’s dry on the outside and so on.  

 

E (26:08): But vegetables are good to have in the freezer? 

J (26:11): Yes 

E (26:13): The campaign ‘Meget Mindre Madspild’, has it affected your department in particular? 

J (26:23): Yes, because all of the food waste thoughts has affected all of the categories. So yes it has, but it’s 

more words for what we do normally. All these thoughts on less food waste, small packages, focuses on the right 

size, and some of it in the papers, the folders every week where we have recipes with the main meal and then if 

you have some rests, what can you use it for afterwards? For example the whole chicken. We have something 

here in Denmark, “tartletter”, with chicken and asparagus and sauce in small cups of “butterdeg”. That’s some of 

it you can use it for; you can also use it in a salad, the chicken and so on. So we have done that also in relation to 

fresh meat. Again, frozen we don’t – there is no food waste in frozen normally. The only thing I can think about 

is if you’re doing a main meal with some frozen goods and you don’t eat it all, you don’t normally put it in the 

freezer again. In raw materials you’re only eating what you’re taking out. 

M (28:35): So what do you think has been the most effective initiative? 

J (28:39): I have been responsible for bread. You also have a meeting with Rikke later on. And there we changed 

from big sizes of bread to small sizes of bread. I think that has been the one that had most effect. That I have 

been responsible for. But then you have the end part of it, the ends. So some of them said, you’re telling that 

you’re reducing food waste but you are making more ends when you make the bread smaller. Yea but you just 

have to find solutions for the ends. Yea, a lot of these people that are very focused on that, on food waste, had 

that as an issue. You’re using the bread but you’re making more of it that we cannot eat. But you can eat it! 

Then, the packaging on meat that’s just because it’s incorporated here and we don’t use them, but they also have 

a lot of impact. I’m pretty sure. That we don’t use the big sizes of meat, I’m 100% sure – I have done that myself 

earlier, bought big packages, used ¼ of it the rest in the freezer, perhaps in 3 different bags so that you can use 

them later on. And you use 1 and 2 of them, but the last one is in the bottom or the back side and then you just 

see it later on like ‘ah’. So, that also has an impact I think. And you can see that actually, we talked about it in 

the beginning. The impact, if you do something, or other retailers like Walmart, Erhold, if they are doing 

something, a lot of other retailers are copying that. You can see that on the multiple campaigns. It’s more or less 

not happening in Denmark today. Big and small packaging is still happening, but there are more sold small 

packaging than that has been in the history. 

 

E (31:13): Has that lowered the profit? When you remove the discount? 

J (31:18): Yea on the single item yes. But if we are gaining more consumers buying more things in the shop, 

then perhaps you can earn it on other things. That’s a whole history of a small chain that wants to be bigger. You 

can do a lot of things that cost a lot if you’re in a big chain. You can say that will cost 2.5 million, that will cost 8 

million, that will cost 16 million, but if you’re in a small company, it only cost 100000, 50000, so it’s smaller 

amounts and you’re attacking the market so you have to do something to attract the customers. And that has been 

the history of Rema. When I started and Anders started and Henrik started, the CEO, we had about 3 % of the 

market. Today we have about 13 % of the market. So attacking the market by different things, one of them is 

reducing food waste. 

 

E (32:24): Do you think a lot of customers choose Rema because that you work a lot with food waste? 

J (32:29): Food waste is a part of it. Right prices, right assortment, good tasting products, focusing on local 

products. Danish, Norwegian and Swedish products instead of Ukrainian, Lithuanian, Bulgarian and so on. So I 

think we are closer to the consumers that a lot of the other retailers are. To what we think is right, as consumers. 

And food waste is a part of it also. People know that it’s unfair to throw away food. 

 

 

  



Interview: Rikke Witting Thomsen, Category Manager Bread and Cakes 
 

M (2.46): So can you just tell us about yourself and your position here at Rema? 

R (2.50): Yeah, my name is Rikke. I am 37 years old. I have been in Rema 1000 for one and a half year. Before 

that, I was in Reitan Distribution who has the same address. It is the same company, but they deliver the goods 

and they also have 7 Eleven and some other partners. But now I am here at Rema 1000. My categories are bread 

- fresh bread, beverages - beers and sodas and also the bakeries and I have cookies. I think that’s it. 

E (3.48): So the next question is kind of broad and opening question, so what do you think of food waste and 

the value of food? 

R (3.0 ): I think food waste is very important. That is also why I see myself working at Rema 1000, because I 

have the same opinions. And now, you can also see the rest of the Danish competitors also work a lot with food 

waste because we know that there is a lot of people who don’t have the money to buy food. And we throw out a 

lot. And after Rema 1000 began to work with it I began to think about what I do with my food. I also throw a lot 

out. So I think it is a very important topic. I also think that it will be on our lips for about 5-10 years. It will be 

something that the Danish people with work with all the time, but in time it will be something you just do. You 

don’t talk about it anymore, you just do it. 

E (4.54): So how has the problem changed over the past five years? 

R (4.48): I think that, yes we throw a lot less out, but I think there is a long way still. But I think it has made 

people’s top of mind different. But in Denmark, we are always on the move. Always on the move, so we don’t 

have the time to think about “okay, how do I use this tomorrow?” Or “how do I ..” So we buy and we throw out 

a lot I think. We have made the first step, but there are many steps to come, where we as a company must help 

our customers to do it in an easy way. 

E (5.47): Mhm, and exactly that is what we are particularly interested in. How you as an actor can affect the 

consumers. 

R (5.57): Yes, that is also how we are thinking all the time. 
E (6.00): So, what do Rema 1000 think about consumers’ relationship with food? 

R (6.08): Eeeehm… 

M (6.10): How do you think consumers look at food? Or value food? 

R (6.13): I think we are split. The consumers are split. We have the people who are in the high-end, who use a 

lot of their time on food and the quality of food and all that. And I think we have the other part, who just buy 

food to survive – they don’t think about the quality, they buy it. Yeah, I am a little bit insecure what you want 

me to answer, what is the question. 

 

E (6.53): Mmm, but we can look at the one after. Like what assumptions… Because when you strategize 

around food waste, I guess you have some assumptions on how the consumers behave? So what are your 

perceptions? 

R (7.08): Yeah, okay. E.g. in Denmark, we say that we shop four times a week – often, generalized. We are often 

in the shops, up until four times. So they don’t need to buy big portions. That is why we sell the small ones, the 

single packs. Because they come there four times, and if you have bread they have  not that long expiration 

dates, its about five days. So if you buy a big bread and are only able to eat some, you have to throw out a lot. So 

if you make smaller packaging you can buy a fresh one all the time when you are there. So we see that the 

Danish people are shopping a lot more than they used to do. They used discount as their own refrigerators (?). 

E (8.15): I just have a question, when you talk about bread. So as of today, people are very concerned about 

eating clean food without any weird things that make the bread last longer, but at the same time, if you have 

the things that makes the bread last longer, you don’t have to throw it out. So how do you balance those two 

different? 

R (8.42): We don’t have… We have it in some fast-food bread, but in the other breads we don’t have anything 

that preserves it. It is a clean product. And we also make the sizes smaller. We have smaller bread sizes in our 

own Rema 1000’s. So that is we think that is how we can help the consumers to get a fresh bread without any 

preservations. They can buy it every time they are there because it has twenty slices in it. But I can see that e.g. 

Lidl sell big breads which can contain a lot of preservations – it can last for a month, but they have had it in their 

assortment for a lot of time so I think they sell a lot of it. So I think that we can affect the consumers, but we 

cannot change them. If not all of our competitors also want the same things, because in the end a lot of them are 

looking at the prices. 

M (10.04): So the assumption of the consumers are not really that they are aware? 

R( 10.07): We have to help them. Some are aware, and some are enlightening: But some of them still don’t know 

what it is al about. They don’t read the newspaper or live another life. It is usually the ones that don’t have that 

much income. And in Denmark, we also have a lot of poor people. 

E (10.44): Maybe the ones that do not live in the city? 

R (10.46): Yes. 



M (10.47): So would you say that you focus a lot on educating those customers that are not aware? 

R (10.50): We don’t educate them, we are trying to inform them. But we are not good enough yet. Anders is 

travelling a lot around telling his story, trying to… CBS for example. But we don’t reach the people who are in 

the edges of Denmark, in the outside areas. And we have to be better to reach them. But that is one of the things 

that we are working on at the moment. 

E (11.24): Okay, so for all the questions that come now, we want you to think of your product categories 

because that is what you know best. So how can you make the consumers think of food waste in the purchase 

moment? 

R (11.36): Awareness. Awareness. It can be on the packaging. We are working at the moment on a project with 

DTU - how to make the consumers more aware of how not to throw out so many products. It is on the products 

we are working on. The packaging and the information on the packaging. How you can use this bread for other 

things. For example if you have a sandwich bread. If it begins to get a little bit boring, you can put in a toaster, or 

you can make pizza or toast. Find out some things you can do with the product and inform on the top of it. We 

also focus on how you pack it – is it possible to pack it differently so the air and your hands will not affect the 

bread. When you touch the bread, the bacteria gets into the bag which makes the other slices of bread in the 

package mold – this is why the breads don’t last longer. So that is what we are working on – how can we pack it 

differently. 

E (13.04): But if you think for example when I am a consumer and go into the shop. I mean, because these are 

things that I would use when I get home with the bread.  

 

But already in the store, how do you make me not buy too much things? Because you want me to buy things 

obviously because you are a store, but at the same time I guess you don’t want me to buy too many things 

because then I would just throw it away. 

R (13.36): I am lucky because the bread category you often need. You often buy it when you need it and you 

often need it for school lunches… But that question is looking at the whole store I think, not only my products. 

E (14.04): Maybe it would be better to ask the people who are working in the franchise? 

R (14.07): Yes, but it is a difficult question, because you think… It is hard. Because when I am shopping I am 

thinking that I need this, this and this. And when you are shopping you are thinking differently. We are all 

different. So it is difficult to say “don’t buy candy, you don’t need it” or “don’t buy cookies, you don’t need it”. 

A lot of people are … This category is driven more or less by impulse. And it is the same with candy. It is 

difficult, then we would have to take it out of the shop and only have the food you need to survive – meat, 

vegetables etc. So it is different, I don’t think you can… but you can make the bag smaller. So when they buy it 

there is not a lot so that they can consume it. So I believe in making the bags smaller. Actually in Denmark, we 

have a company called Karen Wulf (??), they make Kamajungar (?). Last year, I had a bag from them with 500 

grams and this year I have reduced it to 300 grams. That is how we work all the time. I had 2 liters of soda from 

our PL supplier, I have reduced it to 1,5. So we always try to make it… 

E (16.00): So that the consumers can consume all of it? 

R (16.04): Yes, when they come home. But we cannot say “don’t buy cookies” or “don’t buy candy”. We have 

different needs at different times. 

E (16.18): So how much does the price of the product affect how much people buy in the store? 

R (16.23): A lot. A lot if you ask me. Sometimes we try to run a product that has a higher price and then see that 

we sell it but we are not selling as much as if I were to sell cookies at 5 or 10 kr. So of course that affects also 

the sale. 

E (16.49): Do you think people are more likely to throw away food if it is cheap? 

R (16.54): Yeah. I think so. Because then it doesn’t hurt that much to throw it out. And of course the more you 

pay… It’s like clothes, the more you pay the more you value it and take care of it. I think it is the same with 

food. The more you have paid, the more you think “I have to eat it, it was so expensive”. 

M (17.17): Yeah, because that is kind of what we are interested in – how you as a discount chain can affect food 

waste without raising the price. 

R (17.26): Yeah. It is also a different case. If we raise the prices, we are not competitive. And that is our main… 

Our main is still to be competitive. And then we surround competitive with quality and food waste and… Yeah. 

E (17.55): We understand that it is not an option to raise the price, but that is why we think it is interesting to see 

how you try to reduce food waste without raising the price. 

R (18.03): We try to make smaller bags so you don’t buy a bag... as I said before. We are using a lot of time 

trying to make things smaller and not forcing our customers to buy five to get the discount. You can buy one, 

and still have the discount. That is how we are trying to help with food waste. So if you are single you can only 

buy.. I saw for example at Bilka, you had to buy six cans of coke to get the discount. That would never happen 

within our company. You get the same discount when only buying one. And the suppliers are now in the start… 

they would not give the same discount, but they do today because they are starting to see that they are a part of 

the problem. We cannot solve it ourselves. 



M (19.00): Maybe also if we buy smaller packages the consumers give the food more value as they don’t have 

that much as if they bought a big packages. 

R (19.14): Yes: So I think it is all about getting smaller packaging because we cannot raise the price. 

M (19.24): But how do you decide the prices? Like what aspects are included when you set the price? 

R (19.30): It is different. If it is private label we look at the market. I will go and check out every store and see… 

We have a bread called ‘Hørfrø’ (?) and I will see in every store – 500 grams, 5 kr. Then my starting point will 

be 5 kr, and then I say “I want the best quality”, because we never give in on quality, and then I am starting to 

calculate. Then I can see “okay, the shops will only have for example 10% in revenue (?)” and sometimes they 

can have 30% if it is a product the competitors don’t have. Then we can set it a little bit higher because it is  a 

better product, and you don’t have to look the price. But if it is a competitive product you see in every shop, I 

have to see the price is 5 kr and then I… (calculate). 

E (20.54): But at Rema you only always have one of each brand. Like for example if you go and buy taco, you 

only have Rema 1000’s brand of taco. Not Santa Maria or any other. So you never have to compete with other 

brands… 

R (21.17): Okay, yes then you have been in this game show long. You know what a good price will be and you 

sell a lot. Then for example I know that “okay, it has to be 10,15 or 20 kr to sell” and then we set the price there. 

Then we see how much we can squeeze the supplier and then they get their revenue in between. So it is me who 

decides that if I don’t have anything to lean upon. But usually you have some reference points in your category. I 

always know, if I make a new product, I always know that “okay, they don’t have it in private label but they 

have it in a no-name series, and then I can”. 

E (22.15): So if you go to another chain, you can think “hmm, this is weird priced”… 

R (22.24): Yes, I do that a lot. Sometimes, I put it just below. 

M (22.30): Do you think it is possible to incorporate the value of food waste in the price of a product? Or the 

value of food? 

R (22.36): We are trying. I don’t know if Jonas told you, but we are having a project at the moment called 

“Byens Kage”. It’s also a social project where they buy food from my supplier supplying me with bread, and 

they make… Every day they produce to me, but they don’t know the amount I need, and it is freshly made bread 

so they can’t just keep it in stock. So if there is anything left after sending the bread to the shops they send it to 

“Byens Kage” and then they make bread sticks and croutons and pear cakes. And then they will sell it to me and 

I will put it out in the shelves. So it is all made of waste you can say. And then they use people who have a social 

problem, they don’t go to work, they cant get up in the morning they are need to get out in the working market. 

They use those people to make the products. We have not started yet, we still have to sign the last parts of the 

contract, and we will start here. These products will have a little higher price because there are many steps 

involved in making them, and we will also label and describe the products – how they have been reused. And we 

will put some marketing, because there will be different products on the shelf because we have to use what the 

supplier throws out, so they will make different products all the time. And it will be on the shelves where… 

E (24.57): This will be a perfect example then, because you will see how for example social values and things 

are incorporated in the price. Maybe I would think I could pay more for this because I know that the product 

created a job for someone. 

R (25.11): Yes, and when they are good at this job they will get a regular job and a new person will come in. So 

it is quite interesting. It is very… I love being a part of projects like that. 

E (25.27): And it is also a very easy way for consumers to see how they can contribute to society. Because they 

only need to buy it. 

R (25.36): Yes, they only have to buy it. So that is very much a concrete example. 

E (25.43): So when you think of the suppliers. What factors are important when you order food from the 

suppliers? In regards to food waste. 

R (25.50): How they deliver. I need the products as fresh as possible. The more fresh our products are, the more 

fresh it is out in the shops. Then they can sell it and the consumers can eat it before they have to throw it out 

because of the date. That is important to us. If the suppliers can’t live up to our guarantees on dates, we cannot 

have them as suppliers. We say that the supplier have 25… If we say that a product has 100 days, then the 

suppliers can use 25 days to produce and deliver. Sometimes we order a lot, because it is private label, then we 

have to order three trucks from Holland for example. That is why we also need some days on our grocery stock, 

so 25 days for the suppliers, 25 days in our stock and 50 days out in the stores. 

E (27.05): So the longest time should be in the stores? 

R (27.07): Yes, in the stores. And we are working on that we need even more time in the stores, but the suppliers 

are not ready yet. But that we are working on. So that the most of the time will be in the stores. 

M (27.20): So in that way the consumers will have more time to eat the products and then waste less. 

R (27.22): Yes, more time to consume. But we are starting here at the moment. We said that the supplier must 

have 25% of the total expiration time. And then we must have 25 % and 50 % in the stores. 

E (27.44): So how can you affect the suppliers? Do you have a lot of power with the suppliers? 



R (27.56): Some suppliers. But some suppliers we are also still small if you see Denmark and the whole wide 

world picture. It is difficult, but in Denmark yes. The Danish agents and suppliers, we can… We already have 

done (affected). So yes. 

M (28.17): So you have already affected some of your suppliers to reduce food waste? 

R (28.21): Yeah. For example, some of our suppliers have also taken their own branded bags and made them 

smaller. We have a project with a bread supplier and DTU which I told you about – how can we make the bread 

last longer when the customer bring it home. And they also work with it with their own products. So I think that 

we can affect some suppliers. 

 

E (29.00): Small question back to the cake you make from food waste, will that be sold in all Rema stores in 

Denmark or just in Copenhagen or? 

R (29.16): No, it will be sold in all stores – if we have enough. As a customers you can’t go out and say “I want 

that cookie today”, because perhaps we have it – but perhaps we don’t. 

M (29.32): Do you think you have any power in regards to the consumers? And how to affect them to reduce 

their food waste? As you have with some of the suppliers. 

R (29.45): Yeah, I think that a lot of our customers are listening and that is also why they choose to do their 

shopping in Rema 1000. We can see that when there are opinion measurements, we often win on the fact that we 

have an opinion about food waste and many things. So yes, I think that we can affect – we cannot force anyone 

but we have an effect by making our shops more ‘food waste-kindly’. Help them when they are buying our 

things, be more informative. I know Anders is working on being more informative without being too 

informative, because then the consumers will close eyes and just. So I think that we can, but in the end it is the 

consumer that decides themselves. We can help them make the right decisions. 

M (30.54): Yes, because that is what we have been talking a lot about – how the food waste problem is… There 

is only so much you can do, because the food waste is happening in the future after they have already 

purchased the products. 

E (31.06): Yeah, if you compare with organic products for example, that is all in the history of the product so as 

long as the consumers choose that before something else you have done the job. But with  food waste it is so 

different because it is out of your reach. 

R (31.22): Yeah. Also you used the food you ate the last days so you throw out… It is still a difficult problem I 

know. I can’t remember but they have reduced food waste, Anders know, by some number, some x tons. 

E (31.44): Consumer food waste? 

R (31.46): Yeah. I am not sure, but I am almost sure that they have some numbers on it. 

M (31.54): So do you arrange the products in the store in a specific way to make people waste less food? 

R (32.04): I cannot do that. Our shops are franchised, so they decide themselves. But I make a space and they 

can follow the space if they want, but they can also make their own. But they have to follow the assortment. 

E (32.28): So you are responsible for what kind of products will be in the store, but not how they are 

organized? 

R (32.33): Yes. We give them some advice and send out some spaces but I cannot say “you have to put it there”. 

M (32.42): But do you know if any of the franchise stores are placing products in relation to food waste? 

R (32.52): No, that is why I think you should talk to Max, who works with it daily. I think they work with food 

waste in the stores a lot. We do many things and the shops are very good at fulfilling out the things Anders is 

putting out. So I know they work with it, but how much and how they do it is very much store by store. 

E (33.20): So now a little about the campaign ‘Meget Mindre Madspild’, how has that affected you product 

category? 

R (33.30): It has affected my bread category a lot. Because it was the category we started with. We can see we 

have a good sell on it now, because people like to buy fresh bread. So if they come into the store three or four 

times a week, they buy two now in stead of one. So I can see that it has a positive effect and we have many 

positive returns (feedbacks) from our customers on it. 

E (34.08): But if you meet for example… I know that you discount meat for example if it is soon out-of-date. 

Do you do the same with bread? 

R (34.17): Yes, they put a stamp on it with for example 5 kr and for example food waste. Yes, they do that. 

M (34.30): So do you think that has been the most effective initiative for you department? The smaller 

packages? 

R (34.35): Yes, the smaller packages. It has. 

E (34.44): So the last questions are just more… I know you are not in the strategy department, but I guess you 

still have something to say about this, so how do you think Rema can incorporate food waste in its strategy? Or 

how do you incorporate food waste in your strategy? 

R (35.04): Is it on the products or how to reach out for the consumers? 

E (35.11): Reach out for the consumers. 



R (35.14): Okay, yeah. That is… I would take… The project I told you about “Byens Kage” – it’s a place where 

we try to reach out by telling it. And we will also try to do that on the packaging. And in the newspapers, trying 

to reach out. Have you seen a newspaper where we have a campaign on food waste? 

E and M (35.50): No. We haven’t seen any newspapers. 

R (35.54): Okay, then I think you have to see a newspaper where we have a campaign in it where we try to reach 

out, telling the stories, telling our customers. 

• Rikke finds the newspaper 

M (36.34): So when incorporating food waste in the strategy, it is very much about awareness making the 

consumers more aware? 

R (36.41): Yes, and telling them how to use the products differently. Telling them “now you can small bags, you 

don’t have to buy big bags – you can buy smaller bags and more often if you want”… 

R (36.57): This was the first campaign we did on smaller… We also have a site on how to… Oh yeah, you 

know? ‘megetmindremadspild.dk. So food waste. Telling them… 

E (37.26): And people understand that it is the same price as well? 

R (37.33): Yes, we wrote it. We often have these campaigns in a newspaper, then we write something else… We 

also have smaller bags in (pålegg) spreads(?). We also have for some of my pizza bread, in stead of six we have 

four now – one for each in the family. Then you can buy two if you want. So we are telling it in here and trying 

to tell it on the products. An other example is… You can see it over here… Do you want some copies or? 

Perhaps you can get it from marketing on e-mail so you have it in print – I will just ask John. You can come over 

here.. Just to show you some examples, I just got them today. I have made a new pizza bread and… 

E (38.49): Hmm pizza bread, I don’t know if I have seen it in the store? 

R (38.52): No it is not in the store yet. 

R (39.00): Here, we inform how to use the product in several ways. Pocket sandwich, grilled pocket toast. Then 

you can grill it and it will not be… 

E (39.11): And this will come on the package? 

R (39.14): We don’t know yet, but it will be on our site… Vegetar, different from… We are trying to tell the 

customers how to use the same product in different ways. 

M (39.29): Yes, because often you get tired of the product and maybe throw it out because you don’t know… 

R (39.36): You don’t necessarily just need it to be pizza bread. You can always use it to a lot of… 

E (39.40): So do you think that is a problem, that people don’t know what to do… 

R (39.44): They are not inspired enough to say “okay, what can I use this for?” They think pizza bread = pizza.  

E (39.50): And actually, if you think of food value. If you buy something and you see that you can make ten 

different things out of it – maybe it will get more value because… 

M (40.00): Then it becomes ten different dishes. 

R (40.03): Exactly. So today you get pizza bread, tomorrow you get sandwich or toast… Yeah. 

M (40.10): So you don’t get tired of the product. 

R (40.12): Exactly. I think this is one of the things we can do to get better. And that I am working a lot on in the 

bread category. 

M (40.26): Because you don’t want to eat the same thing four days in a row. 

R (40.28): No. 

E (40.38): So maybe you don’t really think that the solution is that people should buy less food? 

R (40.50): No, they don’t need to buy more than they can eat. 

E (40.52): Yeah, but it seems like you focus more on smaller packages and like how you can use the bread in 

more ways… More than just buying less. 

R (41.03): Yes, if you use the products in several different ways, then you also buy less. Because you don’t 

throw them out because you have pizza today and you have four left and “oh, we don’t want pizza again today” 

and you throw it out. Then you will have some other things with this bread tomorrow and you don’t buy another 

dish for that day. And smaller bags, I also mean helps the consumer to buy less and thereby throwing less out. So 

I think that we are focusing on how they buy and… 

E (41.46): and what you can use the products… 

R (41.49): Yeah and but… You said we don’t focus on how to make the consumers buy less, but I think we do 

that, but we don’t say “buy less”, we try to incorporate it in our strategy and slowly push it out, we are trying to 

affect the consumers. So they don’t think we take something and put it inside their heads. The Danish people 

hate that. They want to be independent and no one can tell them what to do. So we are just trying to change some 

vains (?). 

M (42.23): It is interesting how you as a business, encourage people to buy less – because you obviously want 

to make money as well. So do you think you are investing in more customers in the future? Or how do you 

like… 

R (42.40): Of course, we think we invest in more customers in the future, but we also think that because we are a 

convenience store where people shop – we need to take a social responsibility. And that is also one of our values. 



Of course we can’t… If we don’t have any people to come and buy things, we need to close. But we feel that we 

need to do the right thing also, and we need to take a responsibility. That is why we mainly do it. After that we 

also think that people like that we have some attitudes and we also will gain some customers through these. 

E (43.41): Yeah, because when we interviewed Anders – he talked about the short and the long term. 

R (43.46): Exactly, it is a long term investment. 

E (43.49): Yeah, so as of now… Today, you try to balance the short term and the long term, but in the future it is 

going to be long-term only of course. 

R (43.58): This is a long… There are many steps still in the consumers’ top of mind on food waste. They talk a 

lot about it, but we can still see that the way they are acting - they are not there yet. They do it a bit, but there is a 

long way still. And I think it is time. You need time to do the right thing. We all know that, if you are in a hurry 

and need to go from A to B we just fix and think “oh okay, we just have to throw the rest out because I need to 

get…” 

M (44.35): Do you know why Rema has taken this sustainable position in relation to food waste? Is it personal 

values in the company or is it more of a strategy that has been… 

R (44.46): Anders is a lot driven. It is Anders. He is a lot driven in taking social responsibility. We also are 

giving a lot of money to organizations, but no one knows. He doesn’t want it to be out because we do it not to 

get PR but to give something back. So actually, I think it is not taken – the things we do. We do it because we 

want to do it. 

E (45.21): Yeah, I remember because we had a guest lecturer, Anne Louise from SDG Leads who has worked 

with Anders, and I remember because we had a class on some CSR things and then she had written down the 

SDGs and then she asked everyone what they thought was suitable for a supermarket and people chose some 

random ones and then she showed us which ones that Rema actually tries to achieve. And it was not what we had 

chosen. 

R (46.00): What had you chosen? 

E (46.05): We had chosen like environment and… Maybe something with more CSR. But then she was pointing 

on like giving money to charity that has noting to do with you business, but which is important for society 

obviously and… 

R (46.32): Yeah, we invest a lot in people who are homeless and… 

E (46.34): Yeah, and it was just an eye opener for us to see how a business can actually sometimes work with 

things that are not obvious for society that they should do. But still you can see how well it has been for Rema, 

because you have such a big share in the country now. 

R (46.53): You can say that we don’t have to put a lot of PR in it, but people talk mouth-to-mouth so we can see 

that it has an effect. The people who gets the money know where they come from and that is why I think we 

have  strong position in Denmark. Because there is a lot of mouth-to-mouth, which is the strongest 

recommendation you can get. Some of our competitors are out telling all kinds of stories, and it is okay – they 

can do that, but sometimes we know that they don’t do it, they don’t do what they say. We do what we say, but 

we don’t always tell about it. It is different. Food waste we tell about, we want every competitor. 

E (47.38): Yeah, because people need to know about it. 

R (48.40): Yeah. But if we give money to a charity, what do Danish people get out of knowing it? We just do it 

because we want to. 

E (47.57): Okay, I think that was all. 

R (47.57): Do you know Rema 1000 in Norway then? 

M (40.01): Yes. 

R (48.03): Do you know if they work the same? 

M (48.08): No, I don’t think so: I don’t think they have the same reputation either. I haven’t lived in Norway for 

the past three years, but no I just… I think of Rema just as a discount store in Norway. But they might have 

started to work more with food waste and those issues lately, I don’t know. But no, I wouldn’t consider them as 

more sustainable or as taking more responsibility than others.  

 

 

  



Interview: John Rosenløwe, Marketing Manager 
 

J (0.05): My position here at Rema is as Marketing Manager, I have been here for 12 years – the first 8 years I 

worked as a category managers like the two people you interviewed earlier today. And then the last four years I 

have worked with digital marketing and now total marketing. And I have also been involved in in this food waste 

project since the start in 2008. Actually, I still remember the meeting we decided it – it was not a big meeting, 

but a small meeting where we just decided to go ahead. So that is my background in the company. I have three 

assistants, or marketing coordinators. One is handling all the Facebook posts and communication with the 

customers, and we also have one who is responsible for the print marketing and all the digital marketing. And 

then we have one that is responsible for the papers and the TV marketing. So we are all specialists, but can also 

cover for each other in different areas. I don’t know how you want to do it, questions or just go ahead or? 

M (1.25): Yeah, well can you first maybe tell us a bit more about the initiative ‘Meget Mindre Madspild’? 

J (1.29): Yes, it is… As you know, that is probably why you are writing the paper – it is something that affects a 

lot of people, also world wide today. As we know, the resources on this planet will not last forever unless we do 

something about it. Our initiative cannot save the world, we know that. But we hope that small things, can start 

bigger things. The case was that when we started we were told that the Danish consumer throws away 63 kg of 

food per year per person. That is about 12 billion Danish kroner per year in food. Everybody knew it was bad. 

Every time you threw something in the trash you said “oh, that is not good” but you just closed the trash again. 

At the same time we were reading that people are starving all around the world. And we also discussed when we 

are shopping – what is it that annoyed us the most? For example if you wanted to buy bread, you had to buy five 

packs of bread. And at that time, I didn’t have a very big freezer. So when I had to buy five packs of bread to get 

the right price, I had to eat a lot of bread or throw half of it out, or pay the normal price and not getting the offer. 

So for us, this ‘take three pay for two’ offer was really annoying. I don’t, know the English word… Quantity 

discount. It was really annoying for us. It was annoying for the shops, because you couldn’t really see how much 

to buy of the product, somebody coming in and buying a lot. And it was also annoying for the customer. So we 
actually decided a day in 2008, I believe in September or August, that we were going to stop with these quantity 

discounts. We didn’t want to do them anymore. At the same time, we were contacted by Selina Juul who is 

responsible for the ‘Stop Spild af Mad’, she was only one person at the time, sitting having a Facebook page 

with 200 followers, so it was very small for her. And we just decided, okay why not contact her and say we are 

going to do this and she was of course really excited about this because this could also be a good branding case 

for her. And then we put it out in the media and said that we were stopping the quantity discounts and I still 

remember one of our competitors said in the papers “that is bad business, you shouldn’t do that” and that is the 

same chain today who is saying “oh, food waste is so important and you have to…” but at the time the same 

person said “it is bad business, you shouldn’t do that”. So for us, we saw how much we were throwing away, 

you all were annoyed about it and here was something we could do about it. Not a big thing, but something that 

could affect a lot of people. And sales I still remember, the first six months were not good. A lot of the products 

were you used to buy ten items for a price, you could now only buy one and still get the same price. But people 

still thought “oh, I have to buy ten or I won’t get the right price”, so sales actually went down because people 

were afraid that they were getting cheated at Rema. But after six months, people said “okay, normally there is 

two for 25 kr, they are selling one for 12,5 kr - it is the same price”. So then the sales went up again, and since 

then it has been something that has been… In every report we get back regarding consumers, they say “Rema is 

the chain without quantity discounts” and that is a really important position to have in this market. So yes, the 

food waste is… The reason it was appealing to us was both because it is good business, and also good for 

everybody. That is always the best CSR, when you do something that is good for the business, but also for the 

environment. That is when you get these ‘win-win’ cases. So that is the way it mostly started. 

M (5.38): So the first question is very broad, but what do you think of food waste and consumers’ valuation of 

food? 

J (5.44): I think that food waste is something that has been said so many times now, that everyone knows what it 

is. But five years ago, people knew something about it, but weren’t really aware that food waste was something 

they could do at home. They always talked about how much food was being thrown about by the stores or at the 

suppliers, but over the last years we have seen that people say “okay, it is not cool to throw away food”. I still 

remember the Christmas dinner here Denmark. There were always so much food. If there wasn’t enough food, it 

was a bad party. But today… For example in my own family, we got so much food that in the end we said “oh, I 

don’t want any more”, so we had to throw it away or put it in the refrigerator and save it for later, but you know 

what happens to that… Throw away. But now, the Christmas dinners is I think half the food. People are just 

saying “oh, no I don’t want all of that food”, people are also getting too fat because of the food. But we are also 

throwing a lot money away and it is bad for the environment. So five years ago, it was a good impression to have 

a lot of food, “okay, that was a good party”. Today, it is actually kind of embarrassing standing there throwing 

away food and that is the most important part you can do, when people are saying it is not cool. It was the same 

with smoking. In the 80s all the movie stars were smoking because it was cool, also in the 90s. Today, it is not 



cool to be smoking. You see the same with obesity. When in the past, it was a signal of wealth when you were a 

little too big. Today, it is not okay. It is not okay, to fill three airplane seats on the plane – it is actually not okay 

at all. So I think that it is coming into the minds now. 

E (7.38): But do you think it is something that has already been accomplished or is it ongoing? 

J (7.41): No, it is still ongoing. And it is... I can tell you that it is still important that we keep doing it, that you 

keep writing about it, advertising about it, politicians keep on talking about it – because if they don’t, in two-

three years from now there is a new thing you have to take into consideration, so reputation is so important in 

this. It is so important that it continues for the next 10-15 years so that our next generation is actually living out 

these standards. WE are talking about it, it is  hip now to be against food waste, but the next generation have to 

say “food waste? That is a no-go”, then we have accomplished something. And that is… I think we are 25% of 

the way, so there is still a lot of work to be done. Because the thing is that annoys me the most is that it has 

become a little bit about branding these days, and a little… Everybody is talking about it, but not a lot of people 

are doing anything about it. They say “We save 10 tons here” and “Two tons there” – okay that is perfect, but 

you are still wasting about 200 tons per year, let’s talk about that instead. So it is still a branding and something 

that a lot of people in my business, in marketing, saying that it is something they have to say. In marketing there 

are two words that are hot right now; disruption – everybody is talking about disruption, disruption, disruption, 

disruption and then food waste. Nobody really has an idea of what it means, but it is just cool to say “John, I 

want to do something with food waste and disruption”, well okay “what are you thinking about?” (blank face). 

So there is a long way to go for food waste, but I think we are on a good track. There has never been more talked 

about than right now. 

 

E (9.25): So how do you think NGOs like Selina Juul has affected Rema? Did you contact her or did she 

contact you? 

J (9.29): She contacted us and then we contacted her back. She is doing a lot, she is… A true NGO never makes 

any money, it is all about the passion for the project. And there are a lot of NGOs that are talking about stuff, but 

really sacrificing for the cause is what Selina… There are a lot of people like Selina, but she is one of them. She 

has taken the train around in Denmark, she has talked in schools, she is talking in big areas, she is making herself 

available to people who wants to talk about it – also in the weekend when we prefer to have the day off. She is 

prepared to take the day off to talk to a reporter or radio or something like that, it is a full-time job but not 

something you make a lot of money of. So it is a true passion. I think a real NGO is really important. But I also 

have to say that there are a lot of NGOs these days talking about things they don’t know anything about. So it 

is... The true NGOs are very important. And then it is the consumers and also our duty to filter through all the 

NGOs that are just talking and get to those like Selina Juul who are actually acting and doing something about it. 

But I think they are important yeah, I think so. 

M (10.49): But as you, or Rema tries to affect the consumers very much. Do you think it is possible to view 

Rema as an NGO? Do you work in the same way? 

J (11.00): That is a good question. First and foremost, we are put in this world to sell goods and to make revenue. 

Because otherwise, I will not get my salary, the shop owners will not be able to put food on the table back home 

– so first and foremost we are put in the world to make a business. But yes, I think it is something to be said 

about the responsibility as a major chain here in Denmark. And when you have so many customers through your 

stores everyday, I think you have a responsibility and that is also why you see a lot of big companies in Denmark 

having this CSR or Code of Conducts. And that is because (1) it is a legal must-have, but also because more and 

more are aware of the possibility – how much you can actually reach people. So it is not a bad question. No, I 

don’t think we completely an NGO because we are in it for the money and we sell goods. But if we can help and 

do something about things and at the same time maintaining good business, it is the perfect case for us. And 

Rema is very a value-based business. So we are doing a lot of… We have these values we work from. These 

values influences everything we do, the way we talk to our customers, ther way we buy products, the way we 

handle our employees and stuff like this. I could say that, even if I wasn’t in Rema, Rema is doing a lot of things 

not only for the business, but also for the better good. But we still have to make some sales every day. 

E (13.01): Okay, so now we will talk a little about the consumers. Who is Rema’s consumer? 

J (13.06): Everybody. We don’t have a target audience. We are for the 17-years olds, and for the 80 years old. 

We do not put people in boxes. And actually, in this market today – everybody is talking about how individual 

people are becoming. In the past we put all the women between 30-35 in a box. But women in 30-35 can be 

many places; the business woman, the mother, the student you can have them in so many places so you can’t put 

people in boxes. But if you have to press me into a corner, I would have to say that we would like to target the 

families. The families are important because they have a lot of values at heart hat we also have, organic food and 

also food waste because perhaps money is not a big thing but also asthma and allergies because you have 

children. As soon as people get children you also adjust the way you are buying products. Suddenly, you are 

buying more organic products because your children should perhaps have a little better products than what you 



put in your body. So the people are making some changes. Btu we are for everybody. Our internal slogan is that 

“Rema is for everybody”. 

 

E (14.31): Okay, so even though you have a very broad range of consumer, what do you think is the typical 

consumers’ relationship with food? 

J (14.40): I think that, if you compare Denmark to other countries we do not have the same respect for food as 

they do in other countries. In Italy for example, they use a lot more of their total budget on food than we do in 

Denmark. For us, food is something we eat and then we have to go out mountain biking or we have to watch TV 

and stuff like that. But in other countries, food is like a complete experience where you sit at the table for two-

three hours. There is not a lot of times in Denmark where you sit at the table for two-three hours, then you are on 

to the next. So we are actually working on a motto, a campaign – we are not done yet so I cant show you, but we 

call it “Respekt for Mad” (Respect for Food). Because the milk you are drinking… Somebody had to get up at 

five in the morning at a farm, then somebody had to drive it to Rema and somebody at Rema at six or seven in 

the morning had to put it in the shelf. The bakers, they get up at three in the morning to bake the bread you see in 

the stores and now you are throwing half of the bread out because “ah, I don’t want it anyway”. So we are really 

working on this “Respect for the Food”. The Danish consumers are using a lot on money on luxury goods and 

travel, not on food. And that is something we hope for, that all of us to work with. Because if you have more 

respect for the food, you don’t throw it out. You would never throw out something you really care about. So 

hopefully we can get the consumers to care more about the products they buy. 

E (16.21): So do you think consumers throw away more food if it is low-priced? 

J (16.25): No. I think people just throw away food because we are used to throwing away food instead of storing 

it. Our parents or parents’ parents would never throw away food. My grand mother is literally taking her hand 

into my garbage can and saying “Why are you throwing this out?” and I am saying “Take your hand of that 

garbage can now, that is disgusting”, but something is to be said about what she is doing. Because she is saying 

“I just do like this and then it is fine”. When we have mold on our bread, we throw it away. The older generation 

just cut the mold off and then they eat it. So, we don’t have to live like that – I think there is also something to be 

said about food safety, but we are totally in the other way now. “It smells a little…” or even worse people are 

throwing away food because it is over the best before, but in our parents’ generation people just smelled the food 

and if it smelled fine, they ate it. Because the best before is actually very harsh. It is just set because you don’t 

want to risk anything and you can also discuss if it is set because you want to sell more products. 

E (17.27): Yeah, you have changed the label… 

J (17.30): Yeah, from “minst holdbar” to “best før”. But it is still not imprinted in peoples’ minds. They are still 

seeing “okay, today is 10th of February and this best before was 9th of February”.  Some people are even worse 

and say “okay, best before is 10th of February, but today is 10th of February was that in the morning that?... Out”. 

But people have to go back to smell the food, look at the food – is it okay? Then use it. This is something we 

have to teach our children because they can easily save a lot of money on it. We are still throwing a lot of food 

away at home because of the best-before. So I don’t think it is because it is low-priced, I think is it because we 

don’t care or don’t know enough about the products. 

 

M (18.17): So you don’t think if food was more expensive, we would throw away less? 

J (18.21): No. No, I don’t think so. 

M (18.22): So, but what factors affect the price of your products? 

J (18.28): The sale price you are thinking? 

M (18.29): Yeah. 

J (18.31): There are a lot of factors, because Denmark is the country with one of the highest taxes. You are from 

Norway, right? So you know a lot about it, and Sweden to. The taxes are very high in Denmark, there are also a 

lot of import taxes on a lot of products also. And also the salaries in Denmark are quite okay, so that means that 

the sale prices go up. But still, there is also something people have to take into consideration and that is that 

Denmark is a nation of offers. We have a paper out every week, where instead of selling coke for 20 DKK, we 

sell it for 10 DKK. We are used to buy where there is an offer on products. So for us, the factor is of course that 

we want the right quality and then we want to make sure that the products lives up to our standards in relation to 

the environment and people, but also of course we have to take into consideration – is XX selling it at a lower 

price, we have to match that price. So there are a lot of products we are selling with a bad margin, but we want to 

have this product. We could get a cheaper product, but if the quality is not okay or the standards according to our 

Code of Conduct is not okay, we will not compromise on that. So we take the more expensive product and sell it 

at a low price because we have to match the price. But I also think that is also what builds up loyalty with our 

customers, because you always know that the products you but at Rema is at a good quality. So you don’t have 

to roll the dice. So there are a lot of factors regarding the price… Transport and stuff like this, but there is also 

the competition. If they are selling it at a cheaper price than you are, you have to take the price down. 



E (20.23): So what kind of assumptions do you build your strategy around? Consumer assumptions, like how 

consumers behave and… 

J (20.36): You would actually be amazed – a lot of the things we do at Rema is gut feelings. We are taking the 

temperature in the market, but also looking into ourselves as customers. “What are important things for me? 

Quality, organic, environment, planet for our children’s’ children – how is it looking”. But of course we are also 

getting reports on how the customers are reacting in the market. But our assumption is that if you do a clean 

business, you have transparency in what you do and the quality is okay and you take into consideration all these 

external factors – our assumption is that the customers will react positively to that. There are a lot of ways to do 

it. In my old company we got a big Excel-sheet and in the bottom it said what to do, then you will sell products. 

It never works… It never, never, never works… Nobody can put it into an Excel-sheet, so we try to not have that 

many assumptions but we always try to adjust – looking at ourselves like a speed boat. If people are saying 

“okay, this is interesting”, then you can change the direction of the speed boat fast in stead of being a big ship 

that has to blablabla like this… So it is all about seeing what is important in the market and what is important in 

the world, then reacting to it. 

M (22.04): But in relation to consumers, do you then assume that people are aware of food waste? Or do you 

assume that you have to educate them? 

J (22.15): I would love to assume that they know about it. But for example when we market that we stopped the 

quantity discounts. People are saying “wow, did you just start that?” And we say “No, we started that in 2008, 

that is 9 years ago”. So things we think the consumers know, they don’t know. There have everything else they 

have to take into consideration, they have school, jobs, family etc. So I think that probably we think that the 

consumers know more than they actually know. They know bits and pieces, but it is our jog and also of course 

the NGOs and stuff like this to keep talking about it and bring stuff to the surface again and again and again. 

Because if we stop marketing that we stopped the quantity discounts, of course a lot of the customers would 

know that we have done it, but a lot of new customers would not know. So we really have to keep… It is all 

about the long haul. We have to keep going, keep doing the same thing and in my job, sometimes it is boring 

looking at the same advertisement that you did last year and the year before, but you have to do it. Because for 

you it is probably the eight time you see it, but for others it is something new. So you have to keep on doing it. 

So I think that, not anymore, but sometimes the picture we have of the customers is not the right one. There are 

also, and that is fair, they have a lot of things they have to take into their things. For us, it is our life, it is our 

business. But for them it is something else in their lives, and they also have their jobs and families etc. 

E (24.00): So how do you think… Because I believe that organic products and this whole thing have been up 

on the topic for a long time and people are really aware, but how do you think food waste stands in 

comparison to organic products? 

J (24.15): Organic is still much higher. We are also seeing a really big increase in sales of organic products, a lot 

of people are asking for new organic products – also organic products that are more expensive than conventional 

products. For example chicken, there is not a lot of organic chicken so the price is sometimes four times the 

price… But still, we are seeing that people want that chicken because they want the organic. The food waste is a 

little more… Because organic is good for you, it is good for your health and good for the environment. That is 

really something you can say “okay, I don’t get all this poison in my body and the environment and the animals 

are having quite good standards”. “Food waste, okay it is good for my money and pocket book, but still I don’t 

want to eat all the products and the products that have been in my fridge for the last week.” So for us, first and 

foremost, we have to make sure that the products we are selling do not appeal to food waste. No more XXL 

sizes, small sizes. If you are going to do big sizes – put it in three trays so you only have to use one and put the 

other two in the fridge. That is very important for us because I think that the Danish, all the chains in the world, 

selling products are very much affecting the food waste. It is all about the XXL sizes, because if you sell 10.000 

units of a 400 gram, but you could sell 10.000 units of a 900 gram , then it is more turnover because it is a bigger 

volume. But perhaps it is better keep doing this in the long run. So, food waste is something we are aware of, 

something everybody is talking about, something “okay, it is not good for the environment, it is not good for my 

pocket book”, but organic is still a little more plug and play. I can go out now and buy organic products and be a 

better person. Food waste is a little more touchy-feely. But that is something we hopefully will adjust in time, so 

it becomes something you just do because it is the right thing to do. But that is many years from now. 

 

M (26.30): So do you think you have a lot of power in regards to affecting the consumers? 

J (26.33): Oh yeah, a lot. And we have a lot of responsibility. Because if we wanted today to change all the small 

packages today to larger sizes, just 20 % - 25 % more per package, our sales wouldn’t go down, our turnover 

would probably be higher because people would probably just have to pay more. In the long run we probably 

would be hurt by it, but right now we wouldn’t be. But there would be a lot more products thrown out. So, if a 

new guy came out here and said “I have to make 1 billion more in turnover in Rema”, it would have been easy to 

take a lot, just take the top 50 of our products, and put up the sales price a little bit. The kilo price is the same, so 

the customer wouldn’t be cheated, but you would get more volume and at home you probably would have to 



throw out. So I think we have a lot of responsibility. And I think that the customers have a lot of responsibility 

because they can reward the people doing it the right way, and the can also punish the people doing it the wrong 

way. So if the customers say “okay, we don’t want this big sizes”, then don’t buy it. Because if you stop buying 

it, they will stop making it. So I think there is some responsibilities on both sides and both sides have to be aware 

of it because the chains are only selling what the customers are asking for, so if they don’t want the big sizes, we 

will stop selling them. But we have stopped them, we don’t have these XXL sizes, we stopped them at the same 

time as we stopped the quantity discounts. So you will not find XL in any shelves in our stores – hopefully. And 

that is also something, we hear people say “I’m single, I don’t want to buy that two kg of nuggets. Then I can 

just buy 500 g”. So for a lot of… I think I heard or saw in some report that singles in Denmark, and also old 

people, consider Rema their favorite place to buy products because they have more products that appeal to their 

situation like smaller packages. 

E (28.50): So how can Rema then incorporate food waste in its strategy? 

J (28.54): I think we’ve already done it. Because all the category managers you met with today and all the other 

ones – it is something they are measured on. Both in their contracts and salaries, but also in the goals for 

business. So it is incorporated in the way we do business. We don’t want the big sizes, if you find a smaller size 

it is perfect. If you find something that actually reduces food waste it is perfect. So keep on introducing in the 

way you work so you take it… Suddenly it is not just something on a piece of paper, it is in you heart – that is 

the way you do business. So when you are sitting across from a supplier and he is saying “I am suggesting here, 

this XL bag”, “no, I don’t want it”, “I can give it to you very very cheap – I don’t want it”. Because then you 

have really really made a difference because then the buyers or people in the company are thinking about food 

waste without thinking about it. So you have to integrate it in your company. But that is also in our canteen. In 

the canteen there is a big sign ‘Reduce food waste’. People are often taking a half slice of bread and then I “oh a 

half, it looks a little…” and then it is just laying there all day long instead of saying that “okay, share it with 

somebody”. So there are actually a lot of signs with ‘Reduce food waste’, and it is actually also good business 

because that means the canteen can buy better raw materials because then they have more for the budget because 

less will be thrown out – everybody wins. So I think that food waste can be incorporated in everything. In 

kindergartens, learn the children to don’t throw out the food – eat the food. If you don’t like it you can use it for 

something else the day after. Incorporate it in the big businesses, so the employees think about food waste at 

home – it is good business. That’s the perfect thing about food waste, it is both good for the environment and it 

is good for you. 

E (30.29): But it is not good for you? As a company. 

J (31.05): Yeah, it is actually. Because you get… Of course, in the short run you could get more turnover by 

selling more products. But in the long run, it is still better business for us. A good example is, we had... I don’t 

know if Anders talked about it, but we had these lettuce heads, and now we put in on a weight so now you buy… 

Instead of a fixed price of 10 DKK, now you pay how big it is. That means that the shop is not discarding 

lettuce, and the supplier is not discarding lettuce. That means we get a better buying price and we throw out less 

in the store. So that is good business for us also. And anyways, I think the customer more and more will demand 

these products – and then it is good business. Because you have the products the customers demand. 

E (31.59): Yeah, so as you said with the single households? 

J (32.00): Precisely, you have to adapt to that kind of living. And a lot of people your age are beginning to say it 

is not cool to waste food. That is good  business for us, because we have the products which match that. And that 

probably means there are other chains in Denmark saying “oh, we don’t know how to do that”, well perfect don’t 

go there. Go to our stores. Then it is good business. So it is also something… a competition parameter for us. 

Something you can really seize into and see “okay, this is something in which we can do a difference”. 

 

M (32.37): What media channels do you use the most to reach your customers? 

J (32.41): Online. In regards to food waste the best way to contact consumers is through Social Media (SoMe). 

Facebook for example is a really good media for this, but also google and also video through YouTube. We are 

also working on putting food waste in articles in big media, we call it advertorials. And if you want a couple of 

copies you can just e-mail me and I’ll find you something. Because the good thing about advertorials is that, of 

course it says in the top that it is an ad paid by Rema. But there is some content in it. Not just somebody talking 

about that there are cheap products in Rema. There are actually good tips on how to bring down your food waste 

and actually saving some money you can use on a trip or new shoe or something like that. So we are working on 

advertorials because it is... This is an area you cannot just put in a TV spot “boom, reduce food waste”, “What is 

that?”. You have to talk about it. You have to make some opinions and you also have to piss some people off. 

Because that starts the opinions about this area. So we are doing advertorials in the major papers in Denmark, 

and then we have a website called ‘megetmindremadspild.dk’, which is where we have tips. We also have a quiz 

– how big of a food waster are you and stuff like this, which we direct a lot of traffic for. And then we have a lot 

of Facebook posts that are boosted so we get a broad audience. So we are trying all platforms. The only platform 

that opinion does not work is TV. There is too little time to talk about it, unless it is a complete program about 



food waste. But that is not something I can be involved in, because that is non-commercial. But that is always 

interesting, when someone is talking about food waste. But online and through advertorials are good ways to 

contact the consumers. 

E (34.42): But these are all things that… How you create a social opinion so to say, but can you also affect 

the consumers while they are in the store? 

J (34.52):  Yes, we can. First and foremost, I think it was really important that we stopped the quantity discount. 

That is really important. I am not forced to buy five items to get the offer price – you can get one. Instead of 10 

for 50 kr, it is just 5 kr per unit. So that is probably the most important thing you can do at all. Then the second 

most is to reduce all these big… If you are making a pizza with pizza sauce and you only use half the glass for 

pizza sauce, what are you doing with the rest? Putting on a lid and letting it stand there for a week and then it 

goes out. Reduce the glass, so it just fits. And yes, it is more expensive for us because the glass is the same price 

in that size or this size, so for us it is a more expensive product. But it is easier for the customer. Like Anders 

told you, putting the products on the weight in the supermarkets so you can just pick what you want and pay for 

that, instead of buying a big bag of root beets you don’t  have to use. So that’s the most important thing you can 

do. Much more important than talking about advertising. You have to do something. 

E (35.55): So you can say that in the store it is more the practical things? 

J: Yeah. 

E: And the other social media and everything is more just awareness? 

J (36.08): Yes, precisely – Why we are doing it. 

E (36.12): So that (awareness) you cannot affect while the consumers are in the store? 

J (36. 17): Yes, you can of course. But when you are in a store, you typically have 5-10 minutes to shop and you 

don’t look a lot in the stores. So for us it is… Some of the tactical things we do is that for example with products 

that are close to running out of ‘best-before’, we put it in a corner, put on a very low price and put signs that says 

“Reduce food waste” and if you go there you can get a product that is actually still okay, but you get it at a 

quarter of the price. So that is also something. Btu is think when it comes to food waste there are two parties. 

The ones that are doing the advertising and talking about it, and the ones that are doing something about it. And 

the ones who are doing something about it is the ones the consumers should take notice of. Because that is where 

the big difference is. Because when you are just talking about it, you put all the responsibility on the customer. 

“You have to reduce your food waste, you have to think about the things you are throwing out“. That is very 

easy to do like this. But when you do like this there is also something pointing the other way. And doing some 

really important things like removing the quantity discounts, taking the sizes down and stuff like that – that 

makes a difference. So, we would like, we prefer to act instead of talking about it. But of course we are also 

doing banners in the stores about reducing food waste, but that is more a way to remind people that we are doing 

all these stuff. It is not like “okay, I have to stop wasting food because I saw that poster”. It is more of a 

reminding. This we did, this we did, this we did. “Oh yeah, I remember that, that is cool that is perfect”. So, in 

the stores we can do a lot, but that is not the main… That is more action. What we are doing. 

E (38.02): Yeah, Rikke told us about some new pizza bread and then they put the recipes with different things 

you can do with the bread so that when you come home you see “oh, I don’t have to eat pizza, I can make this 

and this”. 

J (38.11): Precisely, they also had the bread with the slices in the end. Nobody wants the slices in the end, then 

they said “you can make a nice little children pizza with the end slices” or you can put them together and make 

the perfect club sandwich and stuff like this. And then people say “oh, I can do that actually”. So it is small stuff 

that can do a lot of difference. 

E (38.36): Mhm, that is also a practical example of what the consumers can do when they come home, not 

only in the store? 

J (38.42): Exactly. When you make it simple and plug and play it is easy for everyone to understand. When 

talking broader spectrum, 11.3 billion DKK wasted in food every year – people are saying “I can’t do anything 

about that”. But if you do small, but important steps in the daily household you can actually do a difference. 

M (39.02): But then, how does Rema work with suppliers to reduce consumer food waste? 

J (39.07): The category managers are probably better to answer this than me. But I worked as a category 

manager for 8 years so I do know something. But the best way to get a supplier to work with food ways, or the 

best two ways is to 1) Say you can do this, and you product has a future in our stores. That is always the most 

important part. The second way is to talk about cost. “If you can do this and reduce food waste, you can probably 

earn a little more money for your company”. So it is always about best practice, earning some money. That is 

probably… The suppliers are supplying the products we want them to, to be honest. So if we want them to 

supply the products that are reducing food waste, we can push them that way. But it is always good to talk about 

good business and good practice. If they can save money it is easy to make the adjustments. Otherwise it is all 

about, “oh yeah, she is talking about making smaller packages, I have to go and make another production run 

and new label and stuff like this, what is in it for me?”. So that is always a good case in everything you are 



doing. “What is in it for me?”, what is in it for the customers, the shops, the supplier. And the good thing about 

food waste is that there is something in it for everybody. 

 

E (40.26): What effects have you seen after implementing the campaign ‘Meget Mindre Madspild’? 

J (40.32): Well, of course we can’t take all the credit for that – but the food waste in Denmark has been reduced. 

I remember 63 kg and now it is 47 kg. That is always a good sign. And then we are also seeing that we have less 

food waste at the stores because a lot of our shop owners are now either reducing the prices before the best-

before is very bad, or giving it away. Giving it away to shelters or to… if its for animals and for feeding. So we 

see a lot of our shop owners today “no, I’m not going to throw that away. I am going to either reduce the price or 

give it to somebody”. So that is a big difference. And also, internally here in the company it is just not cool to 

waste food anymore. So that is also something that has changed a lot, and we see that in our shops also. It is 

something you just… It is just uncool to waste food. And I think that… Also, we have a lot of customers in our 

stores, we have managed not to push a lot of products into their baskets anymore because we don’t have the 

quantity discounts. We don’t have the XXL sizes. That also has made a difference. So, of course we can’t say 

that from 63 kg to 47 kg is Rema’s fault. But I hope… Hopefully, we have something to do with that, with that 

margin. If all the chains in Denmark do this and keep doing it, then the numbers will go down. And hopefully, 

when my children get big enough to get their own children – the food waste is perhaps 10 kg or 15 kg. That 

would be a nice change in things. And hopefully also, the products they are buying – they demand better quality 

than we have today in some of the products. Because they say “okay, food is important to me and I want the 

right quality. I don’t want shit, I want the right quality. I would like to pay for it, but I want the right quality”. 

But the good thing about good quality is that if it is there is a high demand of it, they will produce more and the 

prices will go down. So it all fits together actually. So I hope we have made some differences. We know 

internally we have made a lot of differences in the way we do the things and hopefully also the messages we are 

sending our customers is helping. And Selina is also now very big and talked about also in Norway, Sweden, 

England, in the EU and of course that is… All the credit for her, but hopefully we also gave her a platform to 

start on. 

E (43.13):  Yeah, we saw her on Tuesday on a seminar. She was very inspiring. 

J (43.19): Oh yeah? Yeah, she is really good at it. I have seen her a lot of times and I have talked to her. She is 

really passionate about this stuff. Some people can go down from the stage and then turn it off. She can’t turn it 

off. She could be saying to me with my hand in the trash can “oh, would you please stop that”. But that is the 

way she does, and that is a true NGO. When they live their life for the cause. And that is what she does. She is 

also getting a lot of credit for it now and a lot of focus from the Danish authorities. And hopefully also some 

funding so she can keep on working on this project in all areas, not just the shops but also in the kindergartens 

and schools and stuff like this. So, perhaps some day children will say it is uncool to throw away their lunch. 

Because I know a lot of them… When I was in school and they didn’t want to eat their lunch, they just threw it 

away. But our next will say “that is not cool, somebody made an effort today to make this food. Your mother and 

also the people making the raw materials, don’t throw it away, eat it”. So that is hopefully one of the things we 

can do. 

M (44.30): I was just thinking… Because food waste encourages people to buy less food. How has your sales 

and revenues developed since you started this? 

J (44.39): Up. It’s good business. People are actually rewarding you. Of course there are a lot of other 

parameters involved. But our trust has gone up. People trust Rema. We are now the second most… There is 

something called the ‘buzz-score’. And Rema is number two, only Lego is higher. Below us is Apple, Netflix 

and stuff like this… Google. So it is very good company. So people are saying “okay, I trust Rema. They have 

good products, they don’t force me to buy what I need, they have the right sizes. I am going to put my…” So 

people are actually still buying from us. They are just buying less everywhere else. They are not buying more, 

but yes they are because a normal customer is typically buying in four-five different shops on average. But 

perhaps because we did this, they don’t want to buy anything in the other shops, or one of them – we buy the rest 

at Rema. So the sales have actually gone up because if you have a good image and a good… Something people 

can relate to, they will also reward you with it. So the customers who bought a lot from us in the past will 

probably by a little less, but we have recruited a lot of new customers and they keep on buying from us. And to 

be honest, with the competition we have in Denmark which is one of the countries in the world that have more 

stores per people living in the country, it is really important to have something that people respect and want. 

Because otherwise, you have five-six stores in one km radius, which is the fact in many cities in Denmark. 

Within one square meter, you can have a Rema, a Facta, a Lidl and a Kiwi. We see in all the small cities in 

Denmark now, and we want to open 100 stores more. So we have to do something that people will reward us. So 

business is going well because we also have made some… We have a CSR strategy that people respect and 

respond to and that is something that they will reward us with by shopping in our stores. 

M (46.54): So the food waste initiative has actually helped the bottom line and the… 

J (46.57): Yeah. Yes, it has. 



Interview: Max Skov Hansen, Grocer and Store Owner, REMA 1000 Valby 

 

M (0:07) Could you first just tell us about yourself and your position here at Rema?  

Max (0:11) Yea, my position here is a, I’m a grocer and I own the shop myself. I have been for Rema about 5 

years and before that and before that I have been working as a store manager for one of our competitors for the 

last 15 years. But here, I own the shop and this is my own money - the table here I bought for my own money 

and the chairs as well. I know the goods that are on the shelves, the are my own as well. So everytime I will try 

to buy new things I have to make sure I have the money to buy it. Cause one of our values over here by Reitan is 

that I don’t have any debt, I don’t owe any one any money. If I want to buy something, I need to have the money 

before that.  

 

E (1:01) As we have understood, you are working a lot with food waste and have it as your interest. Your were 

also on Selina Juul on BBC. What was that about?  

Max (1:17) About Selina Juul, I have known for a few years. She works a lot for Denmark and also the whole 

world at the moment. and the food waste for me is that Selena Juul is our front figure in Denmark. She started it 

all up for about 5 or 8 years ago. And I see it from two perspectives. One of them is of course the finance thing, 

cause you know any time I make a food waste, it is my own money that is thrown in the garbage bin and of 

course because of the whole world, every time I put something in the garbage bin I just believe that maybe an 

animal or a flower or a banana - which is thrown away and its lif has been wasted. And a lot of people have been 

working with it and it  used a lot of water and CO2, just to get it produced and the only thing that we do is to put 

it in the garbage bin. I think that is really really big waste.  

 

M (2:26): So can you tell us about what you think of consumers’ value of food, how consumers look at food?  

Max (2:34): That’s a lot of different consumers, but I believe most of them look at food as they get into my store, 

and they get the credit card in their hand and most of them are quite busy and they have to make it done very 
fast. So they just get in, make sure the cucumber is in a good shape and they just walk out of there pretty fast. 

And actually I don’t think they look much at the food waste for the first time they are here, or the second time or 

the third time. But I would like to make them know that food waste is very important for my shop and for all of 

us as well. So first of all I think the price and the quality of what they buy is the most important thing.  

 

E (3:21) What do you mean with the quality of what they buy? How is that important for food waste?  

Max (3:25) I don’t know if it’s important for food waste. But it’s important for the consumer when they get into 

the store. ¨ 

 

E (3:36) I know that you have a lot of different consumers, but when you strategize or when you organize the 

products and everything here in the store I guess you have some assumptions of the consumers. Is that what 

you say that they just want to do it quickly? Or are there more things you think about when you strategize 

here in the store?  

Max (3:55) Actually I don’t strategize in that way in the store. I just want to make to customers to get a good 

experience when they are here. We are cheap. We are the cheapest one in Denmark together with all the other 

competitors. We are not cheaper than the other one, we got the same price as Netto and Lidl and Aldi and so on. 

Same price but not cheaper. But I want them to know that the quality is better and I believe so… the employees 

here are, we do this for a living, not just for a work. And that’s the most important thing. So I don’t make any 

strategy because of this. But of course if I make a mistake, and I maybe got a lot that I won’t sell before it 

expires, I will put it in the front. Before I would say ‘Oh, Jesus I made a mistake. How can I hide it. No one must 

see it, no one must see I made a mistake.’ But now I would always put it in the front. It’s ok, we are just human 

beings. We make mistakes everyday - and make sure the customers will get it much cheaper of course so I won’t 

put it in the garbage can.  

 

M (5:05) But do you think that consumers are aware of food waste and how they consume food? Or is that 

something you feel that you have to sort of teach them?  

Max (5:15) I have to teach them. Cause I only have this shop for about half a year. And the other shop I had for 

five years and the other place, I believe I learnt them a lot on food waste because when the customers get into 

my shop here and they will look at the bread. And they look in the front - they expire in 5 days. And just behind 

it expires in 6 days. And of course they will eat the bread before 5 days. It could be a package of toast for 

example. But they would get behind and buy the new one, not the one from the other day. If I am in the store I 

will teach them and say ‘If you won’t buy the one with 5 days expiry, and everybody just buys the new one - I 

will waste it.’ If we had that talk all the time, they will understand ‘ok, it’s important for all of us to do 

something’. Not just you, not just the neighbour, but all of us. And that takes time a lot.  

 



E (6:13) But how do you communicate that to the consumers?  

Max (6:16) Just by having the chat when they are here. Not by making any signs, or making a lot of 

commercials. Just by making them know how it works.  

E 86:26) Like, just talking with them?  

Max (6:29) Yea, exactly. The other day I had a, we had a large place filled with bananas. And a customer was in 

there with his wife. And he was like, you  know in a banana, there are three in behind and two in the front that 

are small. And the ones behind are bigger than the one is in the front. And he wanted 10 bananas. He took 10 

from behind of everyone. And when a customer has had their fingers on and just put them away the banana will 

get brown in a few hours. And I said to him: ‘You know when you break all bananas in the [klase], I won’t be 

able to sell the other one because they will get brown in a few hours. And the customers will not buy the bananas 

that another consumer has been touching’. And he actually got very angry with me and said ‘No, then you’re 

supposed to say it to all the customers. Not just me. All the customers! It’s just because I’m black. It has nothing 

to do with the bananas. It’s just because I’m black.’. And I said ‘No, if I had the time I would tell all the 

customers. All of the time.’ So it’s teaching all ofthe time, and sometimes of course you heard someone. But he 

went out of the store and said ok, he saw I was talking to another customer because I would really like to let him 

see that I was telling all the other ones. And he said ‘Ok, it’s fine I understand what you mean.’. I don’t know 

about if he will do it another time, but I know he knew what I meant.  

 

E (8:05) But here to the store, do the same consumers come back? Do you recognize them?  

Max (8:11) Sure, a lot of them. In this store, actually in Copenhagen there will be here ⅚ times a week. 

Sometimes twice a day. So they only buy what they will consume the same day. That’s why I work in 

Copenhagen. Because I live far away from here, like an hour, from here in car. But I believe the customers in 

Copenhagen are just, it’s better working with them.  

 

E (8:32) It’s interesting how you interact with the consumers while in the store.  

Max (8:38) Yea, it’s very important. And all of us do. If we got a package of eggs, and one of them is broken, 

and the customers will of course come to me and say ‘Hey, there is an egg broken in here.’ I will always say ‘Do 

you want it? I cannot eat all of the eggs by myself, so you can have it.’ And they say ‘Why, why do you want to 

give it away?’ Because I want them to know  how important it is that every time someone put the egg in the 

bottom of the basket, you will break some eggs. And it happens 5, 6 8 times a day we get some broken eggs. I 

believe that the refrigerator will be filled with eggs today. But just, if you give them away. I know I give away 

like 20 Dkr, but I hope next time they will think about what they do with the eggs in the basket.  

 

M (9:29) So do you think that consumers throw away more food when the food is low priced?  

Max (9:35) Back at their homes? No, actually not. Because, myself as in the same way, and if I buy something 

and it’s cheap and the price is low I feel I have made a very good deal hear. And if I just put it away, in the 

garbage bin I wouldn’t have done the good deal again. So I don’t think it works together. BUT, I believe our 

neighbour Lidl. You cannot refer to me here. But, I believe the other customers that are at Lidl, they look the 

same way at the goods. Cause the ones at Rema, Rema is a bit more political consumers that get into our shop. 

Mostly the youngers of course. If you look now, most of them are older people because people are working at 

the moment and they actually don’t care - but they like that you’re supposed to buy one apple and one banana. 

You can buy only one pasternack, you don’t have to buy 10 or a kilo or 500 kg you can just buy one. That’s what 

all the pepole love. And at Lidl they cannot do that. It’s only one kg, if you want a pasternack you have to buy 1 

kg.  

 

E (11:17) So we are very interested in how you as a business try to make people throw away less food because, 

of course you want them to buy as much as possible, but still you don’t want us to overconsume because then 

we just have to throw it away. So how does this relationship work for you as a store owner? 

Max (11:40) Actaully I want the consumers to have trust in me. Casue when they get here, they know that they 

will buy high quality for a low price. And if the low price is just because the quality is not good - then they 

won’t come back. But when they are here, you know this week we have, no last week we had bananas as I told 

before, on offer. And it was just 1.89 Danish øre, for each one. And then I want them just to buy the ones they 

are supposed to use today. And in all the other stores in Denmark you’re supposed to buy 10 before you get the 

offer. You won’t get the discount before you buy 10. Usually it’s 3 kr for one banana, then this week when it’s 

on offer, you can buy 10 bananas for 20 kr. But when they get back with the bananas in their homes, they can see 

‘Oh, I didn’t finish the last 3 ones so we will throw it away’. I don’t believe everybody got the time to bake a 

banana cake every week you buy the 10 bananas. But here you only buy the things you’re supposed to use. So if 

you buy 1 you only save 1 kr, if you buy 10 you save 10 kr. So it looks much better if you saved 10 kr buying 

the 10 bananas. but i want the customers to think ‘Yes, I just want to buy as little as possible that I use and then I 



will get back to the store and buy it again. Because the quality is good and the price is low and I only buy what I 

am supposed to consume.  

 

E (13:33) So you think in the long run you will win because consumers will come back because they have 

trust in you and they like that they can buy just what they need. That’s how that business or economic thing 

adds up, I mean because still you want to sell a lot but not too much then.  

Max (13:53) Yes, that’s the big thing. The trust is most important. It doesn’t say anything about trust here 

[pointing to the values], but I talk to all the employees about trust. When they are in here, when the customers 

get to the cashier, if they said ‘Oh, you gave me wrong money back, you didn’t give me the last 3 kr’ Always 

give them the last 3 kr. Even though you know you gave them. Always trust trust trust. If you look in the shops. 

It’s together with the food waste. If you look at the picture in the left corner. This is Hanne, she is 59 years old. 

This is Daniel, he is 35. This is Dennis, he is 39. So in Denmark it’s often children working in the stores. But 

when we get older. When we get children, we have experienced a lot. We are not 17 or 18 anymore, they can 

find trust in us. We know how to make the food, how to bake a cake, how to use the milk and so on. It’s not just 

something that having their chewing gum and their coca cola and here for the money, no we are here because we 

are one Rema family. And that has a lot to do with food waste as well because the customers need to trust us. It’s 

a very hard job opening a new store here and making them trust us again. It’s very hard work? It is 600 m from 

the old one but in Copenhagen that is a lot. That’s far in Copenhagen as you only go by bike or nearly no cars 

here. So it’s not far away. And I’m the front figure here and they want to see me all the time. And our opening  

hours are from 8-22 and if I’m not here they don’t to their shopping with me.  

E (15:45) So you have to work all the time?  

Max (15:49) All the time yes, to making them trust me. I want them to come and do their shopping at Rema with 

Max. That’s the most important. And that they can trust me. Anything wrong and we can always make a 

solution.  

 

E(16:07) But do you think you have any possibilities to affect what the consumers do with the food when they 

come home?  

Max (16:13) Yes. Not making them buy too much. When they buy the bread out there, it has a lot of days left 

before they should eat it. And in the meat and in the fruit and vegetables as well. So giving them a long run 

where they can buy, otherwise I have to make a sign on the product showing them that it’s only a few days left 

that you can eat it. So I believe and I know Selina Juul said something different, that it’s the consumers that need 

to make a new way not to waste food that much. But I believe we in the stores got the most. In the moment 

where we are now, we got the responsibility for starting it up.  

 

DEL 2 

E (17.10): Because of the what you buy and how you buy it? 

Max (17.14): Yes exactly, and where we place it in the shop. Why we place it… Why always place the… For 

example olive oil. I can have it in a 3 liter, I can have it in a 1 liter, I can have it in a half liter. I know I don’t 

earn that much money on the half liter, but when I buy the half liter, they can consume it before it is not the same 

taste that it uses to. I could earn much more money on a big one. 

E (17.46): Ehm, but does it matter where in the store you place things in order for how much people buy of 

things? 

Max (17.52): Yeah, sure. Yes it does. 

E (17.56): So now for example when you have those smoothies in the front. Do people buy a lot of them then? 

Max (18.01): Yeah, sure. Normally, I would sell maybe 1000 or 1500 in a week. This week I will maybe sell 

10.000 of these. So this is very important. And this is the same price as it uses to. Only 5 kr, it is 5 kr on Monday 

in a month as well. 

E (18.20): So you just place them differently? 

Max (18.25): Yes, exactly. 

Mina (18.26): Do you place products in a way to reduce food waste or is that not…? 

Max (18.30): Yes, yes I do. If I got a problem with something that in the end of the date in a few days I will of 

course put it in the front to the customers. Of course, I will make a price that they wouldn’t have got before they 

bought it (?). 

Mina (18.45): But could you maybe explain a little bit how or why a discount chain like REMA focus this 

much on food waste? Because it kind of means that you encourage people to buy less, but as a company we 

assume that you would want to sell more. 

Max (19.02): Sure, I believe in the short run I can earn more money, much more money, if I make them buy 

what they wanted. If I made the discount on what they are buying more and if you go a head and look at our 

bread. Our toast bread is only that size, and two years ago, we had the normal size as probably you know, but 



now we only have this size so the customers can consume it before the end of the date and when the quality is 

still good. But as I said before it is a matter of trust. That is the most important thing… that REMA will expand 

in the next 10 years in Denmark. You know in Norway, they are leading the market, together with 

NorgesGruppen. And we want to do the same thing in Denmark as well. And in Norway, it is not the same way 

to run a REMA 1000 as we do in Denmark. It is two different kinds of consumers. So we really have to be 

trusted and if you look at YouGo, where they make once a year, how does REMA look and how do the 

consumers look at us. It is only LEGO that is better than us. We are in the front of Apple and Google and Ecco 

Shoes and so on. We are number two because the customers trust us. And I believe it is because we think about 

what the customers really want. They want a low price, a clean shop, nice employees that know what they are 

talking about and they want it in high quality. That is what I want and I ebelieve that we are trying to think of 

what the customers actually want. And we put all of this together and hopefully we will do the expansion as we 

want to. Does it answer your question? 

M: Yes. 

E (21.00): Ehm, the campaign or the initiative ‘Megetmindremadspild’, have you seen any effects after 

implementing that one? 

Max (21.10): It is hard to say, because ‘Megetmindremadspild’ was in REMA 1000 before I started up. It started 

up about 10 years ago, and I have only been here for 6. But of course, afterwards Selina Juul really came and 

made a pressure on it and we have worked together with her – all of us saw that we could actually earn much 

more money if we thought about everyday, and the customers would trust us. So of course, when you look in the 

store, there is a ‘Megetmindremadspild’ everywhere. We put the signs on everywhere and making a few 

examples of how you can waste less food. 

E (21.53): Oh, is it here in the store? 

Max: Yes, in the shop. 

E: We need to look at that. 

Max: Yes, it is in Danish of course. 

E (22.00): We have also been told about some products that will be made of for example left-over bread or 

left-over apples or tomatoes or whatever. Have you started with any of this? 

Max (22.13): Yeah sure, I just love it. I love it. It is not because of the money, but for example the apples – we 

call it “Eplerov(?)” in Denmark. All of the people that live on the little island called Fyn (?), could for three 

weeks deliver all the apples they had in their garden in stead of letting them lay on the ground. And just make 

it… Maybe some of them would be eaten by animals but a lot of them would just be lost and they could come 

and deliver all the apples they wanted and then REMA put a big pressure on… Like a really big one – we made 

about 1000 liters of juice called eplerov. And they could deliver it (the apples) for free and then we put it in 

pressures and sold it in the stores for 10 kr for one fresh apple juice. And that is a really really good story. And 

the customers understand it – that is the best thing. If they didn’t understand what we did, it wouldn’t have any 

effect, but when we had it, everybody just loved it. I believe I got a few ones left in there. 

E (23.18): But how did you, or did you communicate this juice is made of apples that would otherwise have 

been thrown out? 

Max (23.25): The signs where really big on the bottles. And of course the big sign we put over said as well this 

is from the houses on Fyn. They have just delivered their apples for free in stead of wasting it. 

M (23.44): Do you think that you have a lot of power in regards to affecting the consumers? 

Max (23.48): Yes, indeed. Yes, indeed. I… most the time make the choices of what the consumers buy. I decide 

what they are supposed to eat this evening. Not just me, but the ones here. So yes, indeed. A lot. 

M (24.08): And you do mostly signs to affect them or is there…? 

Max (24.12): Maybe we are pricing it, maybe we put it in the right place, maybe we are putting it in the right 

place at the right time. Today, the sun is shining and you know, the most important thing for us is how the 

weather is. The most important thing. Our iPhones are always on the weather app. When we order for the next 

two days, we put it how will the weather get. Today, the sun is shining. Today, there are flowers, as you see 

when you get in, there are flowers everywhere, because they will buy it. Tomorrow, there will be a million 

flowers out there. Because people are off and it is the weekend and it will be out there for Saturday and Sunday. 

And of course, if we don’t look at the weather we don’t know what is supposed to be sold. So today, it is not the 

very dark chopped meat. No, today they will buy a beef, they will buy a cuvette or calotte. They will maybe start 

up the grill today and so on. We really have to decide out of the weather what the customers will buy. Yesterday, 

was a very heavy red wine, today maybe they will buy a cold white wine and so on. Because everybody will be 

waiting for the sun to shine. 

E (25.26): But that is kind of hard if you… Because you need to order the products in advance, that you don’t 

really know like – what the weather is going to be in like one week. 

Max (25.36): No, but we sell a lot of goods, so we can make all the goods consumed before we make a new 

order. But sometimes we make a mistake of course. 

E (26.07): So does your store work anything with suppliers to reduce food waste? 



Max (26.13): No, actually not. Because REMA tell the suppliers what we want in stead. The suppliers don’t go 

that way. Because the supplier just want to sell a lot of… You know if we buy ten of this cake, and we throw 

nine of them out – the supplier just say “yes, we sold ten of them”, they will get their money. I am the one with 

the responsibility of getting it sold. So, no not at all. It is very important that REMA makes the decision of what 

we want in the stores. 

E (26.45): Because we think it is really interesting if you compare the food waste problem with for example 

organic production, then organic production is kind of in the history of the products. So for you, as long as 

the consumers buy the organic products instead of something else, you have won the challenge. But with food 

waste, it is in the future. So you need to affect what happens in the future of the food kind of. And this is kind 

of a problem because for you it is hard to affect what the consumers do at home. Ehm, so this is what we 

think is really interesting but that is why when you tell us about how you communicate with the consumers in 

the stores, and how you have signs and how you have these things, then you kind of inform the consumers 

without saying like “you cannot throw away food” but kind of like in a more subtle way. 

Max (27.40): Yes. But it is very important, when you have the dialogue with the customers, it is very important 

that they believe in us. That they believe that what we tell them is the truth. If we put another apple on the box 

that said “it was from eplerov”, everything would just die away. They wouldn’t trust us again. So it is really 

important that we do what we say, all the time. 

E (28.05): But do you think the consumers are aware of food waste or is it only you imposing it on them? 

Max (28.09): No, they are aware. More and more. But as I said before, I believe the customers in REMA are 

more aware than for example the customers in Lidl. 

E (28.24): Ehm, and this awareness – do you think it comes partly from the campaign 

‘Megetmindremadspild’? 

Max (28.30): Yes, actually. Because, before that I… Me too, when I bought a bag of apples, I wouldn’t… if I 

had four apples left – yeah okay, I had six good apples. 

Mina (28.48): So what would you say has been the most effective thing that you do in this store to reduce 

consumer food waste? 

Max (29.04): I know it sounds very easy, but it is that it is okay that we talk about it in… all the time. The 

employees and me talk about it all the time – “How is that? You got too much, should we do something about it? 

Should we re-price or should we do something? Are you aware it is getting cold tomorrow?” and yeah, just 

making the talk about it all the time. 

Mina (29.28): With the customers or? 

Max (29.30): No, together. The employees. And if the customers are here, when they are here – we talk about it. 

And we just have to be proud of it, that we don’t like food waste. And letting them know how we work with it. 

Because everybody is asking “Why is there a sign on the eggs?” On the eggs there is a small sign that says “Do 

you know that everyday, we throw about six or eight packages of eggs because of putting them wrong in the 

basket”. 

E (29.58): Oh, you have a sign on the…? 

Max (30.02): Yeah, I put a sign there. We have two egg shelves and there are two signs down there. And it is not 

because I want to give the customers a bad taste in the mouth because they do something wrong, I just want them 

to think about it, and make sure what they do. Why do they do it. 

E (30.20): Does this store work differently than other REMA stores? 

Max (30.25): No, I don’t know how the other stores work. But of course all of us worked 

‘Megetmindremadspild’, but I really try to work always, everyday trying to do something better not to make all 

the food waste. Not, actually not… Of course, also the money as well, but more because of, I sold so many 

tomatoes and cucumbers in my life – now I really want to do something different by running this store. So that is 

one of the things. I really want to be better, but I cannot do it alone. I can only do it together with the other 

employees and with the customers. So I believe we do a bit more than the other ones. 

E (31.16): So just to think of the signs you have in the stores, you have some like that just says 

‘Megetmindremadspild’ and then you have the ones on the eggs and if you have a campaign on some 

products that have been remade from other kinds of food waste. Can you think of any other… 

Max (31.33): Did you see the film of Selina Juul from BBC? 

E and M: No. 

Max: You haven’t seen it? You should really see it. BBC was here together with Selina Juul. She just sent me an 

SMS the other day, it has been by more than 25 million people. It is totally crazy on Facebook. You can see it if 

you follow Selina Juul on Facebook, you can see it, or mine as well. And one of the things they had with them, 

BBC, was I made a bit… I don’t know the word in English but… another sign on the bananas. Because the 

biggest food waste we got is on fruit and vegetables. And of course, the biggest one of all is bananas. Because, 

like I told you before how we work with the bananas all the time. And afterwards, we put a sign on, Martin in 

there, one of the employees today, put a sign on two years ago where he laid all the single bananas in one basket. 

And he said one banana is 1.95 kr and he said one banana 1.95 and then all the single bananas in one box and he 



made a sign that said “Take me I am single”, just a small one. That reduced the food waste of bananas by 90 %. 

Before that we threw out more than 100 bananas a day, now its I believe it is four or five bananas a day. Because 

now it is okay, the consumers can think “okay, we don’t buy that one, they will throw it away”, of course we 

said it a hundred times – why we made the sign, but now they understand “okay, it is because of the food waste”. 

Now they understand. Of course the bananas have to look good and be in good shape and so on. It is not dark or 

brown banana. It has to be in good shape, then they buy it. That is the biggest, smallest sign we made to make it 

good food waste. And if you think about it, if I used to throw away 100 bananas a day, for 2 kr it is 200 kr a day, 

more than 1000 kr a week, more than 50.000 kr a year – I can go to Hawaii! 

E (33.56): okay, but we should definitely look at that video then. 

Max: Yeah. 

E (34.00): Did they film here in your store? 

Max: Yeah. 

E: I think that was all of our questions. 
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