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TODAY’S AGENDA

The Issue of Food Waste 
JoAnne Berkenkamp, NRDC 
 
Results of Save The Food Campaign  
Hilary Landa + Rachelle Reeder, The Ad Council 
 
NRDC’s Work with Partners 
JoAnne Berkenkamp, NRDC 
 
Local Example: Dakota County, MN 
Jenny Kedward, Dakota County 
 
Local Example: San Diego County, CA 
Barbara Hamilton, San Diego Food System Alliance 
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THE ISSUE

Up to 40% of food is wasted. 
 
Consumers account for 40% of all food 
waste.   
 
The average American family of four spends 
$1,500 on food that goes uneaten each year.  
 
Each individual tosses about 20 pounds of 
food per month. 
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21% 
of landfill content

THIS HAS SERIOUS RESOURCE IMPACTS  

21% 
of water use

19% 
of cropland

37M 
cars/year 

equivalent GHGs

18% 
of fertilizer

1 in 8 
Americans are 
food insecure
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Even though food waste is trending up,  
it’s still a little known issue. 
 
Most people believe they don’t waste 
much food… 
 
How can we change this reality?
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GRAPPLING 
WITH GOOD 
INTENTIONS
 

Our aspirations to be 
good caretakers, 
generous hosts, healthy 
and adventurous eaters 
lead to wasted food.

SELF-IMPROVEMENT  

SECURITY THOUGHTFULNESS

COMFORT



INFORM & INSPIRE

A wake up call to disrupt their habits.
 
And a call to action to create new habits.





Save The Food 
Campaign Update 



MOMS: MILLENNIALS:
The food gate-keeper

They are always trying 
to do better, but the 
reality of picky kids, 
hectic schedules and 
time pressure often 
get in the way. 

The socially minded

Engaged, idealistic, 
eager to help if we give 
them content, but busy 
with social lives which 
can get in the way of 
their meal plans. 

Dual Campaign Target  



Drive consumers to SaveTheFood.com 
to learn how to reduce food waste 
through: 
 
•  Better meal planning 
•  Smarter food storage  
•  Innovative recipes 
 
 



YouTube Link: https://www.youtube.com/watch?v=NjcwFF31cDo&t=1s  



Print/Outdoor

BuzzFeed Article  In-Store Placements

Web and Mobile Banners

Food Network Partnership  Vice Partnership 

TV/Online Video  Radio





Top 10 press hits reaching 
over 31M 

Social media influencer 
support: Joey Graceffa 
(3.2M), Mario Batali (1.5M), 
Tom Colicchio (650K), Fast 
Company (2.1M) 

MNR generated 220 
placements, 33K views, 
90M impressions 

Interviews at Feeding the 
5K event reached over 4M 
people 

Press Coverage at Launch 



Save The Food 
Campaign Update 

Digital & Media Partnerships 
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Clicks to site  
115K  

Impressions  
5.72M  

Reach 
3.8M 

Completed Partnership: 2016   



18 

Completed Partnership: April 2017   

•  Integrated campaign messaging into 
Chopped Jr. episode focused on creatively 
repurposing leftovers 

 
•  Created a :30 PSA featuring Ted Allen and 

Sam Kass 

•  Published “Easy Ways to Reduce Food 
Waste” article on FoodNetwork.com 

 
•  Created 4 co-branded social videos 
 
•  Promoted the episode, PSA, social videos, 

and article across their social platforms and 
newsletters 

•  Total Donated Media: $787K 



YouTube Link: https://www.youtube.com/watch?v=DjyGLUBuPHQ  
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Completed Partnership: 4/3/17 – 6/3/17  

•  Worked with The Pin Factory to develop 
unique creative for Pinterest: 9 regular 
pins and 2 cinematic pins 

•  These pins were promoted using $100K in 
media donated by Pinterest 

 
•  Results: 

•  8.5M Impressions 
•  800K Engagements 
•  15K Clicks to Site 



Campaign Results 



We’ve Seen Progress in Many Key Areas 

Exposure Awareness Engagement Impact

Online video views 
12M 

Recognize the PSAs 
24% 

Social followers 
28K 

Website sessions 
1.2M 

Believe that food 
waste is a big 
problem in the 
United States 

51% à 54% 
Donated Media*  
$35.5M 

*Preliminary Data April 2016 – May 2017 
 



$370K 
Print 

$14M 
TV 

$18M 
OOH 

$1.5M 
Digital 

Support By Medium 

$2M 
Radio 



Website Metrics (Apr 2016 - May 2017) 

24 

SaveTheFood.com  

1.8M     
Pageviews  
 

1.2M   
Sessions   
 

962K   
Users  
 

1:15  
Average session duration 
 

31.34%  
Bounce rate  
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215K  
Visits to Store It page 
 

155K  
Visits to Tips page  
 

75K  
Visits to Cook It page 
 

SaveTheFood.com  

Website Key KPIs (Apr 2016 - May 2017) 



Save The Food Social Channels 

Latest Results 

28K  
Total Followers 
 

3.8M  
Video Views on Facebook 
 

4.1M  
Social Engagements 
 

45M  
Total Social Impressions 
 



42% 

34% 

25% 

College grad 
or more 

High school 
grad or less 

Some college/ trade 
school 

Education 

51% 

49% Under $50K 

Over $50K 

Household Income 
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The respondents in this study were… 
Total respondents: 9,800 

67% 

14% 

12% 

7% 

White 

African American 

Other 

Hispanic 

Race/ethnicity 

34% 

35% 

30% 

35 - 54 

18 - 34 

55+ 

Age 

48% 52% 
Women Men 

Gender 

20% 

38% 

20% 22% 

Region 



Net PSA Recognition among General Market adults grew significantly from 
18% in May 2016 to a high of 31% in May 2017 
  
On average, around 24% recognized the campaign in the year after it launched 
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18% 

31% 
24% 

0% 

10% 

20% 

30% 

40% 

50% 

60% 

70% 

80% 

May 
2016 

Jun Jul Aug Sep Oct Nov Dec Jan 
2017 

Feb Mar Apr May Post 
Median 



21% 22% 28% 24% 

Apr 
2016 

Jul Oct Jan 
2017 

24% 23% 
32% 28% 

Apr 
2016 

Jul Oct Jan 
2017 
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12% 13% 13% 13% 

Apr 
2016 

Jul Oct Jan 
2017 

16% 19% 18% 18% 

Apr 
2016 

Jul Oct Jan 
2017 

11% 17% 16% 15% 

Apr 
2016 

Jul Oct Jan 
2017 

18% 22% 27% 23% 

Apr 
2016 

Jul Oct Jan 
2017 

More millennials are aware of all assets – and their recognition levels are 
higher than average Ad Council recognition levels 
Moms are more aware of Print/OOH assets 



Objective:  
 
Raise awareness of food 
waste as a problem   



31 

54% 

Over half of General Market 
adults strongly agree that food 
waste is a big problem in the 
United States 

Data from Apr 2016 – May 2017 

Those aware of the ads are 
equally as likely to agree food 
waste is a problem as those not 
aware of the ads 

54% 54% 

Not Ad Aware Ad Aware 
Data from Apr 2016 – Mar 2017 
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Almost 7 in 10 General Market 
adults agree that their individual 
actions can make a difference in 
reducing food waste 

69% 

Data from Apr 2016 – May 2017 

65% 
78% 

Not Ad Aware Ad Aware 

However, those aware of the ads 
more often agreed that their 
individual actions make a 
difference in reducing food waste 

Data from Apr 2016 – Mar 2017 



Objective:  
 
Generate greater public 
conversation around food 
waste 
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Yes
38% 

Nearly 4 in 10 General Market 
adults said that in the past year 
they have discussed or shared 
info with friends/family about 
wasting less food 

Data from Apr 2016 – May 2017 

However, significantly more 
respondents aware of the ads 
had these conversations 

33% 

64% 

Not Ad Aware Ad Aware 
Data from Apr 2016 – Mar 2017 



Objective:  
 
Educate and motivate 
consumers to reduce food 
waste 
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Almost 3 in 10 General Market 
adults said that in the past year 
they have sought information 
about ways to waste less food 

However, significantly more of 
those aware of the ads reported 
that they sought out information 

17% 

59% 

Not Ad Aware Ad Aware 
Data from Apr 2016 – May 2017 Data from Apr 2016 – Mar 2017 

Yes
28% 
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Around 7 in 10 General Market 
adults said that in the past year 
they have reduced the amount of 
food they throw away in the past 
6 months 

Data from Apr 2016 – May 2017 

However, significantly more of 
those aware of the PSAs 
reported that have taken steps to 
reduce food waste 

66% 

87% 

Not Ad Aware Ad Aware 
Data from Apr 2016 – Mar 2017 

Yes
70% 
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73% 74% 

Pre Post 

55% 60%* 

Pre Post 

69% 73%* 

Pre Post 

72% 73% 

Pre Post 

61% 61% 

Pre Post 

67% 71%* 

Pre Post 

65% 67% 

Pre Post 

57% 57% 

Pre Post 

Check fridge before 
shopping 

Avoid eating out when 
have food at home 

Make a plan before 
going shopping Use a shopping list 

Store food properly Eat leftovers 

Freeze food Reorganize fridge, 
freezer, pantry 

Millennials increased various Planning and Storage behaviors 



Campaign Results What’s Next? 



•  New digital banners that drive 
consumers directly to the revamped 
Cook It and Store It pages 

 
•  Amazon Alexa Save The Food skill  
 
•  Chef activation  

•  Creation of Live It and Share It 
sections on the site 

 
•  Community outreach materials 

 

In The Works 
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NEW COMMUNITY OUTREACH MATERIALS 
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NEW COMMUNITY OUTREACH MATERIALS 



Questions? 
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PARTNERS

We realized that we have a great 
opportunity to partner with stakeholders 
outside of the Ad Council’s media 
contacts to help promote the campaign 
and change people's behavior to 
reduce food waste.  
 
We’ve worked with various cities, 
counties, universities, private 
recycling and composting haulers, 
as well as food service companies, 
including Sodexo and Compass 
Group, to get the Save The Food 
campaign in their local communities! 
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TWIN CITIES, MN 
•  Six partners, including Dakota County, 

contributed a total of $28,350 to cover costs to 
print donated out-of-home ads within Twin Cities 
DMA, thanks to the Ad Council’s media contacts

•  Estimated to receive over 763M media 
impressions and $3.4M media value

SAN DIEGO COUNTY, CA 
•  San Diego Food System Alliance is engaging 

food waste generators within San Diego 
County by sector

•  Sectors include: Restaurants and Food Service; 
Universities and Hospitals; K-12 Schools;  
Grocery and Warehouses; Stadiums and Venues

 



in Dakota County, MN 

Jenny	Kedward	
Environmental	Specialist	



Minneapolis	 St.	Paul	



Why focus on wasted food? 

•  Food	17%	of	waste	
•  State,	county	goals	
•  Organics	recycling	is		
coming…	

•  GreenCorps	project		



Our goal 

Awareness	 Tools	

Less  
wasted  

food 
 in homes 



Dakota County Campaign 
Timeline:	March	–	December	2017	

Audiences:	
•  Families	with	young	children		

(Farmington,	Lakeville,	Rosemount)	

•  Young	professionals	
(Farmington,	HasTngs,	South	St.	Paul,		
Burnsville,	Eagan)	

Budget:	$90,000	for	campaign	

	

Rosemount	

Farmington	

Lakeville	 HasTngs	

South	St.	Paul	

Burnsville	
Eagan	



Partners 
Expected	
•  NRDC	
•  Ad	Council	
•  County	CommunicaTons	
•  CiTes		

•  CommunicaTons	Staff	
•  Local	Solid	Waste	Staff	

Unexpected	
•  Regional	peers	
•  City	video	producTon	staff	
•  Screen	Vision	
•  TradeDesk	
•  Community	EducaTon	
•  Grocery	Stores	
•  MN	PolluTon	Control	Agency	



ONLINE (Social media, e-news, websites, ads) 

Dakota	County	front	page	 City	Facebook	&	Twi>er	 City	webpage	



Print Ads 

Burnsville	Resident	Guide	 Lakeville	newspaper	
Farmington	Community	

Ed	Brochure	



Mailings: Articles, Direct mailer 
 

•  Fall	County	newsle^er		
arTcle	(Sept.)	

•  Direct	mailer	(Oct.)	

•  All	ciTes	must	have		
arTcle/ad	in	newsle^er	



OUT-OF-HOME (Billboards, posters) 

Posters	
40	buildings	

Billboards	
Clear	Channel	partnership	

Farmington		
garbage	trucks	



VIDEO  

Movie	theaters	
ScreenVision	Partnership	

	
	

Preview	at		
Movies	in	the	Park	

Public	Access	
PSA	+	City-made	videos	



County Fair  
All	about	prevenTng	wasted	food!	



OTHER 

•  Slides	on	monitors	(waiTng	areas,	city	hall	lobbies)	
•  Monthly	County	e-news	
•  Grocery	store	produce	signs	
•  Hockey	dasher	boards	
•  City	digital	marquees	
•  NaTonal	Night	Out	



Education & Resources 
• PresentaTons	
• Booths	at	Farmers	Markets	
• FTGTW	tools	online	and	printed	
• Food	waste	training	program	
• FTGTW	Challenge		
• Grocery	store	educaTon	



Questions? 
Jenny	Kedward	

Environmental	Specialist		
Jennifer.kedward@co.dakota.mn.us	

952-891-7043	



San Diego Food System Alliance



-	a	county-wide	food	waste	awareness	partnership	that	
leverages	the	naTonal	“Save	The	Food”	public	service	campaign,	
a	partnership	between	NRDC	and	the	Ad	Council.		



 
500,000 tons of food is wasted – 500,000 people live in 

poverty 
 

CA legisla8on to reduce food waste and increase dona8on 


Background and Objec8ves 



Overview of Campaign Assets 



•  Local	and	State	government	

•  Food	Recovery	Donor	Network	

•  Food	Recovery	Receiver	Network	

•  Sector-based	Resources	
•  Best	Management	PracTces	
•  Case	Studies	
•  Webinar	Series	
•  Convening	
•  LegislaTon	and	Grant	informaTon	

Metrics & Tracking
Awards & Recogni;on

Regional Network 
Building

•  Target	Food	Waste	Generators	by	Sector	
•  Restaurants	and	Food	Service	
•  UniversiTes	and	Hospitals	

•  K-12	Schools	

•  Grocery	and	Warehouse	

•  Stadiums	and	Venues	

Campaign Assets



Strategic Collabora8on and Timeline
•  Fall	2017	Awareness	Building	
•  Spring	2018	Behavior	Change	



Barbara Hamilton 
Director of Strategic Ini;a;ves 
barbara@sdfsa.org

	
SAVE	THE	DATE!	
	
Food	Waste	SoluAon	Summit	III	
September	26,	2017	
Jacobs	Center,	San	Diego	



THANK YOU 

QUESTIONS?  
SAVETHEFOOD@NRDC.ORG 


