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Future Sight Podcast by Capgemini Invent 

As business and technology move forward at a rapid rate, it has become increasingly important to explore new 

ways to adapt and grow for the future. This podcast is your guide to that future journey. 

Join us as we explore a new topic in business, technology, and transformation. Find out more about the chal-

lenges businesses are facing today and what they can expect in the future. Listen to leading industry experts as 

they break down need-to-know, actionable approaches with strategic insights and provide tangible takeaways. 

Listen to more Future Sight episodes here: https://www.capgemini.com/podcasts/future-sight-podcast/ 

https://www.capgemini.com/podcasts/future-sight-podcast/
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Episode Transcript 
Liz Lugnier:  Hello, this is Future Sight, a show from Capgemini Invent, where we explore emerging technology 

trends and new ways for you to adapt and grow your business. I'm Liz Lugnier, a director of Global Analyst Rela-

tions here at Capgemini and host of Future Sight.  

Joining me on the podcast today are four people from Capgemini who have made it their business to research 

and discover the most important solutions to food waste across the globe. We'll be hearing from Kees Jacobs.   

Kees Jacobs: Who looks after consumer products and retail data and analytics solutioning across the value chain 

to help solve for issues like food waste! 

Liz: from Lindsey Mazza.  

Lindsey Mazza: Hello everyone. I'm Lindsey Mazza. I'm Capgemini Group's Global Retail Lead. And I think food 

waste is everyone's problem from the consumer to the retailer, to the manufacturer. We're here to help solve 

food waste challenges to reduce food waste in the world  

Liz: from Owen McCabe. 

Owen McCabe: Hello everybody. I'm Owen McCabe. I'm the Vice President for e-commerce globally. And I think 

digital commerce can be both parts of the problem, but also part of the solution.  

Liz: And finally, from Jean-Baptiste Perrin.  

Jean-Baptiste: Hi everyone. My name is indeed Jean-Baptiste Perrin. I'm Vice-President and Invent for Society 

Global Leader. 

Our movement aiming to value how social and environmental impact is part of the fabric of what we do every 

day with our clients. 

Liz: In today's episode, we're talking about food waste. One of the biggest challenges facing both consumers 

and businesses in the food industry today. 

A statistic that shocked me is that some 870 million people around the planet are undernourished. But at the 

same time, almost 2.5 billion tons of food produce goes uneaten annually. So clearly, this is a huge issue.  

At Capgemini, our research institute recently released a report entitled “Reflect, Rethink, Reconsider”, which all 

our guests today help put together that looks into solutions to address this issue. 

So let's dive into this topic, starting with Lindsey. Lindsey, can you tell me why food waste is such an important 

issue for consumers and businesses alike?  

Lindsey: Liz, first of all, from a planet, from a humanitarian point of view, saving just 50% of the food that's cur-

rently lost to waste each year, could end world hunger. If we literally just saved half of the food that we throw 

away, there would be no world hunger in the world. And I think that's enough of a reason.  

But what we're here to share with you today is that that's not only true for the benefit of all of society, for all of 

humanity, but it's also true for the benefit of households. For the benefit of retailers. And for the benefit of the 

consumer-packaged goods companies or the food industry that manufactures food.  

And the reason for that is we're able to take so much cost out by reducing waste of your household expenditures 

of your business expenditures, of your transportation cost, your inventory holding costs and more, that it makes 

sense for all of us to tackle this problem as a very first priority.  

Liz: So, why is this such a problem and why is it really happening and what are these consequences that we're 

seeing today?  

Lindsey: Well, Liz, food loss and the waste of food actually refers to when we lose either volume, quantitative 

volume of food or nutritional value of food and the editable parts of it throughout anywhere in the supply chain, 

from agricultural production to post harvest handling, distribution and storage, the manufacturing process it-

self… 

https://www.capgemini.com/insights/research-library/food-waste/
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Once the food actually becomes the food that you buy, downstream distribution in storage within the wholesale 

channels or the retail channels. That's food at the shelf in the retailer. And then of course within the food service 

businesses. So, within restaurants or household consumption of it.  

There's 1.2 billion tons of food that's lost on the farm and harvest stages. That's a lot of food. There's 370 million 

tons that's actually lost in just the distribution and storage of food. And then closer to the food loss component, 

so those both make up the food loss area, agricultural production through upstream and downstream distribu-

tion in storage. 

When we get to the retail shelf and the consumer's home, another 931 million tons of food is wasted. And that is 

truly what we think of as the waste. So that's food that is edible available to be eaten and could be eaten by any 

human being or animal or other  that needs food but is wasted in its consumption stage. 

And it's important that we go ahead and think about ways that we can reduce that from that process, because 

we can combat a lot of what happens there by not buying excess, using the foods that we buy by making sure 

that we use leftovers and things that are easy, incremental substitutes that we can make within our household, 

within the restaurants that we go to, and within the retail stores that we shop from.  

And then upstream in the food loss area, our consumer package goods production companies can help farmers 

and help their own supply chains by supporting the reduction of loss from food in that component of the chan-

nels as well. 

Liz: Okay. So, I'm hearing you say that there's two different areas. 

So you've got food loss coming in from the agricultural side of it, and then you have food waste, which is, you 

know, more of the consumer side of it. Who would you say are the key contributors to food waste? 

Lindsey: Interesting! So the food loss area, that’s our manufacturers of food, the farms, and the agricultural pro-

duction farming and manufacturers.  

In the food waste area, we have the waste at the retail shelf. So, when food expires, goes out of date, isn't sella-

ble from the shelf itself. So, grocery stores, mass merchants, drug stores, you name it. And then additionally, we 

have restaurants as another area where consumer foods are overplayed in many countries and not eaten or con-

sumed in the restaurant, either taken home as leftovers or left on the plate and not used there. 

And then lastly, within the consumer home itself. So, really the retail shelf, the restaurant plate and your home 

plate and refrigerator are the places where food waste takes place, where food loss takes place in the farm or in 

the manufacturing or distribution process.  

Liz: I got it. There's a lot of trends for obviously consumers who are, you know, quite conscious today that they 

want to look at food waste, but should we be putting the honest on the consumers or should it actually be on 

the producers to deal with the food waste issues that we're having today? 

Lindsey:  Given the numbers, Liz, you know, 1.2 billion in the food loss at the farm or in handling before it ever 

gets distributed. That's a huge amount of food waste. That's actually the largest food loss that takes place is at 

the farm. Then we have the manufacturing process. It's much more limited in scale. It's about a quarter of the 

loss that happens there. 

And then another, almost billion tons, 931 million tons happens within the retailer and the consumer's home. 

And so, I don't think that we have to say it's one person's fault or one person's problem. This is everyone's prob-

lem. This is everyone's opportunity to be able to solve this challenge out there and to create a world where we 

reduce food waste and all of the carbon emissions and transportation that goes along with wasted food. 

But we also, you know, can feed people who need food on this planet. Everyone needs to eat, and we want to be 

able to feed them. And we can do that with just the food that's lost. So, I like this idea of, we all share in the 

problem. We all share in the solution. There's an opportunity for the food service businesses, for consumer 

households and for retailers all to do things that further the cause of being able to reduce food loss and waste. 

Liz: Owen, what are your thoughts here on food waste?  

Owen: Yeah, well, I think food waste is very interesting if it's 37% of all of the food loss and food waste happens 

between the retailer and the consumer, there's something going on there that we should double click on. And 

really, you know, that the lead hypothesis for this is that there's a recalibration that's required. Between, you 
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know, the missions, the shopping missions that would've happened, you know, even as recently as 10, 15 years 

ago, versus the ones that are happening today. 

10 years ago, everybody did a big shop or at least, you know, that was the majority mission. And people planned, 

you know, meal planning. I used to get into trouble with my wife a lot, because if she let me go shopping, I'd just 

go down the promotional aisle and she'd say, well, where's the meal for Tuesday, right? I wouldn't have that.  

But you know, there was a very clear plan around the meals. And with societal changes, you know, with more 

women in the workforce with everything sort of changing around generationally as well, you know, 60% of the 

centennials, so the people in their early twenties, now, you know, when they leave the office or their place of 

study, you know, and they go home, they don't know what they're going to eat that night, you know?  

So, the meal for tonight is suddenly a big mission and you can see quick commerce and other things pop up 

around that. So, this recalibration between the way people shop and how they consume is not really happened. 

And therefore, there is a little bit of dissonance that's crept in that I think is really fueling that food waste is that 

we haven't really calibrated around these missions properly.  

Liz: And do you think that the trends have changed a bit in the terms of food waste since the pandemic as well?  

Owen: Well, the pandemic has only accentuated trends that were already happening, I believe. You know you 

could see the way that people were starting to order anytime, anywhere for anything they wanted. 

And really, that couldn't be sustainable. You know, ultimately you need to pay the costs of what you're doing. 

There needed to be a rebalancing out. And that's where I think things will evolve from. If the retailer and the 

consumer will find a different balance point around how they get, you know, the mix of channels that shoppers 

buy from and the range of products and indeed the way they fulfill those products from the retailer side.  

Liz: Kees, do you have any thoughts here? 

Kees: Yeah, I think it's critical that there is, Lindsey, a joint opportunity, but also a joint responsibility. Also a re-

sponsibility of retailers and consumer goods brands not to be, you know, passive observers of this but to be ac-

tive change agent, when it comes to the behaviors of consumers. And we see from our research that consumers 

proactively are more conscious and driven by this, but they need support. 

And, this is where, retailers and CPG companies truly can help in avoiding food waste by consumers. That's what 

they want, but that's also what society ultimately wants. And I think the one interesting finding from our re-

search, especially from consumers themselves, is that there is the sentiment of anger that they expect to be 

helped in not having to throw away, food unnecessarily or to repurpose it, in the right way. 

This is something where, the whole of the value chain so from agriculture to ultimately consumers have an op-

portunity in being fully in sync with each other.   From all the data triggers that also Lindsey mentioned that is 

synchronized with the supply so that there is no excess supply unnecessarily. 

That there are no unneeded promotional goods that are either leftovers or leftover or, you know, get consumed 

too quickly. So, that is where the matching of supply and demand is critical and the responsibility for the whole 

of the industry to be transparent on that.  

Lindsey: Kees, you said something that I think was very important to, you know, further extrapolate on. You 

talked about the awareness that's out there. 

And I think you're absolutely right. Consumers are increasingly aware of food waste, and you mentioned it as an-

ger, but the awareness of food waste out there and what consumers want to do is so specific that we've seen 

incredible year over year growth in the search by consumers. A 174% increase in the number of conversations 

consumers are having around food security and around climate change. We're seeing 278% increase in the 

search for kitchen composting solutions and 80% year over year growth in how to increase the shelf life of food. 

And that's pretty incredible. That's the response to the anger that you mentioned and the awareness that's com-

ing to consumer. And what I really value about that is I think that the consumers drive our industry, the retail and 

consumer products industry is driven based on the demand by consumers. 

And that's why we talk about what consumers want and how we can fulfill. And that's why I think it's so relevant 

that consumers are at the forefront of this and having these conversations, they are angry to a point. They're 

becoming aware they want to respond to it. And that will help drive changes within retailers and in manufactur-

ers, consumer packaged goods companies who are both wanting to do the right thing, but also want to fulfill the 
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new promise that they're making to consumers, that they are doing the right thing for the world and for human-

ity. 

Liz: Well, you keep referring to all these wonderful statistics. Can you tell us a little bit about that report Lind-

sey, on food waste? How was it put together?  

Lindsey: Oh, I'd be thrilled to. So, the Capgemini Research Institute, the number one research from a consultancy 

institute, that's out there has shared a research report that really sought to understand the end-to-end view of 

the food value chain from a waste perspective and extend that understanding of how organizations can imple-

ment better food management systems to reduce food waste. 

So, the whole purpose is to try to figure out how companies can help in this process, how consumers are reacting 

and what their demands are, and what the organizations that support food service industry can do in response to 

that. So, it really understands the current experiences, the challenges, the benefits, partners, manufacturers, 

many aspects of the supply chain in order to be able to support and takes that into consideration from a point of 

view of organizations. 

But also looks at consumer experiences and food waste in the home and efforts to roadblock and reduce it and 

how the consumer has different expectations from organizations. 

So great report that's out there from the Capgemini Research Institute, seeking to understand the amount of 

food waste that's taking place in food loss that's taking place. And what are some specific opportunities for us to 

be able to challenge that and to overcome that.  

Liz: Really interesting. So how does the report outline the key challenges in changing attitudes? I know Kees you 

had talked a little bit about anger, but how are the attitudes changing for both consumers and businesses? 

Owen, do you want to take this? 

Owen: I think that what's interesting is that, you know, one of the things the report threw up that really I found, 

fascinating is just beyond that anger point was the way that the consumers are actually blaming organizations, at 

least 60% of them are upset at the organizations for leading them there. 

They're and again, that's why I say they're not tuned in properly. I think there's a real dissonance there. And I 

think the response, if there is the response is to actually stop treating consumers like consumers as if they're 

somehow passive consumer cows at the end of a linear supply chain waiting to take whatever we sort of send 

down this supply chain towards them.  

You know, I've got a 19-year-old daughter. She's not going to be a passive consumer. She's a very active, you 

know, contributor to society. And she will really interrogate these new company, any company that's going to 

sell her anything, you know, are they getting it right? This younger generation really tune into this, and they will 

not take the easy options that we may have done. 

Liz: What about businesses themselves? How are businesses attitudes changing from a food waste perspective?  

Owen: The anger has really registered, right? I mean, you know, we all work in consumer good companies where 

there's a think/do gap. What people say and what they do is very different. And maybe we get a little bit com-

forted by that. 

We sort of think, well, I know they say that they're angry, but I don't really believe it. You know, I'll wait till 

there's an angry mob with pitchforks at my gate, and then maybe I'll do something. Well, guess what? There's an 

angry mob with pitchforks and they really do want to see this change.  

So, I think the companies have listened and, you know, I attended, the Consumer Goods Forum, you know, with 

Kees, and a few others. And CEO after CEO got up on stage, spoke about this and actually really, really meant it, 

it is a mission critical thing for them, for their investors, for their KPIs. You know that they're on board.  

Liz: Absolutely. And you know, you're talking about very quantifiable business outcomes in order to have this 

coin of quantifiable business outcome, you also have to have data. So Kees, do you have any challenges that are 

based around data that the people are looking at?  

Kees: Yeah. So, the good thing is that there's so much value from a lot of data that can help synchronizing supply 

and demand and help also consumers themselves be more appropriate in the way they deal with food so that 

there's less waste.  
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Still, in reality, there are still a lot of opportunities to do better. We, for example, see that a lot of companies and 

that's a good thing in itself, are trying to help out on this. For example, give all kind of recipe suggestions to 

avoid food waste. 

But at the same time, so 50% of CP companies and retail companies say that they are actively doing that. But at 

the same time, only 17% of those consumers appreciate that. They see that. So, there's a big gap between what 

retailers truly think they are doing versus how this is perceived by consumers. 

And this is where data can help out in truly understanding the sentiments and the behaviors, the real behaviors 

of consumers. Second thing that is lacking right now is that there is a lot of data leverage from individual compa-

nies, but it's all quite fragmented and it's mostly all at a lower scale, but it's not doing those things at scale. 

And it's also not doing those things collaboratively. So, we see a lot of fragmentation of companies doing things 

themselves, but not truly have the right impact as they could do when they would have a better collaboration 

and sharing of data. So, this is where good news, but also bad news.  

Good news: a lot of initiatives. And in the report, you will find some very compelling examples. But the bad news 

is it's not getting value at scale enough yet. And there is not efficient collaboration across the whole value chain.  

Liz: When you're saying this, I mean, sharing is great. I'm all for sharing and collaboration, but what about the 

security side of it? What about a food chain security aspect of this whole piece? 

Kees: Well, if you talk about, food security as such, which is different compared to food waste, yeah. So, it's 

about the quality of food for example. Absolutely. There's the same issue that we see there where retailers and 

CPG individually can do the right things and food security is a big issue for many companies.  

There have been some crisis situations that came up with. But then typically what happens is that companies are 

very reactive in dealing with that and are doing mostly tactical and technical responses to that rather than truly, 

you know, make sure that both food waste as well as food security are being addressed. 

So, they're very much related to each other's security and waste. 

Liz: So now I'm going to ask a question. You know Capgemini isn't technically a consumer-packaged goods com-

pany or a grocer. Why is it important for such companies such as Capgemini to be focused on societal issues like 

food waste? Jean-Baptiste? 

Jean-Baptiste: Sure. I'm happy to take this one. I think at Capgemini, we chose to have a dedicated focus on 

food waste since it's a society topic and it's a society shocking pain point, as we've heard. It triggers mostly an-

ger, but it triggers also sadness. It triggers fear and it triggers misconceptions regarding the reality of the impact 

of food waste among consumers and among citizens.  

Misconceptions around the effective carbon footprint of food waste compared to, for example, the aviation in-

dustry.  

Misconception around whether we need to produce more food to end hunger or not.  

And misconception on the fact that it has a direct impact on climate change. 

We have as a technology and a digital leader, a responsibility and an ambition to try to find effective ways, suc-

cessful ways to answer some of the business pain points that we've tried to summarize in the beginning of the 

podcast.   

We know that digital technologies are causing massive global disruptions and it is our role at Capgemini to lever-

age digital technologies and the brain of our team members to engage in projects that shape the future of food 

waste.  

Liz: Well, tell me about one of those projects. Tell me about what work you have done in this space?  

Jean-Baptiste: So, one thing that is pretty fascinating in the area of food waste is that you can effectively help 

many different clients, many different actors, to find some effective solutions that can implement better food 

management systems to reduce food waste or develop links with related issues such as circularity, sustainable 

packaging and other unfortunately key trendy issues that have to become more entrenched in new food pro-

vider and customer habits.  



 

 

Public.   © 2022 Capgemini Invent. All rights reserved.  8 

 

Let me take two examples. For a large French retailer, our use case demonstrated that a key success factor is to 

better predict sales through an analytical and data perspective with data and artificial intelligence in order to 

optimize the full supply chain through the full value chain from local to central warehouses, namely production, 

transportation, sales processes, and therefore indirectly reduce food waste. 

We need to remember that large retailers are responsible for almost 20% of the 150 kilos of food that is wasted 

every year by each and every citizen. So, this first example for our large retailer, but let's take also global, inter-

national institution and organizations such as, the World Food Program, which is all about using data and tech to 

reach vulnerable people more quickly and effectively reducing food loss in the overall value chain. 

So, their goal was to use the better technology and they went with Palantir implementation to be able to secure 

the overall value chain, even when the pandemic. And we talked about the effect of pandemic on this food 

waste, new pain point when the pandemic shuttered transport lines and through hundreds of thousands of peo-

ple into effective hunger in specific countries.  

And therefore, World Food Program turned to the power of data to deliver to the last mile, enabling staff to 

swiftly find the information they need to make informed decisions, anticipate problems in advance and find ways 

to work around them. We estimate in helping the World Food Program to implement this Palantir technology to 

save enough money to feed an additional 2 million people through the implementation of such a project.  

Liz: That’s absolutely fantastic. Has any of your work changed any customer habits or found any new results?  

Jean-Baptiste: I think clearly that when it comes to relate the results of our work and what can we effectively 

change for the consumer or the citizen, it turns out that companies and organizations that we are helping are 

effectively trying to add a larger link with the purpose, with their purpose and how they should adapt their pur-

pose to such new society and social trends through the results that they are able to engage.  

Liz: That's fascinating. You know, Owen, I'd actually like to go back to what you were saying about Marks and 

Spencers earlier, and you mentioned that they've taken the best sell by date off of some of the food. 

Can you tell me a little bit more about some of the new methods that are out there to increase the shelf life of 

food and why this is important?  

Owen: A lot of it has to do with actually looking at the supply chain from farm to fork and, and indeed, you know, 

for nonfood as well, you know, looking at how you can compress how long it takes in that supply chain, so it has 

maximum time on the shelf.  

So, it's still the same amount of freshness. It's still the same amount of usability, but it's just the longer it spends 

in the supply chain, the less time there is for the consumer to enjoy it. And so, it is really using that sort of ability 

to get into, I think, the tighter demand spaces that you can unlock using a lot of these different channels.  

So, I mean, I mentioned before the rise of quick commerce or fast grocery, these small players like, Getir or Goril-

las or Go Puff that are, are popping up all over the place. DoorDash, whatever. You know, these guys are filling a 

need because, you know, we define convenience now, not by distance, but by time and the theory is there's less 

waste as well, you know.  

If you're using quick commerce because you're ordering just what you need, you don't have that situation I find 

myself in sometimes. It's a Friday, you know, you're going to do the shopping on a Saturday and you're trying to 

figure out what you're going to make out of what's left in the fridge. They, in theory, don't have that problem.  

Liz: Lindsey, thoughts? 

Lindsey: I think that the future is changing for the grocery and the food industry, and we are going to move to 

more daily type of style pickups, which is a different approach than what we see in the US and in a lot of Western 

countries. 

And I think that that Owen is correct that that will trigger grocers to do things differently in terms of being able 

to support that. It means consumers will waste less, but it also means retailers have to be prepared for the 

changes of when they're going to have to serve consumers. It will no longer be big deliveries to the store to pre-

pare for the weekend and small refills throughout the week, but more distributed flow throughout the week. 

And that also changes how CPGs will have to respond to retailers in terms of their shipments going on perishable 

and expiring products as well.  
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Liz: And, you know, you mentioned before that, that some businesses actually sought to scale some of their food 

waste solutions. How have they sought to scale these food waste solutions? And has it been effective?  

Lindsey: Yeah, I'm so glad you asked in fact organizations right now are not as on track, as we'd like to see with 

moving to scale food waste initiatives. And I think that's largely because the food chain is very fragmented. You 

have, you know, sourcing, you have transportation and storage, you have manufacturing, you have packaging, 

you have retail operations, consumers… They're all different entities that have different goals. 

And often, each one of those is individually being optimized, but not necessarily optimizing the entire value 

chain. But there are value practices that exist best practices that exist throughout this entire chain that are go-

ing to support that.  

We're seeing data sharing as Kees mentioned. We're seeing government regulations and ESG requirements on 

waste disposal. We're seeing more adequate resources and skills and knowledge become available to engage in 

food waste management initiatives. We're integrating new and existing systems and tools. We're prioritizing the 

issue of food waste management and food waste investors rather than creating waste itself.  

And I think the combination of that engagement by the consumer, collaboration across the value chain, across 

businesses and government agencies or external agencies, and even internal monitoring and governing food 

waste initiatives is really going to create a three-pronged approach to fighting food waste. And that's being pow-

ered by technology. 

So, I like where we're ending up in terms of being able to defragment and collaborate and move forward to 

achieve those initiatives at scale. And it turns out that when organizations do those things, consumers are re-

warding those organizations because they're reducing food waste. So, we're seeing consumers say 91% of con-

sumers, for instance, so that they were willing to buy from brands and retailers that disclose information about 

their food waste. 

So, the more that organizations are able to track and monitor and engage and collaborate with consumers and 

their business partners, suppliers, manufacturers, retailers themselves, consumers are much more likely to buy. 

A 91% willingness to buy is astronomical. So that increase in their willingness to buy just because you've dis-

closed the information is tremendous. 

Kees: If I may build on that, Lindsey, I think it's important for executives, companies in general, to understand 

the evidence of purpose and in this case, waste and performance go hand in hand. And that people are not 

enough aware of that.  

And also, if I look at the use of data, that have data driven contribution to decreasing waste, we see actually the 

problem is less on the data itself. So, the data foundations often are in place there. The issue is mostly on the 

data behaviors. To what extent is it part of default behaviors of whether it's in need in supply chain, whether it's 

in commerce, whether it's at retailers, whether it's at manufacturers, distribution company, or further upstream? 

It is about the behaviors to truly be data driven, understand the issue and translate it, not only from a sustaina-

bility and purpose perspective, but also from a performance perspective. Because those angles are clearly there, 

but that's not where the industry is. And that's why this report is so powerful because it's giving the evidence. 

But you know, the true examples are not there at scale yet. 

So, there's a great opportunity cross all value chain to improve on this, the sake, and the benefit of everyone.  

Owen: I just wanted to add in actually to what Kees said, but also what Lindsey was just saying. There's an up-

beat message in the report as well, which is that consumers are rewarding the companies that get it right in 

terms of willingness to purchase in terms of actual purchase in terms of then repeat purchase and in terms of 

advocacy all across the funnel. There is a noticeable increase around, you know, rewarding those companies that 

get it right. And I think that's something that you know, is important because it can look all doom and gloom. If 

you think about food waste, you can think we're a little bit sort of on a road to nowhere. 

There's a lot of positivity and a lot of opportunity to sort of fix it and, and, and get it right. And the idea that 

there's so much within the food chain, even before we get to the retailer that can be done is reassuring in a 

strange way. You know, you'd hope that that can be fixed more easily with a little bit of an intent from the eco-

system of different companies and suppliers. And farmers, et cetera. 
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Liz: Well, it sounds like one of the nice things here is that from a business sense, profit is aligning with planet and 

people are getting rewarded for taking sustainable actions when it comes to food waste. But one of the statis-

tics that really stuck out to me in the report was that saving just 50% of the food waste currently lost or wasted 

each year could actually end world hunger. How much waste could some of these solutions save annually?  

Kees: So, I think there is a challenge for the world basically to feed the growing population across the world. So, 

every month, we have 5 million people extra. So that's the size of Singapore that needs to be fed every month. 

More and more.  

So of course, there are other innovations and other agility in the value chain that should help on this, but indeed, 

just improving on less waste will help us feed the world now, but especially moving forward because otherwise it 

will be a critical situation.  

Liz: Lindsey, do you think that business in the financial case or the best incentive for the business? 

Lindsey: Well, I think the first case is we're doing something that supports ending world hunger, and it's not only 

world hunger, but you know, when we talk about food waste, just the food waste, not all food production. If it 

were a country, it'd be the third largest emitter of greenhouse gases after the US and China. So, when we look at 

the benefits to our planet of both humanitarian, ending world hunger, and for our environment of reducing gas, 

emissions, greenhouse gas emissions, there's a major benefits case to us doing this. 

And to me, you know, as a practical minded person, when we couple those things with business benefits and con-

sumer benefits in your own household for what you need to buy in order to support the food that you're plan-

ning to eat and in businesses for new revenue, streams, revenue improvements, and cost reductions, then why 

wouldn't we start doing these things. Let's get started, let's increase and improve, and let's gain, you know, con-

sumer confidence and trust, improving our planet and saving and, and benefiting from it at the same time.  

Liz: Are there any other key recommendations from the report that we've missed?   

Owen: I believe we've covered most of them. 

I think there's a few that are worth emphasizing. Companies need to look at themselves hard in the mirror, 

around the opportunity to really get their initiatives right. For whatever historical reasons, only one in five of 

them are on track. And there's a real opportunity now just to get serious and invest in them properly. 

You know, maybe in, in the past there's been some greenwashing, but as I say, listening to the CEOs talk in the 

last year, you know, they're all very purposeful about it. And I think there is a need now to really get them right 

first time now. Not just kick the can down the road.  

Liz: I think we're actually close to time now. So, do we have any last thoughts, Lindsey, do you have any last 

thoughts for us? 

Lindsey: I mean, I think we've talked a lot about the statistics around this and how we can really help. I really see 

us being able to collaborate across the business model, really implementing and scaling technology solutions 

that can deliver maximum impact and support visible, agile, intelligent supply chains that help us understand 

who the consumer is, what they want to buy, when they want to buy it, where they'll buy it from and collaborate 

across that wider ecosystem in order to support that intelligent network.  

Owen talked about consumers no longer being passive but being an engaged member of society. And I see that 

as extrapolated from the consumer to the retailer, to the packaged goods companies and food manufacturers 

that support it. So my main message that I would like to share is let's collaborate across the value chain to create 

further intelligent networks that are aware of who the consumer is and what they want so that we can better 

serve and fulfill on promises we make to the consumer, whether those are promises to support our environment, 

to support our food production and reduction in waste or promises to just have the products available when con-

sumers need them. 

Liz: So that's all the time we've got today. So, thanks so much to Kees, Lindsey, Owen and Jean-Baptiste for com-

ing on this show and thank you all for listening. If you enjoyed this episode, you can find links to other sustaina-

bility related podcasts and the Capgemini Report mentioned today in the show notes.  

Don't forget to subscribe to Future Sight on Apple Podcasts, Spotify, or wherever you get your podcast. 

In our next episode, where we'll be discussing ideas around employee experience and reculturing with Melissa 

Daimler. You won't want to miss it.  
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This has been Future Sight, a show from Capgemini Invent. We'll see you soon.
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