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Overview 

• Why Framing and Mindsets Matters 
 
• Why Household Wasted Food Matters 
 
• The Power of Collaborative Design 

through Community-Based Social 
Marketing 

 
• Food: Too Good to Waste Evaluation 

– Successes 
– Lessons Learned 
– Opportunities in Your Community 

 



Mindset Matters 



What’s Wrong With This Picture? 



What’s Wrong With This Picture? 



The True Cost of Food Waste 

On 

average, 

the true cost 

of wasted 

materials is 

about 10 

times the 

cost of 

disposal 
(Hall, PLOS 2009) 
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In one month,  
a family of 4 wastes ... 

 

ReFED Report estimates 43% of 
all the food wasted in the US 

comes from households 
 

http://refed.com/?sort=economic-value-per-ton
http://refed.com/?sort=economic-value-per-ton


Why do we waste food? 



Source: ReFED Report; King County, WA 

 

http://refed.com/?sort=economic-value-per-ton
http://your.kingcounty.gov/solidwaste/wasteprevention/documents/too-good-facts-impacts.pdf


By Keeping Good Food 
     from Going to Waste ... 

We can: 

• Toss less 

• Eat well 

• Simplify our lives 

• Save money 

• Teach children 
healthy habits 

National Agricultural Library, Special Collections, State 
poster, Pennsylvania, 1917 



Food: Too Good To Waste Toolkit 

Strategy:   Develop and test scalable model featuring a Community-
based Social Marketing (CBSM) approach to foster food consumption 
behaviors that reduce wasted food in households 
 
Target Audience: families with young children and millennial workers. 
 
Key Behaviors to Reduce Wasted Food: 

 

• Get Smart: See how much food (& money)  
you’re throwing away 

• Smart Shopping: Buy what you need 

• Smart Saving: Eat what you buy 

• Smart Storage: Keep fruits and vegetables fresh  

• Smart Prep: Prep now, eat later  

 
 



 

www.westcoastcoast.com/resources/webinars/2014-2015  

(Free!) CBSM Training! 

Background on FTGTW 
Toolkit Development 

http://www.westcoastcoast.com/resources/webinars/2014-2015
http://www.westcoastcoast.com/resources/webinars/2014-2015
http://www.westcoastcoast.com/resources/webinars/2014-2015


Remove Barriers/Emphasize Benefits 

• Significant Barriers 
– Automatic Behavior 

– Dynamic Lifestyle 

– Time/Convenience 

– Knowledge/Skills 

• Significant Benefits 
– Waste Aversion (getting value out of what you have) 

– Health  
• Focus group participants significantly likely to spend a little 

more time and money if healthier for their families  
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Food: Too Good to Waste  
Toolkit Components 

  Main message: Food is too essential to throw away.  

  Implementation guide 

  Message map 

 Behavior change tools, including: 
 fruit and vegetable storage guide 
 shopping list template with meals in 

mind 

 “eat first” refrigerator prompt 

 

 

Goal: To prevent household wasted food 

 Outreach Tools, including:  
 Infographic /poster 
 Facts on supply chain impacts 
 workshop presentation for 

community participants 
 



Community-Based Social Marketing 

Outreach Methods 
• Campaigns to engage social norms were more 

effective 

• Engage at the community level 
– Personal recruitment with public commitment       

is most effective 

– Work through trusted community leaders 

• Speak to community values 

• Leverage existing networks to build capacity 

• Contextualize preferred behaviors             
– (ex. prompts, feedback to overcome barriers) 

• Collect evidence to evaluate impact and cost-
effectiveness 
– Refine approaches and fill research gaps 

 Photo Credit: King County Solid Waste 



Implementing Partners 

Original 2012 Implementing Partners:  
• King County (WA) 
• San Benito County (CA) 
• Boulder County (CO) 

 
Evaulation Results:  
 Based on 17 pilot campaigns, it is possible 

for households to reduce preventable food 
waste up to 50% or more by weight 
(~0.5lb/person/week).   

 
 Creating food waste awareness is key to 

lasting impact in food waste reduction – 
measurement is key! 

 
 Saves the average family of four $1600 

(USDA estimate) 
 
 
 
 

Recent/Future Implementing Partners: 
• Oregon 

– Gresham  
– Beaverton 
– WA County 
– City of Portland 
– OR Metro 

• Washington 
– Seattle Public Utilities 
– King County  
– Thurston County 

• Others 
– Iowa City 
– RI 
– Vermont 
– Honolulu (HI) 
– Capital Regional District (British Columbia) 
– Ann Arbor (MI) 
 



Major Findings 

• There are strong indications that households have a significant interest 
in reducing their wasted food.   
– 96% of the participants said they are likely to continue to use the 

strategies and tools 
  

• FTGTW behavioral changes are relatively easy for households to make. 
 
• Creating awareness is key to motivating people to sustain their 

behaviors.   
 
• It is possible for households to reduce preventable food waste up to 

50% and more by weight.   
• A 50% reduction is roughly a half pound per person per week or 20% 

of total food waste.   
• In addition, it is likely that the inedible fraction of waste is also reduced 

as households purchase less food.   
 



 Opportunities to Get Involved 
 

You can ‘Take the Challenge’ with your Co-workers or Neighbors! 
 

State and Local Governments  
•Implement Food: Too Good to Waste as a state or county-wide 
campaign and leverage the national Ad Council/NRDC Campaign  

 

Producers, Retailers, Restaurants, Haulers and other businesses  
•Provide outreach and incentives to help consumers waste less and 
leverage the national Ad Council/NRDC Campaign  

 

Colleges, Universities , and K-12 Schools  
•Integrate information to support sustainability programs aimed at the 
young adult demographic. Additional opportunities with K-12 Schools. 

 

Community groups or non-profits  
•Link with food system efforts, social media outreach.  Partner with local 
governments and mayors for a community-wide challenge. 

 

 



National “Save the Food” Campaign 

Spread the Word With the Ad Council! 

http://socialmediakit.adcouncil.org/presskit/save-the-food/ 
 

http://socialmediakit.adcouncil.org/presskit/save-the-food/
http://socialmediakit.adcouncil.org/presskit/save-the-food/
http://socialmediakit.adcouncil.org/presskit/save-the-food/
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http://socialmediakit.adcouncil.org/presskit/save-the-food/


My Lessons Learned 

1. Focus on mutual goals 

2. Check your assumptions 

3. Maintain a “beginners mind” during project 
formulation 

4. Relationships are the currency of collaboration 

5. Implementable innovation requires a tirelessly 
persistent champion(s) 

6. You go fast alone or much farther together 



Ashley Zanolli 
US EPA Region 10* 

 
 

*Temporarily assigned from EPA Region 10 to 
Oregon DEQ until 2018 

 



Extra Slides for Questions 

 



Takeaways 

Collaboration can: 

• Leverage financial resources and 

people power 

• Increased likelihood of replicating 

scalable solutions 

• Lead to creative results 

• Tap into shared values to achieve 

results 

• Bring diverse groups together 

• Serve individual and greater good 



Challenge 

Effectiveness 



Leveraged Resources 
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• Planning Team 

– Including communities that implemented the pilot 

• Other food waste prevention pilots 

–UK WRAP Love Food, Hate Waste 

–City of Portland’s Be Resourceful Campaign 

–Minnesota food waste prevention pilot with 
Eureka Recycling 



Focus 
• Remain focused on households and individual behavior  
• Residential is a gap – focus there and potentially partner with 

grocery stores.   
 
Target Audiences 
• Families with small kids 
• Young full-time workers 
 

Strategy 
• Develop/modify existing waste reduction tools and apply 

Community Based Social Marketing techniques to drive 
behavior change and reduce wasteful consumption 

Community Food Consumption Pilot 
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Collaborative Elements 
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• West Coast Climate Forum structure 
– Collaboration between EPA R9 & 10 and state, local & tribal government partners 

• Planning Team 

• Background Research and Other Pilots 

• Design Principles 
– Integration into existing programs 

– Adaptable to meet goals of implementing organization 

• National Peer Learning Network 
– EPA supported learning forum for project partners 

– EPA Regional contacts 

• Evaluation 
 
 

 



Where Are We? 
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• Step 1: Identify and Select Behaviors for Change   
• Step 2: Identify Barriers and Benefits of Selected 

Behaviors  
• Step 3: Design Pilot 

– Pilot Interviews  
– Social-psychological Tools  
– Objectives 
– Communication/Messaging 
– Data Collection Methods 
– Pilot Design 

• Step 4: Pilot Implementation and Evaluation (Q3 2012) 
 



Planning Team 
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• Planning Team: 
– Tetra Tech and Subcontractors  

– EPA HQ  

– EPA R9  

– EPA R10  

• Over 25 State and Local Government partners from: 
– CA – San Benito County, Oakland, San Francisco, Chula Vista,  Cupertino 

– WA – Seattle, King County, WA Ecology, Tacoma, Redmond, Bellevue. Clark 

County, Snohomish County. Thurston County 

– OR – Dept. of Env. Quality, Portland, Oregon Metro, Gresham, Eugene, 

Washington County 

– MN State pollution Control Authority 

– ICLEI, Green Cities CA 

 



Oregon DEQ Strategy to  
Prevent Wasted Food 

  http://tinyurl.com/OregonJourneyVideo   

Oregonians in 2050 produce and use materials responsibly  
conserving resources • protecting the environment • living well  

 

(Draft) GOALS 
Develop the state of knowledge and building blocks to help 
reduce wasted food in Oregon, and elsewhere, in the most cost-
effective and environmentally beneficial manner.  

 
 Increase business and consumer actions to prevent wasted 
food, consistent with the Oregon DEQ’s 2050 MM Vision.  

 
 Reduce GHG emissions, water use, energy use and wasted 
resources by reducing the generation of wasted uneaten food 
by 15% by 2025 and 40% by 2050. 

 
 



Our aspirations 

to be good 

caretakers, 

generous 

hosts, healthy 

and 

adventurous 

eaters lead to 

food waste. 

 

SELF-IMPROVEMENT   

SECURITY THOUGHTFULNESS 

COMFORT 



Data and graphic from 2016 ReFED Roadmap. 
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FRUITS  &  
V EGETA BLES  

MILK  &  D A IRY  GRA IN PROD UCTS  MEA T SEA FOOD  

FOOD WASTE BREAKDOWN 
(BY WEIGHT AND TYPE) 

Consumer Retail 



 

Sustainable Materials Management (SMM) provides 
significant opportunities to:   

 

– Target work where environmental impacts are the greatest  

 

– Build strong coalitions, communities and economies 

 

– Provide national and international leadership  

 

– Demonstrate measurable and impactful results 

In Summary 



What’s in it for Business Partners? 

• Cost savings for your business and your customers 

• Build brand value and a better customer experience by helping your 
customers stretch their food budgets further and feel good about wasting 
less 

• A more efficient production life-cycle 

• Help raise public awareness and expand the conversation on sustainability 

• Exhibit leadership and provide new products and services your customers 
need 

• Learn from peers and experts and increase your competitive  advantage 



EPA Sustainable Food Management 



Resources listed at end of panel 
presentation 



Food: Too Good to Waste Toolkit  

 
Access the Food: Too Good To Waste Toolkit: 

 
https://www.epa.gov/sustainable-management-
food/food-too-good-waste-implementation-guide-
and-toolkit 

Access the Food: Too Good to Waste Evaluation: 

http://westcoastclimateforum.com/sites/westcoast
climateforum/files/related_documents/FTGTW_Fin
alReport%204_26_16.pdf  

 

https://www.youtube.com/watch?v=LizxOzlAPQs
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