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1. Introduction 

This report will sum up all relevant outcomes from Pilot Action 12 is one of two STREFOWA 

Pilot Actions that are focusing on raising awareness among households and developing as 

well as testing food waste prevention measures.   

Approximately 88 million tons of food are wasted in the European Union each year - more 

than half (~ 46 million tons) occur at household level (Stenmark et al, 2016). Financial 

losses and social impacts have to be faced as well as severe consequences for the 

environment (GHG emissions, soil sealing, water consumption) arise. In Austria every year 

175.000 tons of avoidable food waste will end up in the residual waste, additional 

approximately 49.000 tons are disposed in the organic waste bin. Besides that, a so far 

unknown amount of food will be disposed via the sewer, the toilet or home composting.  

The highest losses along the supply chain are - at the same time - a good starting point for 

food waste prevention activities. The change of consumer behaviours has proofed to be 

difficult as they are known to change slowly and are depending on knowledge and attitude 

towards food handling.  

Measures that will reach consumers’ need to be attractive, informative and adjusted to 

different types of consumers. For this reason, a consumer-type analysis based on a 

household-survey has been performed in advance. The following chapters will provide an 

overview on the development of materials, as well as an introduction to all materials 

developed within this pilot action. Furthermore, the conclusions about the tested 

materials have been summarized.  

 

2. Developing of materials 

The following chapter provides a summary of the household questionnaire (2159 

participants) that was implemented in March and April 2017 in Vienna. These results lead 

subsequently to the development of tailor made measures for Austrian consumers.  

 

2.1. Basis for development of tailormade measures 

The following information about consumers’ needs have been taken into account for the 

development of materials:  

 Consideration of knowledge gaps 

Basic knowledge about the handling of food is crucial for food waste prevention. 

Nevertheless, this requires that consumers have a close look - at least - at their most 

commonly purchased items and inform themselves about expiration dates and the right 

storage. Additionally, knowledge about impacts of food production as well as seasons show 

if consumers are familiar with the food they buy.  

The results of the questionnaire showed that:  

 Expiration dates: The wrong interpretation of expiration dates – mostly the best 

before date – leads to food waste generation at households. The survey showed that 

consumers in Austria already learned that food that exceeded the best before date 

can be eaten, but they don’t know the differences between the best before and the 



 

 

use-by-date and they have difficulties to determine on which products the 

respective dates can be found. It is shown that 60% of the participants believe that 

products that exceeded the best before date can no longer be sold in supermarkets 

but this is wrong and may be an important knowledge gap to close. 88% of the 

participants know that the best before date just means that the producer cannot 

guarantee for certain product related properties anymore. 95% of the participants 

would check a yoghurt that has exceeded the best before date for 5 days - before 

they decide if the eat it or throw it away. Participants stated they would even eat 

fish and meat after the expiration date exceeded when they checked the smell.  

 Storage: Especially fruits are often stored at room temperature, although they 

would benefit from cool storage. The survey showed that 58% of the participants 

store grapes at room temperature, 78% store apples at room temperature and 85% 

of the participants store oranges at room temperature. Strawberries are left 

outside of the fridge by only 22% of the participants. All listed varieties should be 

stored in the fridge to extend their shelf-life. 

 Water footprint: The water footprint indicates how much water is needed or 

polluted when certain food items are produced. The participants got to see a 

selection out of 6 different products. Although only 41% of the participants were 

able to correctly identify those three, that have the highest water footprint, 90% 

were able to identify beef as water-intensive.  

 Season: While 77% of the participants know that pumpkins can be harvested at the 

end of the summer and beginning fall (August-October) in Austria, other varieties  

cannot be assigned to different months easily by participants. Only 28% know that 

the potato harvest will start already in June and will take until October as there 

are very different varieties and some of the early potatoes will others will be 

stored until the new harvest starts almost a year later.  

 Consideration of food waste behaviours 

For the development of materials, it was necessary to have a look at food waste 

prevention activities that are already used and the ones that are not used at the moment. 

Besides that, other behaviours (shopping, overview on food stock at home etc.) that are 

known to be related to food waste generation.  

It was shown that leftover cooking, freezing and eating food items before the best before 

date where used most often to prevent food waste. Each of the listed methods is used 

from about 80-90% of the participants. Other methods like preserving (jam making) are 

only used by 27% of the participants.  

20% of the participants do rarely or never prepare a meal plan for the following days, 

nevertheless more than 80% check their food stock before shopping.  Between 50 and 60% 

of the participants agree or rather agree that available quantities, shopping when hungry 

and special offers lead to larger purchases.  

 Consideration of food waste - types 

The following four food waste types of those consumers that are mainly responsible for 

food shopping and preparation have been identified.  

 Informed but uninterested: Although this group has passable basic knowledge it is 

absolutely not connected with food waste and hard to reach by measures - for this 



 

 

group it is important to develop something that attracts their attention at first and 

emotionalizes.  

 Uninformed but eager: Although this group is really bad informed about food waste 

prevention and also has basically no knowledge it has the second best attitude 

towards food waste, which automatically leads to an increased likelihood of 

changed behaviours with the adequate support.  

 Uninformed squanderers: This group has a massive potential to prevent food waste 

but is not really connected with the topic. Their knowledge has high improvement 

potential and they do not use waste prevention techniques - therefore it is 

necessary to explain how easy and fast food waste can be avoided.  

 Eager avoiders: This group is above average in almost all categories (knowledge, 

behaviours, attitude, waste prevention) and therefore has a role model function 

that could be very useful to spread the word and inspire others - so it is necessary 

to develop measures that will attract the attention of this group in the hope of 

finding motivated consumers that will use this measures to educate others.  

It was important to find measures that will provide useful information for a combination of 

different types. 

 Consideration of consumers' preferences  

Consumers have been asked about the preferred place, the frequency as well as the kind 

of measures they want to receive. Following most important results have been considered 

within the development of materials.  

 Frequency of contact: The majority of consumers wanted to be contacted only 

once or once in a while (max. once a month) to be informed about where they can 

find necessary information about food waste prevention so they can look it up if 

they need to.  

 Kind of information: Consumers of all consumer groups wished to get information 

about: the right storage, information about health risks, leftover recipes and 

instructions for preserving.  

 Place of information: Consumers prefer to find the necessary information on the 

product packaging or at supermarkets. 

 

3. First Aid Box for food 

Taking into account facts about consumers' preferences, knowledge about different food 

waste types, consumers' knowledge gaps as well as their behaviours  (explained in chapter 

2) lead to developing a first aid box for food, which tries to address as many different 

consumer’s needs as possible and will be explained in detail subsequently.  

 

3.1. Exterior Design 

For the exterior design it was important to catch the consumers’ attention – so the 

following farmers rule (or weather lore) “Landet das Essen im Magen, musst du es zum Müll 

nicht tragen” (Translation: If the food will end up in the stomach you don’t have to carry it 



 

 

to the waste bin) was used together with a colourful picture of a person, who is carrying a 

heavy bag with food waste to the bin.  

"Weather lore" or in German "Bauernregeln"(farmersrules) are known well in Austria as well 

as many other mid-latitude regions. They are usually two-line poems that have both a 

funny character but also a true meaning/message, that helped to predict the weather in 

former times.  

On the front of the box the first aid sign is shown with the inscription: Erste Hilfe für 

Lebensmittel (First Aid for Food). On every other side and the back there are sponsor logos 

as well as internet addresses and the imprint.   

 

 

Figure 1: First Aid Box – Exterior Design 

 

3.2. Content 

The first aid box consists of 9 different “ingredients” that all aim to meet different 

consumer needs and are attractive and useful for different consumer groups according to 

the results of the questionnaire. Additional on the inside there can be found general 

information about food waste in Austria, the project and the impacts of food waste. 

 

 10 food waste prevention tips 

These are mainly important for consumers, who haven’t dealt with food waste prevention 

to this point. The main reason for adding these tips was to help provide an overview on 

possible and most effective food waste prevention measures in households. Furthermore, 

their colourful design helps to attract consumers’ attention and the format will provide 



 

 

consumers with the possibility to pin it on the fridge or position it on other well visible 

places.   

 

Figure 2: 10 tips and tricks - an overview on food waste prevention 

 Express–jam-recipe 

Only 27% of consumers already use jam making as a technique to prevent food waste at 

home. There is a lot of potential and it seemed to be important that consumers know that 

making a jam won’t take much time and is also a very effective and at the same time 

creative method to prevent food waste because it is appropriate for all fruit varieties and 

it is possible to test different mixtures.  

 

 

Figure 3: Express Jam - Recipe cards, front and back view 



 

 

 Gelling aid sponsored by Haas 

Step by step instructions can show consumers that making a jam is easier than they 

thought, but it is even more easier to give it a try when everything they need is already at 

home. The company Haas therefore sponsored us with gelling aid bags that were added to 

every box.  

 Freezing card 

Freezing is already used relatively often as food waste prevention measure in households, 

nevertheless there exist uncertainties concerning some products e.g. eggs or dairy 

products as well as how long food stuff can stay in the freezer. The freezing card will help 

consumers to gain a short overview on all relevant issues and maybe even encourage them 

to look up whether they can freeze certain products before wasting them.  

 Freezer bags sponsored by Toppits 

The company Toppits sponsored freezer bags for all 2000 first aid boxes. This helps 

consumers to implement the tips and tricks that can be found on the freezing cards 

immediately. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4: Freezing aid - card, front and back view 



 

 

 

 

 Storage Circle 

The right storage temperature as well as knowing about the ripening gas ethylene are 

important factors when the shelf life of these products should be prolonged. Therefore, 

this information as well as additional information about freezing of the most common fruit 

and vegetable varieties is summarized and explained on the so called “storage circle”.  

 

Figure 5: Storage circle, front and back view 

 

 Left Over Recipes  

As consumers interest in new creative leftover recipes continues, food-bloggers were asked 

to provide us with leftover recipes for a little booklet. This helper provides consumers on 

the one hand with leftover recipes of food products that get thrown away most often 

(fruits and vegetables, dairy products, bread) and on the other hand with some ideas for 

common leftovers like boiled rice or noodles, smashed potatoes etc. 

Figure 6: Leftover-Recipes-Booklet, front page and breadmuffin recipe 



 

 

Figure 8: Viennese Foodbank- Folder, front view 

 Don’t forget about me – cards 

One of the most important reasons for food waste generation at households is “forgetting” 

about food that is stored in the fridge. When the first in – first out principle is not applied, 

food waste will occur. To assist consumers and to help developing a feel for this principle 

the “Don’t forget about me” cards have been developed. They are inspired by already 

existing cards and stickers that are used for this purpose by other food waste prevention 

initiatives.  

 Folder from the Viennese Foodbank  

Expiration dates as well as food safety is a topic that concerns consumers. Therefore, the 

Viennese Food Bank developed a folder that provides an overview about the right 

interpretation of the best before date with a detailed list of food products that can still be 

enjoyed days or weeks after the expiration date has passed.  

Figure 7: Don't forget about me - card 



 

 

 

 

3.3. Distribution 

The boxes have been handed out to 2000 consumers on six days in March 2018 at three 

different SPAR retail stores in Vienna. The stores are located in different Viennese districts 

that include consumers of different social classes and purchase power. Furthermore, the 

times of distribution varied - boxes have been handed out on weekends as well as 

weekdays to reach different types of consumers as well as age-groups.  

 

4. Evaluation of materials 

For the evaluation of the First Aid boxes’ it seemed to be necessary at first to get in 

contact again or somehow stay in contact with consumers. Different possibilities were 

thought through but then the easiest and most effective way seemed to be handing out the 

boxes personally and explaining each contacted consumer why it is important to take part 

in this evaluation and subsequently add an appropriate questionnaire to every box.  

During this pilot action 2000 first aid boxes have been handed out to consumers. 307 

consumers participated in evaluating the contents afterwards, so 15% percent of 

households that received a First Aid Box returned their questionnaire. Usually market 

research institutes work with follow ups and reminders - so they contact consumers again 

to get higher response rates, but this was not possible within this pilot action - therefore 

the response rate can be considered as satisfactorily.   

 

4.1. Questionnaire 

The questionnaire included a short explanation about why participation is appreciated as 

well as information about participation in the lottery game. Furthermore, it consisted of 

eight (open and multiple or single choice) box and/or content related questions and 

additional questions about socio-demographic factors. It seemed important that its length 

wouldn’t exceed one A4 dual-sided page to remain interesting for consumers. An envelope 

with the questionnaire was then added to every First Aid Box.  

The english version of the full questionnaire can be found in the appendix.  

 

4.1.1. Return of Questionnaires  

The consumers got the chance to decide whether they wanted to fill out the questionnaire 

via enclosed questionnaires or use the Link added to the questionnaire that would allow to 

fill out this survey online.  

All sending costs that would arise from returning the questionnaire were covered by ABF-

BOKU to motivate even more consumers to take part - additionally attractive prices of the 

lottery game should help to improve the return rate.  

Only 9 out of 307 consumers used the chance to fill out the online-questionnaire.   

 



 

 

4.1.2. Additional benefit 

Every questionnaire also gave the participants the chance to subscribe to the STREFOWA 

Newsletter and brought 81 new newsletter subscriptions.  

 

5. Results and Discussion 

As this sample wasn’t self-selected but totally based on voluntary participation the 

composition was not foreseeable. The majority of respondents were female (77,5%) and 

the average age of the participants was 52,7 years, which is significantly more compared 

to the Austrian average age of 42,6 at the beginning of 2018 (Statistik Austria, 2018). 

Figure 9 shows that the option of evaluating this measure arouses the interest of all age 

groups – with a slightly higher number of participants between 41 and 60.  

 

Figure 9: Age Distribution 

On average participants lived in a 2,3 person household which is comparable with the 

Austrian average number of 2,15 (Statistik Austria, 2017). 67 participants stated to live 

with children under 18 years in their household. The participating households have an 

average of 1,8 children which is comparable to the Austrian average of 1,67 (Statistik 

Austria, 2017). In Austria lived in 2017 on average 2,2 persons in one household, this 

sample shows an average of 2,3 persons. 24% of the participants stated to own a pet.  

A big majority (76,8%) of the participants stated to be extremely bothered when they 

have to throw away food. Another 21 % experience it as “fairly unpleasant”.  Only one 

participant stated that throwing away food is rather not unpleasant for him/her. The 

following figure (10) shows what kind of measure are already used at the participants’ 

households.  
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Figure 10: Food waste prevention techniques 

The food waste prevention techniques used at home by the participants are very diverse. 

Freezing, leftover cooking and using a shopping list are methods that are used most often 

by consumers of this survey. Freezing and leftover cooking were also used by more than 

80% of the household surveys’ participants that has been conducted in advance to 

developing these materials. More than 50% also stated that they regularly check their food 

stock at home. Food sharing and jam making are less often used methods. Buy less/more 

often, finish plate and composting are results from the analysis of other ideas of the 

participants.  

The following figure (11) shows the evaluation of food waste prevention aids developed at 

ABF-Boku for the First Aid Box. As it can be seen in chapter 3.2 (content) the box 

contained three more aids, that were sponsored and will also find reference in the 

following description.  
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Figure 11: Participants most popular aids 

The most popular aid that will find application in consumers' daily life is the leftover-

recipe booklet. Also the freezing card as well as the storage circle will be used again by 

more than 30 percent. 10 food waste prevention tips that can be pinned at the fridge for 

example are appreciated by 21% of participating consumers. In contrast to the other aids 

"Don't forget me cards" only find very little support.  

When addressing the sponsored aids the "Toppits freezer bags" are the most popular one - 

65% of the participants liked the freezer bags. About 20% of the consumers experienced 

the "Haas gelling aid" as helpful and would use it again in daily life. The "Is it still good" 

Folder from the Viennese Food Bank was appreciated by 44% of the participating 

consumers.  

Subsequently it was tested whether different age groups or male or rather female 

participants and different educational levels will respond more positively to certain 

contents of the first aid box (figures 12, 13 and 14). 
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Figure 12: Prefences for certain aids in relation to age 

As this figure shows there some notable differences between different age groups and their 

preferences for certain measures. It can be noticed though that for example the Jam 

recipe cards are appreciated more the elder the consumers get, while the "Don't forget 

about me" - cards are far more attractive for younger people. More than 50% of all age 

groups appreciate the leftover-recipe booklet. The storage circle is appreciated by younger 

consumer whilst elderly people are less enthusiastic about it.  

The following figure shows the comparison of the share of men and women who liked 

certain measures.  
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Figure 13: Preferences for certain aids in relation to gender 

It shows that some measures are preferred by women and others by men. Although this 

figure shows no particularly striking results some details can be noticed - for example the 

direct comparison shows that more than twice as much women like the Jam-Recipe cards 

than men, the same tendency can be noticed with the recipe booklet. The other way 

round men preferred the freezing cards, the storage circle as well as the "Is it still good"-

Cards. About 65% of both consumer groups liked the freezer bags.  

 

Figure 14: Preferences for certain aids in relation to highest educational attainment 

According to the results of the evaluation the highest educational attainment of the 

participants also has an influence on the popularity of certain aids. Especially big 

differences can be seen when looking at the storage circle - participants with higher 

educational levels were significantly more enthusiastic about using this aid. The Jam-

Recipe card is clearly more popular among participants that completed the commercial 

school similarly the 10 tips and tricks card is preferred by this group of participants. 

Participants with the Matura (qualification for university entrance certificate) are less 

interested in recipes compared to the other groups.  

Figure 15 shows the approval to different statements by the consumers.  
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Figure 15: Opinions from participants about statements concerning the first aid box 

 

More than 90 percent of the participants stated not to be annoyed at all or rather not 

annoyed by the topic. 65% of the participants think that the content is interesting for them 

and another 28% think that this statement is rather true for them. Furthermore 36% agree 

and 31% rather agree that they have learned something new.  

Food waste behaviours can be changed with the content of the first aid box – 46% of the 

participants agree or rather agree that they throw away less than before. Measures like 

the first aid box also help to build up a positive attitude towards food waste prevention – 

40% of the participants stated that they handle food more careful now, another 28% think 

that this is rather true for them. Almost 90% of the participants agreed or rather agreed to 

the statement “I will use this content again”.  

Additional the participants were asked if they could imagine other useful advices or 

"helpers" that would have been interesting content in a First Aid Box. Therefore, figure 16 

shows the evaluation of 59 answers that might be interesting for the further development 

of measures for consumers.  

0% 20% 40% 60% 80% 100% 120% 

This topic is annoying.  

I have learned something new.  

The content is interesting.  

I will use this content again.  

I throw away less now.  

I handle food more careful now.  

To what extent are the following statements true for you? 

I agree.  

I rather agree.  

I rather not agree. 

I do not agree.  
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Figure 16: Ideas for other aids that could be implemented in future 

 

24% of those participants, who wanted to share an idea, stated they would have preferred 

more leftover recipes. Furthermore 22% would be interested in a list of food sharing 

organizations that they could contact in the case of surplus food. In each case 6 

participants wanted more information about expiration dates as well as other concrete 

freezing aids like lists that could be pinned outside the freezer to keep an overview over 

the food stock in the freezer. Other consumer wrote that they would love to have sticker 

or magnets that could be put directly into the fridge or freezer - for example to replace 

the "Don't forget about me"-cards, to highlight different temperature zones in the fridge or 

food that will expire soon. Participants also stated that they would use (Smartphone-)Apps 

or information for pet owners/ or neighbours of pet owners what kind of fruits and 

vegetables will be suitable as animal feed.  

Another 30 participants stated that they have no other idea or wouldn't change anything, 

additional consumers stated that they would prefer other packaging sizes at supermarkets 

and that sensitization for this topic is very important.  

Moreover, the participants were asked to find possible mistakes and give suggestions for 

improvements of the First Aid Box. 138 participants used this opportunity, following figure 

(17) shows the evaluation of the open responses.  
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About 50% of the participants stated that they just like the box as it is at the moment. 10% 

have problems to read the font and would prefer a larger font size. In each case 8% of the 

responses dealt with the fact that the box produces waste and that it contains too many 

pieces of paper (cards etc.). 7% of the respondents think that the Tips and Tricks card is 

not helpful, because it contains too basic information for them or they don’t like the 

layout. Another 7% think that the box does not contain new information for them. 7% of 

the participants also had problems to handle the "Don't forget about me card" as they 

obviously folded it in the wrong direction so they had to deal with reversed writing.  
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Figure 17: Improvements and error suggestions 



 

 

6. Conclusion 

Consumers habits and attitudes change slowly – but the good news is – they can be 

changed!  Nevertheless, although there are noticeable positive developments the 

consumer sector will stay the stage of the food value chain with the highest reduction 

potential in the following years. Therefore, even more efforts, even more creative ideas 

and education of all age groups are urgently needed to create a solid basis for 

generations with a higher ecological and social consciousness towards the impacts of food 

waste and the importance of sustainable consumption.  

The survey conducted in Austria in 2017 showed that food waste is a topic that moves 

consumers and that is interesting for them – this is a first step in the right direction. It 

also shows that there can be found very different consumer groups (food waste types) 

that will approach the problem differently. Food waste prevention measures often 

predominantly attract the interest of people already dealing with food waste prevention at 

home. There are parts of the population that do not recognize food waste as a problem 

and are not willing to change their behaviours, although they know about the impacts. 

Some are squandering big amounts of food, but have a good attitude towards food waste 

and are therefore likely to change if supplied with the right tools and information. In both 

cases it is necessary to publicly address this topic over and over again, because in terms of 

lifelong learning knowledge about food prevention methods and general food handling 

has to be improved among all consumer groups.  

Measures like the “First Aid Box” are developed for all consumer groups – they will on the 

one hand further educate people that are already dealing with food waste prevention and 

can be described as “eager avoiders”, on the other hand it will motivate other food waste 

groups and provide them with basic information.  

Another benefit of the first aid box is they it will also provide the group of “eager 

avoiders” with the necessary tools to educate others. Additional this group of 

participants is more willing to help to develop and improve food waste prevention 

materials further.  

The first aid box succeeded in attracting attention of consumers – a first step to establish 

contact and subsequently this leads to a critical reflection of consumers own food waste 

behaviours. A big majority of participants was sure or rather sure to use the content 

again and to handle food more careful now.  

This pilot action also proves that it makes sense to evaluate waste prevention materials 

after a first run in order to learn for future activities and asses the usefulness and 

comprehensibility of the materials.  
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8. Appendix  

8.1. Questionnaire 

Dear consumers, 

This box has been developed by the Institute of Waste Management at the University of Life 

Sciences and Natural Resources for a pilot action, which deals with the prevention of food 

waste in households. Your feedback to this materials is very much appreciated. The return 

shipment of the questionnaire is free of cost for you.  

You prefer to fill out the survey online? NO PROBLEM! 

www.reducefoodwaste.eu/erstehilfe.html 

 

 Each filled questionnaire is part of a lottery: 

 

3 x 50 euros voucher from SPAR 
 

5 x 20 euros voucher for an ADAMAH BioKistl 

 

1) How much does it bother you to throw away 

food? 

 Is very uncomfortable for me. 

 Is pretty uncomfortable for me. 

 Is neither pleasant nor unpleasant to me. 

 Is not pretty uncomfortable to me.  

 Is not uncomfortable for me. 

 

2) In every box are useful aids with different 

topics. Which three of them would you use 

most likely in daily life? (Please cross three 

options) 

 

 leftover recipe booklet 

 “don´t forget me”-cards 

 Express-jam 

 freeze helper 

 storage circle 

 Toppits-freeze bag 

 Haas-preserve help 

 10 tips and tricks 

 Is that still good? – Vienna Food Bank 

 

 

3) How do you avoid food waste at the 

household? 

 

 freeze 

 preserve / insert  

 go shopping with a shopping list 

 inspect the inventory before you go shopping  

 feeding to animals 

 passing on to family members 

 passing on to social organizations  

 cooking the leftovers 

 others: __________________________ 

 

4) Please cross that helper which you have tried 

out:  

 

 Leftover recipe booklet 

 “Don´t forget me”-cards 

 freeze helper 

 Toppits- freeze bag 

 Haas- preserve help 

 Storage circle 

 Express-jam 

 10 tips and tricks 

 Is that still good? Vienna Food Bank

  

5) Would you prefer other contents/helpers? If yes, what did you think about? 

 

https://www.linguee.de/englisch-deutsch/uebersetzung/questionnaire.html
https://www.linguee.de/englisch-deutsch/uebersetzung/questionnaire.html


 

 

 

 

6) Please tell us, how can we improve this box? (for example: Do you discover mistakes? What bothers you 

about the box? Why did you dislike certain content) 

 

7) Please indicate how the following statements apply to you: 

 

 true rather true 

rather not 

true not true 

I have learned something new. □ □ □ □ 

The content is interesting. □ □ □ □ 

I will use the content more often. □ □ □ □ 

I throw away less than before. □ □ □ □ 

I handle food more carefully. □ □ □ □ 

The topic annoys me. □ □ □ □ 

Personal Data  

Attention: It is possible to answer this survey anonymously!  

However, this excludes participation in the lottery game, since we cannot inform you about your win without your contact details 

(more information see AGB´s below).  

○ Female.   ○ Male. 

Please indicate how old you are: _____ (Please 

enter a number here.) 

How may persons live in your household: ______ 

(Please enter a number here.) 

How many kids (under the age of 18 years) live in 

your household: _______ (Please enter a number 

here.) 

 

Do you have pets? 

○ Ja.   ○ Nein. 

Your highest school degree:  

 Compulsory school 

 traineeship 

 College 

 Middle school without school leaving 

examinations 

 school leaving examinations  

 university

○Yes. I would like to be part of the competition. 

Please enter your personal data’s here, so that we can notify you in the case you have won the competition.  

First name: _____________________ last name: __________________________ 

Telefonnumber: _________________________and/or Email-adress: __________________________ 

○The topic is interesting to me, please send me the newsletter of this project

Thank you very much -  The ABF-BOKU Team!



 

 



 

 

 

 



 

 

 


