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CBSM in a Nut Shell

COMMUNITY-BASED SOCIAL
MARKETING

A process that uses marketing
principles and techniques to
influence a target audience

behavior that will benefit
society, as well as the
individual

OR

Changing behaviors for good

COLEHOUR + COHEN



Social Marketing Truths

1. Awareness does not lead to behavior change

2. People do not change their behaviors because it
is “the right thing to do”

3. Education alone does not change behaviors
People fib about their behaviors

People do change their behaviors when the benefit
to them outweighs the barrier

COLEHOUR + COHEN



Social Marketing Planning Process

Step 1: Identify Goals & Objectives

Step 2: Define Research Needs

Step 3: Identify the Desired Behavior Change
Step 4: Choose & Prioritize Target Audiences
Step 5: Map Barriers and Motivations

Step 6: Plan your CBSM intervention

Step 7: Create an Effective Message Strategy
Step 8: Identify and Enlist Partners

Step 9: Develop your Communications Plan

Step 10: Create an Evaluation Plan

COLEHOUR + COHEN



“If you don’t know where
you’re going, any road will
get you there”

- Alice in Wonderland



Step #1: Identify Goals & Objectives

COLEHOUR + COHEN

OBJECTIVES

Measurable ways to reach
goals

Specific as possible: by
who? How much? By
when?




Step #2: Define Research Needs

* Let research guide program development

* Don’t assume you know how your audience
thinks and feels

e Use research to:
— Determine current behaviors

— ldentify target audiences

— ldentify barriers and motivations
— Test concepts/messages

— Set baselines for evaluation

COLEHOUR + COHEN



Step #2: Define Research Needs

* Mine existing sources

— West Coast Climate &
Materials Management
Forum

— WRAP.org.uk
— Eu-fusions.org
— NRDC

— USDA
— FAO @
— Local universities TO WASTE

— Environmental organizations
— Media
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Step #2: Define Research Needs

Quantitative (telephone,
online, mail)

Focus Groups

Intercept Surveys

COLEHOUR + COHEN

Gather statistically
significant data
Baseline data

Test messages
Test creative concepts
Delve deep into issues

Test messages
Test creative concepts

Self-reporting bias
Caller ID/cell phones
Screening questions
Online self-selection
Online can show
visuals

Group think
Participation incentives

Keep it short
Go to locations where
target audience visits



Step #2: Define Research Needs

Behavioral Data/
Observation

Executive interviews

Diaries

COLEHOUR + COHEN

To measure actual
behavior changes

E.g. meter data; waste
diverted

Observe and record
behavior

Gather input from
influencers and key
stakeholders

Determine current
behaviors

Identify barriers and
motivations

No self reporting bias
concerns

Often expensive to
gather and analyze

Opp to brief key
audiences

Identify potential road
blocks

Stealth: Track
behavior/ thoughts
around several
activities



Example: In-Home Recycling Audits

Revealed Key Insights:
1. Most think they do a good job recycling
2. Barriers: perceptions of convenience and the “ick” factor
3. Households that had a recycling champion did better

e

R T,

Recycle

More.

It’'s Easy

COLEHOUR + COHEN
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Step #3: Identify Behavior Change

Is the behavior non-
divisible?

What is potential impact?

What is the probability of
change?

What is market
opportunity?

COLEHOUR + COHEN
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Step #4: Choose & Prioritize Target Audiences

COLEHOUR + COHEN
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Brainstorm all audiences
Categorize each audience:

— Primary
— Influencer
— Gatekeeper

Choose priority audiences

Develop profiles and
insight


http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=KTMBNxDuLY0UZM&tbnid=oq-fkspD8HsGBM:&ved=0CAUQjRw&url=http%3A%2F%2Fwww.e21global.com%2Farticles%2Fgreat-ideas-and-innovation%2Ftechniques-to-reach-target-audience%2F&ei=RKaSUf6SIurVigLy5oC4CQ&bvm=bv.46471029,d.cGE&psig=AFQjCNF_EM4gII_Oc_mgAN4uzuLAmjGxvg&ust=1368651648022375
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=KTMBNxDuLY0UZM&tbnid=oq-fkspD8HsGBM:&ved=0CAUQjRw&url=http%3A%2F%2Fwww.e21global.com%2Farticles%2Fgreat-ideas-and-innovation%2Ftechniques-to-reach-target-audience%2F&ei=RKaSUf6SIurVigLy5oC4CQ&bvm=bv.46471029,d.cGE&psig=AFQjCNF_EM4gII_Oc_mgAN4uzuLAmjGxvg&ust=1368651648022375

Target
becomes loyal
to behavior;
influences
peers; social
norm develops

Target has
satisfied
experience,
feedback
drives long-
term loyalty

Target
consciously
changes
behavior
related to
wasting food
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Step #4: Choose Target Audiences
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Target
becomes
aware of
issue of
wasting
food

Target is
educated
about how to
waste less
food

Target develops
personal
connection;
benefits
overcome the
barriers
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Step #5: Map Barriers and Motivators

Barrier: Anything that reduces the probability of a person
engaging in the desired behavior

* Internal barriers: Knowledge, motivation, perceptions, assumptions
e External barriers: Lack of access, difficulty, cost

Benefits: Anything that increases the probability of a person
engaging in the desired behavior

* Intrinsic: Personal reward for changing behavior: What’s in it for me?
* External: Benefiting others, society, community or world

COLEHOUR + COHEN
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Step #5: Map Barriers and Motivators -

e

oo

I S
Desired
Behavior

=

S

Benefits Barriers

COLEHOUR +COHEN 4 — _— - _—
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Parents with
above average
income of X
with young
children at
home

Eat your
leftovers/food
odds and ends
before they go
bad

COLEHOUR + COHEN

Busy
Forgetful
Picky kids
Knowledge

Save money
Don’t want
to be
wasteful

Be a good
example to
children

Step #5: Map Barriers and Motivators

Eat Soon Box
Recipe finder
(apps/online
guide)

Kid friendly
recipe ideas
Chef demos at
parent-oriented
events with cost
saving ideas



Step #6: Plan Your CBSM Intervention -

Highest Group SISO Highest

h Advertising Direct mail influence one
Reac outreach Impact

COLEHOUR + COHEN 4
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Step #6: Plan Your CBSM Intervention

Social Marketing Tools:
* Cognitive Dissonance
* Norms
* |ncentives/rewards
* Commitments
*  Prompts
* Feedback
* Social diffusion

COLEHOUR + COHEN



Cognitive Dissonance
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Cognitive Dissonance

COLEHOUR + COHEN
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Public Relation.
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Incentives/Rewards

THE UNSOLD SURPLUS FOOD
FROM THIS ESTABLISHMENT
FEEDS PEOPLE, NOT LANDFILLS

FOOD

RECOVERY
CERTIFIED

Accredited by Food Recovery Network

COLEHOUR + COHEN
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Commitment

Take the I’'m A FOOdCYC'EI' Pledge and get a FREE kitchen food scrap container

1. Go to www.wmfoodcycling.com and take 3. Place the decal on your 5
the I'm A Foodcycler Pledge and we will compost cart and share a ﬁ%
mail you a FREE kitchen food scrap container. photo of yourself next to ok v
(Act fast—this opportunity is for the first 500 pledges only!) the cart. Email your phOtO 'ma
: by October 31, 2013 Foodcycler ”
. 2. But wait, there’s more! When you receive your to recyclenw@wm.com T e
T2 652235 free kitchen food scrap container, look inside. and you will be entered il @ )
=S You'l find an I’'m A Foodcycler decal. adrawing for a $250 gift ~ yuy £
. card to Sunnyside Nursery, = === THINK GREEN:




Prompts




UtilityCo

.
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Last Month Neighbor Comparison | Youused 85% more than your efficient neighbors.

@ Haow You're Demg:

Efficient
Hghbors Great
You » cooD ()
All Meighbors BMore Than Average
WHO ARE YOUR M ALLHEKGHBORS B EFFICENT NEIGHEORS
“NEIGHBORS"? Apporodimetdy G0 oocupied, nearby homes #at arc Tha most effickent 20 percent fam de
Tl i ST 10 s (g 5378 s 1 “All Helghiboes greaps

Spotlight on Cooling

Your cooling usage compard to your neigh bars: UE

You used 26% more ensergy on
cooling than your neighbaors.

CEEKVA g Summer Reminder
SRS KWH Aedjust your thermostat every time you
Ieare the house. Evenone degres can
make a difference in szaings.

You A Neighbars

Your estimated cooling usage (s based on last summer's energy use and temperature.

COLEHOUR + COHEN g4

Feedback

ake the
hallenge

TOO GOOD
TO WASTE
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Social Diffusion

FOOD WASTE
CHALLENGE

NEW FOOD IDEAS ARE ON THE MENU

CHAMPIONS BOOKLET

Help your family and friends prevent
food waste

The Food Waste Challenge has been developed as part of the

Love Food Hate Waste program
Nk Office of %fogg l\m‘ I Comiarvarion
NSW | Environment PHsw
semer | & Heritage Fh e aicrats Liverpool:scuwa L AL

COLEHOUR + COHEN
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Source: NSW EPA



Step #7: Create an Effective Message Strategy

* The public is exposed to 2,000-3,000
marketing messages per day

* You have 3-5 seconds to catch someone’s
attention.

* Messages should be....

COLEHOUR + COHEN



Simple

,' W T
) "E,E,gr yn" D Iz ——— o A‘:‘:‘:‘A 6 oMlNUTE

SHOWER
: A HAMBURGER
’ ;' D b DfNVER WATER 4



http://www.flickr.com/photos/cocktail_hour/2903970626/
http://www.flickr.com/photos/cocktail_hour/2903970626/

Emotional

COLEHOUR + COHEN
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Emotional -

YOUR FOOD

DESERVES BETTER

Sad, isn't it?

g I 'ﬁ%p lovefoodhatewaste.nsw.gov.au
Waste less food, save money and our environment

COLEHOUR +COHEN 4
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Benefits, Not Features -

save money

You can save almost £60
a month by throwing away

LOVE
less food. FOODS

hate waoste -+

COLEHOUR + COHEN 4
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Benefits, Not Features

What do you spend
the food you toss?

PP :
.
Y 4f’
157.5 e
‘co ok Cr M
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s ! 5
)« -+ 2
F ;-.( ’ )

Y AT S {
SR TEE

:
@ % WastelessFood.com

COLEHOUR +COHEN 4
Public Relations & Social Marketing



Relevant & Timely

THE
DISFIGURED
EGGPLANT

SO

CHEAP
CouLD

BE

EVEN

MORE
DISFIGURED.

MIYSEY e
Riseofme R: " ’S



Don’t Forget to Have Fun

Don’t be P e
bananas " | 20%

MAKE A LIST BEFORE SHOPPING
ONLY BUY WHAT YOU NEED

COLEHOUR + COHEN



Step #8: Identify & Enlist Partners

Look for partners with:
» Complementary mission/goals
» Audience overlap
» History of collaboration/community involvement
Things that partners can bring to the table
» Communications channels to the target audience
» Money/in-kind resources/incentives
» Data and/or data analysis
» Credibility with target audience

Make sure you have something to bring to the table
Consider private, public and non-profit sectors
Look for local media partners

COLEHOUR + COHEN



Step #8 Identn‘y & Enlist Partners

Take the Challenge at

é d @ ’ @‘“

Wlth(w TOO GOO!
ner Jl.kl‘ TO WASTE
m King County




sy "ARINO “1 b W

Step #8: Identify & Enlist Partners -

This recion will use Up iy fish scraps yoo might Save, B keftover
muaki maky, roodih, swordfish, s catfinh, o tifrih. Yiudds 1500 cubws.

Fer Dipping Sauce: Mix il of the ngredents together wutd smaooth. If it's
& Bithe (oo thick, add more sweet chill sauce.

For Pk Calvesk In b food precessor, add all the vegetalies asd mis ontd
they ae ficely chepped. Pandry e fab with o etk butter for bake it in
the owen a2 3IS0°F) untl 2 is cooked Srought let & cool ¥ you e usieg
Seftover coched fieh, ship this step. Once cool, process the fish in a food
procesaor until it is fnely chopped. Mix together the fiuh, vegutabies,
DAnko, oyiter sauce, and iy b & e bowd. Form the cakes usng an
ou Cream scooper of large spcon Mabi mids cales may be pansdsied or
cooked in & deep fryer &t 3S05F until gokdun Brown and heated through.
Serve two cabus on 4 Bed of mived greerd and dizde with ool sauce.

n-um-n—-—u-w—nn—m
Da Kitchun sincw 2000, g i Maus and
ﬂ&ahﬂlﬂ.’-q-ﬂ-hhdm.d
food. I ordar
1o medece food wants asd Ceate options for dines to
chocan bom, Da Mitches | ol rgredients into
aeveral menu e, Noat § = e locally
“db“-d“ﬂhmmﬁum
whit Da at 505 lnacbery St L da-stchencom
&mmrcm---a-mm—-unmm
mwals. Toduy's ftowers, tormonow's Daly Specid

Quiche

Quiche i & savery chessy custiand p that consists of

PRl crust + o+ filbers + g Yiekds cow 8 ¢

Banic Crust

cutiod mix. Powr into presbubied die crust. Baks at 350

otk untl the custand tog is golden Brove and sood
touch, Allow 1o cod for 10 to 15 minutes bufore

£ EYOTAKU

pa PRI EE WEREAS AT

Tam Jores' farly-style

Japarese :
hax Sees on Ouhw for teelve years and ‘

Foot Tod Godd Ta i bee

Food: Too Good
To Waste




Step #9: Develop a Communications Plan

* Don’t start with this step!

» Strategies are broad,
tactics are specific

e Both support primary
Intervention strategy

* Look for integration of
tactics

* Pilot strategies

COLEHOUR + COHEN



Strategies & Tactics

* One-on-one outreach
e Tools and incentives
* Media relations

* Social media

e Advertising

* Community events

COLEHOUR + COHEN



One-on-One Qutreach

As part of the Love Food Hate Waste Ten Cities Campaign we are working with Lia's Kitchen

to deliver two exciting cooking workshops in Adamsdown and Roath areas of Cardiff.

Jc

WE cookeRY DEMONSTRATION

g

COLEHOUR + COHEN
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Tools & Incentives
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w INSIDE THE FRIDGE

« Apples, berries, and cherries

« Grapes, kiwi, lemons, and oranges

* Melons, nectarines, apricots, peaches, and
plums (after ripening at room temperature)

» Avocados, pears, tomatoes

A-Z
Food Storage Tips

Tips for storing food so that it lasts longer and gets wasted less.

OUTSIDE THE FRIDGE

+ Bananas, mangos, papayas, and
pineapples: store in a cool place

« Potatoes / onions: store in
a cool, dark place

« Basil and winter squashes:

Why worry about preventing wasted food? Although composting is a great way to deal with inevitable food TOO GOOD (after ripening at room temperature) store at room temperature—
scraps like banana peels, it is much better to eat the food we can than to compost it. Prevention helps the TO WASTE - Amostall vegetables and herbs once cut, store squashes in fridge
environment as well as our budgets. After all, it takes a lot of resources to get food from the fields to our homes. veesnan . veessssas veene v

While no one buys food with the intention of throwing it away, based on recent estimates. the average
household in Saint Paul wastes up to $96 worth of once edible food every month!

MORE STORAGE TIPS

« If you like your fruit at room temperature, take what you will eat for the day out of the fridge in the morning.

* Many fruits give off natural gases that hasten the spoilage of other nearby produce. Store bananas, apples,
and tomatoes by themselves and store fruits and vegetables in different bins.

Storing your food properly can make it last much longer to help you save money and reduce waste. Eureka
Recyeling has assembled tips and tools to help on www.makedirtnotwaste.org. Try out a tip. Love it? Hate it?

. | fi
Have a better idea? Log in so you can rate It and leave s comment. or add ane of your own. Consider storage bags and containers designed to help extend the life of your produce.

« To prevent mold, wash berries just before eating,

General storage tips to keep in mind:

sssssessssescnsassncnses .e

5 VISIT: http//ma
THOUT PLASTIC:

Keep apples, bananas, citrus, and lomaloes away from other
produce—they give off ethylene gas that makes other produce

Many of these foods can be dried in a food de.
with a hot water bath canner or a pressure ca,

ripen/deteriorale faster. a dehydraling or 2 canning guide to find the b -
Unfle al bunches (herbs, greens, elc.) to alow the produce greséning e quanfes Y oot ;
1o breathe. For bes! resulls, keep your fridge between 37

your freezer between 0° F and 2°F.
The length of time that the food wil last depends on how fresh it K
was when you bought it. Local, in-season produce will last much Mmmmﬁuhmm w
longer than something thal has been shipped a long way. For all benefils many vegetables by helping them last

perishable food, use your nase and eyes lo delermine if it has.
gone bad. Sometimes, it may just be past its prime for raw ealing
but can be cooked—pears, apples, berries, or other fruil can be
made inlo sauces, crisps, or cobblers. Stale bread can be kepl
for breadcrumbs, French loast, of bread pudding.

« Thirk about o masy mezls yoult ook 3t home this
ek and how lorg before your naxt shopping tip

VLGS O D TS, NOto thia Quastiny
rumber of meals you're buying for

« Nt 1w
pons need

« Shop pour kitrhen fres and cobs ity
alrady hav

TOO GOOD
TO WASTE

Al frozen things should be in an airtight container with as much
air removed as possible. Air contains moisture thal creates

ice crystals that “burn® the food or make il deleriorale faster.
Freezing in a flat, reclangular, clear, glass conlainer works so
you can see your food and stack containers. Dorrt forgel to label
when it went in the freezer!

« Dow

Vegetable Frittata

Got leftover eggs and veggies on their way out? Make this delicious dish! You can substitute
the veggies for what you need to use up, from mushrooms to asparagus to potatoes.

ALREADY HAVE

b for ore lund

Ingredients

1 C shredded cheddar cheese
6 eggs

1/4C 2 percent milk

1/3 C parsley, minced

@

1 Ths olive oil

1/41b crimini mushrooms, sliced
3/4 C yellow onion, sliced

1/4C red pepper, sliced

1/4 C green pepper, shiced
1C spinach

1tsp salt

1 tsp black pepper

Preparation

—Preheat oven to 350°F.

— Heat oil over medium heat. Add mushrooms, onions, peppers and zucchini.
Sauté until soft, about 8 min.

0088008008800 80800800000000008000,

—Fold in spinach; add salt and er. TOO GOOD
COLEHOUR + COHEN ingresad 8- kg ‘ TOWASTE
- Place in greased 9 x 9-inch baking pan and top with cheese.
X i i — Whisk together eggs and milk. Pour over vegetable mixture. m
Public Relations & Social Marketing - Bake to an internal temperature of 155" F, about 45 minutes. Garnish with parsley. King County

...........'...'..............'..

e r el eE Nl e st eeetttnsetesesseseEREIRRR?
Recipe courtesy of PCC Natural Markets, comy/pec recipes/pc frittata




Media relations

o THE DAILY 104
e Daily Iowan :ics
POLITIC
HNEWSPAPER - ONLINE - TELEVISION INITIATI
SUNDAY, MARCH 22, 2015 |
HOME METRO SPORTS OPINIONS 80 HOURS FHOTO VIDEO

Iowa City officials test food waste initiatives

BY GRACE PATERAS | NOVEMBER 21, 2014 5:00 AM

[*<] SHARE EMAIL THIZ ARTIGLE

‘When it comes to recycling programs, an Iowa City organization has been recognized by a
government agency for exceeding in initiatives to better the environment and overall well-being of
the community.

Most recently, the Environmental Protection Agency recognized government officials from the Iowa
City Landfill and Recyeling Division for participating in an EPA food waste reduction pilot program.

EPA’s Midwest representative Gayle Hubert said Iowa City already had established sustainability
programs, and officials were more than willing to participate in the program “Food: Too Good To
Waste.”

Jane Wilch, Towa City recycling projects assistant who led the pilot program in Iowa City, said the
initiative’s main purpose is to get people familiar with the dangers of wasting food and to reduce
food waste in Iowa City households.

“By reducing the amount of food waste, you're saving money because vou didn't eat what you
bought,” she said. “Compost your food, and don’t throw it in the trash.”
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About Photos

PEOPLE

2,702 lkes

More ~

> Post ] Photo  Video

Liv Faris, Jan Kleszynski and 5 others like this
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Invite your friends to like this Page

ABOUT

Americans throw out 25% of the food they buy. Let's not
do that. Join us to learn about the hidden costs of
wasted food and share ideas and solutions.

htto:/www. WasteL essFood.com/

Reducing Food Waste at Home

Smart kitchen tips for reducing food waste at home. #Food #FoodWaste

How to Host a Salvaged Food
Dinner Party | #oodwaste
#ivaluefood ivaluefood.coml...

@ Pinned by
=== Sustainable America
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STALE BREAD
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10 Things to do with Stale Bread |
ivaluefood.com
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=== Sustainable America
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e something on this Page

Waste Less Food - Thurston Solid Waste

i Liked v [l v Following | Wi Message | see

Get our newsletter!

There are so many business opportunities to be more efficient (and
profitable) with our food! Retailers, restaurants and entrepreneurs are

5 paying attention!
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PRODUCE STORAGE CHEAT SHEET

f—_— =Ea

What category of food do you end
up throwing out the most? Ifit's
produce, you're not alone. The
average household ends up
throwing out 22 percent of the fresh

How Long Do Fruits and
Vegetables Last? Hang this handy
chart on your fridge so you know
where and for how long to store
everything! | Value Food
#oodwaste #ivaluefood

& Pinned by
== Sustainable America

YOU COOK AN
ABUNDANCE OF

FOOD SO EVERYONE
GETS ENOUGH

fruits and they buy.
That's more than two of every 10
strawberies! If you want to ensure
you'll eat all that healthy produce
before it goes bad, it helps to know
how long it will last and where to
store it for maximum shelf life. To
help, we created a produce storage
cheat sheet that you can print,
hang on your fridge, and consult
when you're unpacking your
groceries. ivaluefood.com
#ivaluefood #oodwaste
#oodstorage #produce

@ Pinned by
=== Sustainable America

HOW TO GET KIDS T

i WASTE LESS Fllll

10 Ways to Get Kids to Waste
Less Food | #ivaluefood
#oodwaste #parenting
#cooking ivaluefood.coml...

@ Pinned by
=== Sustainable America

Leamn more about how to start &

vermicomposting |
ivaluefood.com

From @EndFoodWaste to celebrate
#UglyFruitAndVeg. WHY? We waste as
much as 40% of produce since it's
different while 1 billion are hungry!
#UglylsBeautiful

Q #Funactivism on Planet Earth

& UglyFruitAndveg.org

/£, Tweet to Ugly Fruit & Veg

2 5 Followers you know

SIENES -

& 775 Photos and videos

IR 79 A

Social

TWEETS  FOLLOWING  FOLLOWERS

1,240 8,176 8,236

Tweets  Tweets & replies

Ugly Fruit & Veg @UsyFruitAndVeq

FAVORITES

12.1K

Photos & videos

Feb 16

"FINE, I'LL JUST SIT HERE AND STEW."
From @vegware #UglyVegSpa #BrothBath

#CarrotCleanse




Advertising

-ﬁﬁ‘.,_: Waste Less Food - Thurston Solid Waste ifs Like Page

What could you have done with this lemon instead of wasting it?
f

LS

Feed This' & .~ Not This

-l
&

We waste 25% of the food we buy.
Find out ways to WastelLessFood.com

Learn to Waste Less Food

Wasting food means wasting all the resources used to produce, package, store
and transport it. Schedule a free WasteLessFood presentation for your school,
office or group to learn how to waste less.

Learn More
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Step #10: Creating an Evaluation Plan

* Create evaluation plan before starting
implementation

* |deal is to measure actual behavior change

* Decide how you will measure against each
objective

 Set an evaluation timeline
 Look for trends in data
* Course correct if necessary

COLEHOUR + COHEN



Key Takeaways

* Focus on one specific behavior at a time
* Remove barriers & emphasize benefits

* Prioritize audiences and understand where
they are in behavior change continuum

* Emphasize personal contact
* Find ways to encourage social diffusion

* Measurement matters

COLEHOUR + COHEN



Thank You!

It's leftovers night. We'll save money
and won't waste food.

Translation:
| don't feel
ke cooking.

som@car‘d S

user card

COLEHOUR + COHEN



ood

TO WASTE

Questions?




West Coast Climate

& Materials Management Forum

Community-Based Social Marketing:
Achieving Sustained Behavior
Change

« West Coast Climate Forum:
westcoasiclimateforum.com

e Webinar archive:
westcoastclimateforum.com/annualwebinar



http://www.westcoastclimateforum.com/
http://westcoastclimateforum.com/annualwebinar

www.westcoastclimateforum.com/food

43 The West Coast Climate & Wik en
U Materials Management Forum

Managing Materials to Address a Changing Climate

Annual Meeting
Join Us! / Login
Food: Too Good To Waste Keep your food (and money) out of the trash! Seanh

Food: Too Good To Waste Home Why it Matters
Learn About Wasted Food

Whether it's moldy cheese, limp celery, or long lost leftovers in the back of the fridge, chances are you've
Waste Less Food at Home wasted food this week. And you're not alone. Americans waste about 25% of all food purchases, but communi-

few ties, families and individuals are working to toss less by making small shifts in how they shop, prepare, and
See What Other Comunities

% store food.
Are Doing!

e Get Your Community Started! The average family could save over $30/week ($1,600 a year) using this 0

« Acknowledgements toolkit. When we throw away food, we're also wasting all the water, energy
and other resources used to produce, package and transport food to
our plates.

Food is wasted when we:
* Buy more than we need
Store it incorrectly
Throw away leftovers
Cook too much
This toolkit includes strategies and tools that have been linked to a
25% reduction in household wasted food among pilot participants.

The best results come when a group or community of NRDC “Wasted” RBIIIJH
households use it together.

Who can use the Toolkit?

* This toolkit is designed for families and individuals to reduce wasted food at home.
* You can increase your impact by joining with your community or a group of households.
» Cities, schools, and parents groups have all used it.

* Government or community groups interested in hosting a campaign, can find resources on
our Get Your Community Started page.



http://www.westcoastclimateforum.com/food

Opportunities for Your Organization

Cities and States
*May sign up to endorse EPA’s Food Recovery Challenge
(commercial focus) AND implement Food: Too Good to Waste
(residential focus) with local businesses and technical assistance
providers

Colleges and universities
*May integrate information to support sustainability programs
aimed at the young adult demographic.

Community groups or non-profits
*Outreach through their social networks, or combine with a
community challenge.

Grocers, Restaurants, and other businesses
*May assist with outreach and provide incentives

Farmers Markets, CSA, and municipal waste management companies
Likely partners for implementation


http://www.epa.gov/foodrecovery/

Food: Too Good to Waste
Research Objectives

« Reach and Effectiveness
* Impact

For updates on the evaluation:
http://bit.ly/FTGTWeval

West Coast Climat#
& Materials Management Forum



http://bit.ly/FTGTWeval

West Coast Climate

& Materials Management Forum

Next Webinar:

Reducing GHGs in the Construction

Sector
When: May 12, 2015, 2:30-11 am PDT

« Speakers:
— Wes Sullens, Stop Waste in Alameda County (Moderator)
— Concrete and Asphalt Research Update
« Aaron Toneys, Good Company
« Stacy Ludington, Oregon Dept. of Environmental Quality
— Asphalt Case Study
« Jennifer Willer, City of Eugene
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& Materials Management Forum

We value your feedback!

3-5 minute evaluation will be sent
out In the follow-up emaill

westcoastclimateforum.com



http://www.westcoastclimateforum.com/

