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Executive Summary 
Overview 
Purpose and goals 
This report was authored by PRR Inc. with the support of Ecology staff. We have taken due care 
in the preparation of this report to ensure that all facts and analysis presented are as accurate 
as possible within the scope of the Study. This study researched how to best develop, 
implement, and manage an innovative public education and behavior change campaign with 
the goal of reducing food waste and food waste contamination in Washington State.  

We studied food waste related behaviors and attitudes and motivations, identified campaigns 
and messaging strategies, identified primary and secondary priority audiences, and explored 
opportunities to involve agency partners. 

 

Research approach: Mixed Methods 
Ecology employed mixed methods for this project. We first conducted a quantitative survey 
with a random sample of 15,000 households throughout Washington. During random sampling, 
we oversampled in areas with high Environmental Justice Screen Index scores (details on page 
12) to ensure we heard from a more representative sample of Washingtonians. We also used 
partnerships with community-based organizations (CBOs) to recruit for Spanish-speaking 
participants.  The survey received 1,477 responses from July 19 to August 14, 2023.  

Once the survey had concluded, we recruited from survey respondents to conduct an 
additional, online qualitative study. The study took place from September 13 through October 
25, 2023, and included 104 participants.  

Our participants were diverse in demographic characteristics such as age, gender, race and 
ethnicity, income, education, household size, and parental status. We found a wide range of 
perspectives on food waste.  
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Key Findings 
• Half of participants in each study (52% and 54% respectively) were not concerned about 

food waste, but “saving money” was motivating and resonating for everyone (94% and 
98%). 

• Participants said that practical tips and convenient strategies would be helpful, especially 
related to storage, optimal organization, and creating flexible recipes to use up foods. 

• Skills and knowledge related to food use come from cultural traditions, families, and 
upbringing. 

• Participants expect institutions and businesses to work together with communities to 
reduce food waste. 

• Participants suggested working with the next generation and young adults for both near-
term and sustained long-term food waste reduction. 
 

Recommendations 
• Raise awareness about food waste among the public. Frame outreach campaigns with a 

focus on cost savings. 
• Offer practical tips and easy to implement strategies in campaigns, including at grocery 

stores, on fridge magnets, via online tools, and in community spaces. 
• Encourage exploration of people’s cultural and ancestral roots to learn traditional 

culinary skills and pass on food related wisdom to the next generation. 
• Start initiatives that connect institutions, businesses, and communities to empower 

individuals and create momentum. 
• Engage children in schools and young adults via social media to start a cultural shift. 
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Quantitative Survey 
Main Findings 
People discarded a variety of foods for different reasons.   
The reasons people discarded foods included spoiling, made or bought too much, 
and past expiration date. 

Most frequently discarded foods: 

• Vegetables, fruits, and other leftovers: 18-23% of respondents discarded at least once a 
week, 36-42% discarded at least once a month 
o due to spoiling (40-65%) and made or bought too much (9-18%).  

Less frequently discarded foods: 

• Bread, dairy: 5-7% of respondents discarded at least once a week 
o  due to spoiling (42-44%) and past expiration date (18-25%). 

• Sauces: 5% of respondents discarded at least once a week 
o due to past expiration date (34%), and spoiling (25%) 

• Meat and poultry: 7% of respondents discarded at least once a week 
o  due to spoiling (34%), past expiration date (12%), and made or bought too much 

(10%). 

A variety of strategies could be used to help consumers make foods last longer. 

• Provide tips to improve storage in convenient ways such as in signage in produce aisles at 
the grocery store or a fridge magnet. 

• Share tips for using up foods and using leftovers to make new dishes on fridge magnets 
and through online tools (website or apps). 

• Promote labeling and then freezing food as an effective storage strategy. 
• Provide “eat me first" reusable or compostable tapes or stickers to help with fridge 

organization to reduce spoiling. 
• Promote a new habit of a weekly “use it up” day or meal. 

Framing food waste as a waste of money resonated. Participants 
wanted to learn more about strategies to reduce waste.  
What were people currently thinking and doing? 

• Most participants (86-99%) were already taking steps to reduce food waste. 
• Framing food waste as a waste of money resonated with most participants (96%). 
• Framing food waste as damaging to the environment did not resonate with one-third of 

participants (32%). 
• Participants who were concerned about food waste were more open to behavioral 

change strategies. 
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What were people willing to do next to reduce food waste? 

• Most participants (76%) welcomed practical tips. They believed their actions could make 
a difference (81-84%). 

• Participants wanted to learn more about improving storage and tips to use up foods in 
different ways. 

• Participants valued convenient and easy steps such as better packaging at the grocery 
store (91%), storage tips where they shop (88%), and fridge magnets (75-77%). 

• Participants welcomed educational campaigns to raise awareness (76-79%). 

Participants with children wasted more food but were also more 
aware and open to learning more about reducing their waste. 
Participants with children reported wasting more food in nearly all categories.  

• They were more likely to be concerned about the amount of food they threw away, 
suggesting self-awareness. 

• They were also more likely to be interested in a variety of different resources to reduce 
food waste. 

They would like to receive resources that empower the next generation.  

• Participants with children were interested in educational campaigns focusing on 
teaching grownups and kids to take care of the earth’s resources. 

• Participants with children were also interested in education programs organized by 
school districts focusing on reducing food waste.  
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Research Methods 
Overview 
Sampling 

• We aimed to get a representative sample of adults in Washington state by using address-
based random sampling in all counties in Washington. We sent mailers to 15,000 
randomly sampled households in all WA census tracks.  

• During random sampling, we oversampled in census tracts with a high EJScreen index 
score  to ensure we heard from groups who have been often excluded from public 
decision-making and tend to be less likely to respond to government agency surveys. 
EJScreen was developed by the EPA to provide demographic, socioeconomic and 
environmental information per geographic area. A high EJScreen index score indicates a 
large minority population, with greater socioeconomic vulnerability. 

• We also conducted a focused online panel for under-represented groups after the 
primary online survey closed, recruiting from the pool of survey respondents who 
expressed interest in participating. 

Recruitment 

Address-based sample survey recruitment 

• We mailed an invitation and a reminder postcard in both English and Spanish to 15,000 
households in Washington State. The survey fielded from July 19 to August 7, 2023.  

• We held a drawing for ten $100 gift card winners from the pool of survey participants as 
an incentive. 

Additional outreach in Spanish with community-based organizations 

• We also conducted Spanish language outreach through 3 community-based 
organizations and 12 community stores and restaurants to recruit Spanish-speaking 
participants to participate in the survey.  

Online panel survey recruitment 

• We conducted a paid online panel to prioritize specific groups that were 
underrepresented in the primary survey response pool. These included people who have 
children in the household; people without a college degree or higher; people who 
identify as Black, Indigenous, or people of color; and people who speak languages other 
than English at home.  

• We fielded the panel survey online from August 7 to August 14, 2023. All panel 
participants who completed the survey were compensated directly by the survey panel 
vendor.  

  

https://www.epa.gov/ejscreen
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Who we heard from 
• Overall, we received 1,477 valid responses to the online survey and panel. 
• Address-based primary survey: 877 responses (52 in Spanish, 825 in English). 
• Online-panel supplementary survey: 600 responses (all in English). 
• Participants were diverse in gender, race and ethnicity, household size and composition, 

income, education level, and language(s) spoken at home. 
• Participants were from all regions of the state (Figure 1) 

 
Figure 1. Survey participants' zip codes in Washington 

*Darker shading indicates more participants live in that zip code. 

Almost everyone who participated was responsible for multiple food related 
household activities. 

When asked what food related household activities they were responsible for, participants 
chose (they could check multiple answers): 

• 94% Grocery shopping 
• 92% Putting food into fridge, freezer, pantry, or other storage  
• 91% Preparing meals at home 
• 89% Disposing of garbage, recycling, and other waste 
• 74% Ordering meals from restaurants 
• 2% None of the above 
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Demographic profile 

Age and gender 

Age of the participants approximately follow a normal distribution as shown in Figure 2. 

 

Figure 2. Age distribution of survey participants 
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More women than men participated in the survey (Figure 3). There was 1.3% of folks who 
identified as non-binary or gender(s) not listed here. 

 

Figure 3. Gender of survey participants 
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Race and ethnicity, and language(s) spoken at home 

Distribution of participants’ race and ethnicity (Figure 4) is similar to Washington’s census 
results.  

 

Figure 4. Race and ethnicity of survey participants 
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Figure 5 shows languages spoken by the participants at home. Other languages listed by 
participants include Arabic, American Sign Language (ASL), Bahasa, Caddo, Dutch, Estonian, 
French, German, Greek, Guamanians, Hindi, Italian, Latvian, Lingala, Mongolian, Norwegian, 
Persian, Portuguese, Punjabi, Romanian, Swedish, Swahili, Telugu, and Urdu. 

 

Figure 5. Language(s) spoken at home by survey participants 
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Income and Education 

Our participants were spread out in income brackets as shown in Figure 6. 

 

Figure 6. Total household income in 2022 of survey participants 
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Four nine percent of the participants had a college or higher education, but we also heard from 
participants without a college degree, as shown in Figure 7. 

 

Figure 7. Highest level of education reported by survey participants 
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Number of children at home and household size 

Figures 8 and 9 show 44% of participants had children at home and two-person households 
were the most common group. 

 

Figure 8. Number of children under 18 years of age in participant’s household 

 

Figure 9. Total number of people living in participant’s household 
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Detailed Results 
Organization of the research questions 

• Given the extensive information available in the literature and in online resources about 
food waste, we structured our research questions to gain a comprehensive 
understanding of the current landscape for our Washington population in order to gather 
insights to inform the outreach campaign (See Appendix A for survey questions).  

• First, we asked about the types of food items being discarded, their frequency of 
disposal, and the reasons behind it (Figure 10). 

• Next, we asked about participants' perception about their food waste and their current 
efforts in reducing food waste.  

• Finally, we asked for suggestions on effective strategies and additional resources to help 
people reduce their food waste. Additionally, participants were asked to specify their 
preferred channels for receiving information related to food waste reduction and to 
recommend potential partners for our future campaign. 

 

Figure 10. Flowchart describing the sequence of research questions 
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What items are discarded and why? 
Vegetables and fruits were among the most frequently self-reported discarded food 
items, along with other leftover meals. Seafood, eggs, rice, and pasta are not 
discarded often.  

Vegetables and fruits were the most frequently self-reported discarded food items, along with 
other leftover meals (Figure 11). Seafood, eggs, rice, and pasta are not discarded often. 
Participants with children consistently discarded all categories except seafood, meat, and 
poultry at a higher frequency compared to participants without children. 

 

Figure 11. Frequency of discarding for different types of food 

*Labels that are 5% or less were dropped from the chart above to save space.  
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Spoiling was the most common reason participants reported that foods were 
discarded, followed by past expiration date, and made or bought too much (figure 
12).  

 

Figure 12. Main reasons why participants discarded food by type of food  

*Sauces also include dips, guacamole, hummus, dressings, pastes, etc.  
*Labels that are smaller than 5% were dropped from the chart to save space.  
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Most foods commonly discarded can be saved by better storage, buying less, and 
prioritizing eating older food first. 

Top reasons for discarding commonly discarded foods:  

• Vegetables and fruits: spoiling and made or bought too much.  
• Any other leftovers: spoiling and made or bought too much.  
• Bread, dairy: spoiling and past expiration date.  
• Sauces: past expiration date and spoiling. 
• Meat, poultry: spoiling, past expiration date, and made or bought too much. 

 
Even for rarely discarded foods, strategies such as tips to use leftovers in new dishes, 
tips for better food storage, prioritizing eating older food first and cooking less can 
be helpful.  

Top reasons for discarding rarely discarded foods:  

• Eggs: spoiling and past expiration date. 
• Seafood: spoiling. 
• Rice, noodles and pasta: made or bought too much, spoiled, and past the expiration 

date. 
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Current behaviors, attitudes and concerns related to food waste.  
Overall, most people have already taken steps to reduce their food waste (Figure 13).  

 
Figure 13. Frequency of how often people took specific steps or actions to reduce their 
household food waste 

*Labels that are smaller than 5% were dropped from the chart to save space.      
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Around half of participants (52%) said they were “not at all” or “not too concerned” 
about their food waste (Figure 14). 

• Participants who identify as BIPOC (n=442) are more likely to be concerned than non-
BIPOC participants. 

• Participants with children (n=603) are more likely to be concerned than participants 
without children. 
 

 
 
Figure 14. How concerned were participants about the amount of food they throw away 
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Most participants agreed that throwing away food was a waste of money. Most said 
they could reduce their waste and were open to practical tips and steps to reduce 
waste (Figure 15).  

 

 
 
Figure 15. Participants’ agreement or disagreement with 6 statements describing various 
sentiments and behaviors related to food waste 

*Labels that are smaller than 6% were dropped from the chart to save space.     
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Having children at home, BIPOC identity, educational level, and income were related 
to people’s attitudes on food waste (Table 1).  
 

Table 1. Correlations among different groups and attitudes on food waste 

Significantly more likely to 
agree with the following 
statement (significant at 
p<0.01) 

Participants 
with children 

Participants 
who identify 
as BIPOC 

Participants with 
college or higher 
degree 

Participants with 
lower income (< 
60% WA state 
median) 

Throwing away food 
damages the environment.   X  

I can reduce how much 
food my household throws 
away. 

X X X  

The steps I personally take 
to avoid wasting food can 
make a big difference in 
our society. 

  X  

I feel guilty when I throw 
away food. X    

Practical information, 
ideas, and tips could help 
me reduce food waste at 
home. 

X X  X 

 
Participants concerned about food waste (48%) were more open to strategies and 
tips to reduce food waste. 

Concerned participants were more likely (p<0.01) to agree with the following statements, 
compared to participants who were not concerned about waste: 

“Throwing away food damages the environment.” 
“I can reduce how much food my household throws away.” 
“The steps I personally take to avoid wasting food can make a big difference in our society.” 
“I feel guilty when I throw away food.” 
“Practical information, ideas, and tips could help me reduce food waste at home.” 

This suggests that raising awareness is a key step in the campaign to motivate behavioral 
change. 
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Resources and Interests 
Tips to improve food storage were the most helpful resource, as shown in Figure 16. 
Reducing grocery bills and making food last longer were both motivating for many 
participants (Figure 17). 

 
Figure 16. Level of helpfulness of different strategies to reduce food waste 

 
Figure 17. Participants rated how motivating two incentive statements are for reducing food 
waste 
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Participants wanted strategies for storing food to extend freshness, creating meals 
from foods that need to be used up, and using all parts of the food they buy (Figure 
18). 

 
Figure 18. Participants rated which strategies they are more likely to do more often (if given 
more information) to reduce food waste 
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Participants expressed the most interest in stay-fresh-for-longer packaging and 
storage tips in grocery stores (Figure 19). 

 
Figure 19. Participants rated their level of interest in eleven different tips/strategies for reducing 
food waste 

*Regarding the last item, participants with children are significantly more interested in student 
and parent education in schools compared to participants without children. 
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Participants with children were more likely to be interested in the following 
resources: 

• Meal planning apps or tools for generating shopping lists. 
• Online tools or apps with suggestions and recipes to use up food. 
• A fridge magnet reminder on how to properly store produce to make it last longer. 
• A fridge magnet with tips on how to substitute ingredients in recipes. 
• Storage tips in the produce area at the grocery store. 
• Storage tips and recipe ideas from grocery store apps. 
• Consumer education and ads focusing on teaching adults and children to take care of the 

earth’s resources. 
• Student and parent education in schools. 
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Almost half of all participants preferred to receive information about reducing food 
waste from a website or by email (Figure 20). 

 

Figure 20. Participants’ preference for communication channels to receive information 
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Many different channels exist to communicate with people across multiple ages 
(Table 2). 

• Age groups between 18-44 were considered priority groups, at least 25% of each of these 
groups listed the following in the top 5 preferences: Email, Website, Facebook, 
Instagram, Newspaper, TV.  

• All of these, with the exception of Instagram, worked for older groups as well. 
• Additional top preference for 18-24: TikTok. 

Table 2. Top five preferences for communication channels by different age groups 

Age Groups Top 5 preferences (from left to right) 

18-24 (n=82) TikTok (59%) Instagram 
(44%) 

TV (43%) Website 
(33%) 

Email (32%) 

25-34 
(n=223) 

Email (52%) Website 
(48%) 

Facebook 
(41%) 

Newspaper 
(38%) 

Instagram 
(37%) 

35-44 
(n=354) 

Email (51%) Website 
(44%) 

Facebook 
(34%) 

Newspaper 
(30%) 

Instagram 
(25%) 

45-54 
(n=253) 

Email (56%) Website 
(49%) 

Facebook 
(41%) 

Newspaper 
(31%) 

TV (29%) 

55-64 
(n=206) 

Website 
(55%) 

Email (40%) Facebook 
(30%) 

Newspaper 
(30%) 

TV (29%) 

65-74 
(n=170) 

Website 
(51%) 

Newspaper 
(42%) 

Email (39%) TV (31%) Facebook 
(20%) 

75+ (n=62) Website 
(60%) 

Newspaper 
(47%) 

TV (31%) Email (27%) --- 
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Qualitative Study 
Main Findings 
Participants cared about the issue of food waste and would like to see 
an increase in awareness about the topic. 
What we heard 

• Participants shared that they cared about environmental issues, healthy eating, and 
serving their communities. 

• Most had a busy schedule and welcomed convenient or easy solutions. 
• Most felt they were already making some effort to reduce food waste but were open to 

doing more. 
• Participants reported that learning about the cost of food waste is especially motivating. 
• Participants reported increased awareness after participating in this study. 

Our recommendations 

• Increase Washingtonians’ awareness of the issue through campaigns and programs. 
• Frame campaigns in terms of cost savings. 
• Provide practical tips and easy to implement strategies, such as providing storage tips at 

the grocery store, and including tips on how to use up foods through creative recipes 
shared via online tools or apps.   

Participants reported successes and challenges in planning, 
shopping, and cooking.   
What we heard 

• Many participants had already worked to reduce waste by using a shopping list. 
However, overbuying through large packages or discounts and impulse purchases were 
also common. 

• Cooking at home offered health benefits but could add stress to busy schedules. 
• Many participants would like to improve their ability to cook with more flexible recipes. 

Some participants who grew up in traditional cultures noted being more comfortable 
with flexible cooking based on available ingredients. 

Our recommendations 

• Tailor campaign for people with busy schedules. 
• Offer easy to use tools or apps to help with planning and creating flexible recipes. 
• Increase awareness about how much money can be saved by avoiding overbuying and 

impulse purchases. 
• Encourage people to embrace traditional food practices from their cultural heritage(s) 

and learn meal planning and flexible cooking skills in the process. 
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Participants asked for tips to improve food storage and wanted to 
learn more about composting. 
What we heard 

• Although participants already thought about properly storing foods, they were open to 
tips on how to improve further.  

• Many already composted (and recycled clean packaging containers) or fed food waste to 
animals. Participants welcomed more access to information about composting. 

• The issue of food waste was most salient during disposal. 

Our recommendations 

• Offer practical tips and tools on how to optimize storage and organize the pantry and 
fridge (e.g. putting perishables in easier to see and clearly marked locations). 

• Increase access to composting and awareness when possible (e.g. community-based 
composting, curbside pickup). 

• Use the strong emotions associated with wasting food as a motivating factor to raise 
awareness and motivate behavioral change. 

Participants suggested Ecology work with the next generation and 
involve institutions. 
What we heard 

• Families with young children reported wasting more food and that reducing waste was 
challenging. 

• Families with young children were interested in education programs specifically 
developed for younger audiences.  

• Some participants were not confident that their personal efforts would have any major 
impact.  

• Some participants felt it was unfair to only ask individuals to reduce waste and felt that 
the onus should fall more strongly on businesses and institutions. 

• Some participants suggested social media campaigns as a good way to promote 
messaging around reducing food waste. 

Our recommendations 

• Consider programs or campaigns that focus on empowering both grownups and children 
to reduce food waste to initiate a cultural shift. 

• Emphasize what businesses and institutions are doing to help play a role in reducing 
food waste by highlighting success stories.  

• Instill a sense of community working together. 
• Take advantage of social media and online platforms to engage the next generation and 

raise awareness. 
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Research Methods 
Overview 
Participant recruitment 

• We wanted to have 100 people participate in the paid, in-depth study, and knew from 
experience that about half of the people we invited would participate. We invited 202 
participants to join the qualitative study from a pool of 772 survey participants who 
expressed interest in joining a future study. 105 of them participated.  

• The study fielded from September 13 to October 25, 2023. Participants completed the 
activities at their own pace in 4 to 6 weeks. There were 7 activities with open-ended 
questions, multiple choice or ranking, and photo upload tasks.  

• We created a similar set of questions in Spanish and had the same study in a Spanish 
version for Spanish-speaking participants, as seen in the figure below.   

• Out of 105 participants, 69 completed all the activities, shown in Figure 21. 
• We compensated the participants $25 per activity, up to $200 per participant. We 

distributed $16,380 in gift cards in total.  

 

Figure 21. Number of participants per language in the qualitative study  

Expenses 

• Online qualitative research platform for a 6-week study cost $6,500. 
• Participant compensation in gift cards plus fee totaled $16,380. 

Table 3. Number of participants who were invited, signed up, completed at least one activity, 
and completed all activities, per study language 

 Invited  Signed 
up  

Completed 
Activity 1  

Completed all 
activities  

 

English  162  96 (100%) 87 (91%)  61 (64%)   

Spanish 40  24 (100%) 18 (71%) 8 (33%)  

* There were three participants who were invited to participate in the Spanish study but 
requested to switch to the English version. 

83% 17%

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

Study Language 
(n = 105)
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Demographic profile 
Age and Gender 

Age groups that had the highest number of participants were 35-44, 45-54 and 25-34, as shown 
in Figure 22. 

 

Figure 22. Age distribution of qualitative study participants 
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More women than men participated in the study (Figure 23). There were 5% of folks who 
identified as non-binary or gender(s) not listed here. 

 

Figure 23. Gender of qualitative study participants 
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Race, Ethnicity and Home Language 

Compared to the census data, we heard from more people who identified as non-white, as 
shown in Figure 24. 

 

Figure 24. Race and ethnicity of qualitative study participants 
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Figure 25 shows languages spoken by the participants at home. Other languages included 
Caddo, Dutch, Hawaiian, Lingala, Portuguese, Pulaar, and Punjabi. 

 

Figure 25. Language(s) spoken at home by qualitative study participants 
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Income and Education 

Our participants were spread out in income brackets as shown in Figure 26. 

 

Figure 26. Total household income in 2022 of qualitative study participants 
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Four five percent of the participants had a college or higher education, but we also heard from 
participants without a college degree, as shown in Figure 27. 

 

Figure 27. Highest level of education reported by qualitative study participants 
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Children in the household 

Figures 28 and 29 show 53% of participants had children at home and households with two 
children were the most common group (25%), followed by households with 1 child (18%). 

 

Figure 28. Number of participants who have children in their household 

 

Figure 29. Number of children in participant’s household 
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Additional information about study participants 
Sample with different perspectives 

• As part of the screening process to invite participants for the qualitative study, we 
aimed to seat a panel of participants with different perspectives on food waste.  

• Survey participants told us how much they were concerned about food waste in their 
responses. Therefore, we invited participants with different levels of concern about the 
issue, as shown in Figure 30. 

• In the qualitative study sample, 45% of participants expressed concern about the 
amount of food they threw away, and 55% were either not too concerned or not at all 
concerned.  

 

Figure 30. Participants’ level of concern about the amount of food they throw away 
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Participants cared about their culture, their families, and the environment. 

Participants and their families came from diverse cultural backgrounds. 

• “We are American, but my husband is part Mexican through his grandmother. We 
adopted an Alaska Native child and try to learn as much as we can about her native 
culture.” (Woman, American Indian or Alaskan Native and White, 45-54, $50k to $99k, 
living with child(ren) <18) 

• “I am Taiwanese, and my husband and roommate are White.” (Man, Asian or Asian-
American, 25-34, $100k+) 

• “We are white Americans and practicing Christians and that influences most of our 
holidays and traditions.” (Woman, White, 35-44, $100k+, living with child(ren) <18) 

Many participants were parents, were close with extended family, and/or pet owners.  

• “I’m a new resident of central Washington along with my husband and my newborn son. 
The most important things to me are my family, health of myself and my family, and 
spending quality time together.” (Woman, White, 25-34, $50k to $99k) 

• “I enjoy exercising, spending time with family, eating together and exploring new places 
together.” (Spanish) (Woman, Hispanic or Latina, under 25, under $50k, 
multigenerational household, living with child(ren) <18) 

Participants were concerned about the environment and climate issues. 

• “I am a retiree who cares about the environment. I am practicing ways to reduce waste 
and lower my carbon footprint.” (Woman, White, 55-74, $50k to $99k) 

• “I think issues about sustainability and climate change are really important, especially at 
municipal levels, such as how cities are built and can be more sustainable (better 
stormwater/sewage systems, food recycling, building more efficiently, etc.)” (Man, 
Asian or Asian American, 25-34, $50k to $99k) 

Many had busy schedules but enjoyed serving their community. 

Many participants had busy schedules. 

• “I don’t always have the time to cook meals as I spend a lot of my time working, 
exercising, and spending time with others.” (Woman, White, 25-34, under $50k) 

• “Due to long work hours and poor work-life balance, we often go for quicker meals and 
ready-made or processed foods.” (Woman, Asian or Asian-American, 25-34) 

Participants enjoyed serving their community. 

• “I just earned my teaching degree and am subbing at a local middle school where I 
would like to become a full-time math teacher. Family, kindness, and giving back to my 
community are all pretty important to me.” (Woman, White, 45-54, $100k+, living with 
child(ren) <18) 

• “With a regular schedule, I'll be able to return to volunteering at a Seattle Public Library 
branch as a Homework Helper. I'm looking forward to this as well as finding another 
volunteer position somewhere else.” (Woman, White 45-54, under $50k) 
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Some participants practiced self-sufficiency through backyard food gardens, compost bins, 
and/or raising livestock. 

• “I grow a fair amount of our family’s foods and buy both meat and veggies from local 
farms. We compost veg scraps for use in our garden or feed them to our chickens. As a 
result of our practices, we produce very little food waste, and scraps go back into our 
yard.” (Woman, American Indian or Alaskan Native and White, 45-54, $100k+) 

• “I have a micro container garden. I'm wondering what I can grow indoors this winter.” 
(Woman, White, 45-54, under $50k) 

Participants cared about healthy eating, but cooking was not always enjoyable. 

Many participants were focused on eating healthy.  

• “I have had several health issues over the last year so I started eating more healthy and 
taking supplements to improve my health.” (Woman, White, 45-54) 

• “I enjoy cooking and want my kids to eat as much as veggies and fruit as possible.” 
(Woman, White, 35-44, $100k+, living with child(ren) <18) 

Most participants regularly ate a variety of foods and had a few staple meals that were 
popular among their household. 

• “We eat a diversity of foods, but our main food is rice dishes from Senegal. We cook a 
rice and fish dish, meat and onion sauce, okra and seafood. The other foods we make 
are fast and easy meals like tacos.” (Women, White, 45-54, $100k+, living with child(ren) 
<18) 

• “We eat meat, mostly chicken and turkey. My husband is sensitive to gluten, so a lot of 
meals we eat are gluten free. My kids and I love yogurt and apples. My husband enjoys 
berries.” (Woman, White, 35-44, $50k to $99k, living with child(ren) <18) 

Participants had mixed feelings about cooking. 

• “I don’t like to cook but eating healthy is one of my priorities, so I don’t mind doing it.” 
(Spanish) (Woman, Hispanic or Latina and White, 35-44, under $50k, living with 
child(ren) <18) 

• “Sometimes I enjoy cooking, mostly it's just a task that needs to be done that benefits 
my health and my wallet.” (Woman, White, 45-54, $100k+, living with child(ren) <18) 
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Detailed Results 
Summary of Results 

• We obtained rich data from the 6-week long online qualitative study. To present all of 
our findings in a meaningful and easy to follow manner, we broke down our detailed 
results into two parts.  

• First in Part 1, we focused on findings about participants’ behaviors and opportunities 
relevant to the campaign. In this section we presented the findings for each stage 
through the journey of food: planning and shopping, cooking, storage, and disposal 
(Figure 31).  
o For each stage in this journey, we organized our findings using a SWOC (Strengths, 

Weaknesses, Opportunities, and Challenges) analysis framework (Figure 32).  
o For example, for the planning and shopping stage, we identified participants’ 

strengths (what they were already doing successfully to reduce food waste), 
weaknesses (where they failed to reduce food waste), opportunities (where they 
can improve) and challenges (barriers they faced that prevented them from 
reducing food waste). 

o At the end of each stage, we presented corresponding recommendations to 
address the weaknesses, challenges and opportunities identified earlier.  

• Next, in Part 2 of detailed results, we presented findings following specific focuses or 
themes. There are five different topics, outlined in Figure 33.  

  

Part 1. Journey of Food 

 

Figure 31. A flow chart describing the journey of food  

 

Strengths 
Identify strategies or practices participants 
are already doing to limit their food waste. 

Weaknesses 
Identify areas where participants are falling 
short of limiting food waste. 

Opportunities 
Identify opportunities for participants to 
grow or improve their current food saving 
practices. 

Challenges 
Identify barriers that may prevent 
participants from adopting solutions to limit 
food waste. 

Figure 32. SWOC analysis key terms and definitions for the organization of findings in Detailed 
Findings Part 1. Journey of Food 

1. Planning 
and 

Shopping
2. Cooking 3. Storage 4. Disposal



 

Publication 24-07-022 Use Food Well Research Report 
Page 49 May 2024 

Part 2. Special Focus 

 

Figure 33. A diagram showing the list of five sections highlighted in the detailed findings section 
Part 2. Special Focus 
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Participants Who Grew up in Non-US Cultures

Partnerships Between Individuals and Agencies

Participant Feedback for the Study
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Journey of Food 1 – Planning and Shopping 
Strengths 

Participants have already planned ahead to reduce their food waste. 

Participants used a shopping list for most of their grocery shopping. 
• “I use a note pad on my phone and add the foods I need and take off the foods I don't 

need. It helps me stay focused and not buy what I don't need.” (Man, White, 25-34, 
under $50k) 

Some participants’ diets did not vary much week-to-week, so, their shopping habits are 
consistent. 

• “We tend to order the same/similar base ingredients each time, and then mix up what 
we make with them. If we're looking to make something that needs unique ingredients, 
we might augment our usual staples to support that, but by and large, our shopping cart 
looks very similar trip over trip.” (Man, White, 35-44, $100k+) 

Participants planned daily and/or weekly meals around ingredients they had on-hand. 
• “We mostly buy food that looks good, and then plan day of what to eat, depending on 

what food we have already bought.” (Man, White, under 25, $100k+, living with 
child(ren) <18) 

Only a few participants bought ingredients for one specific meal regularly. 
• “I will buy what is on sale almost always. Unless it is a staple like milk or bread. My lists 

usually consist of things specific to a meal or what we may be out of.” (Woman, Black or 
African American and White, 35-44, $100k+, living with child(ren) <18) 

43% of participants shopped once a week and 30% shopped 2-4 times a week (Figure 34) 
Question: How often does your household shop for food? Going to multiple stores in one trip 
counts as one time. Please give your best estimate on average. (n = 113) 

 
Figure 34. Frequency of how often participants shopped for food (daily, weekly, monthly) 

 

  

4% 21% 43% 30% 2%

Once per month 2-3 times per month Once per week

2-4 times per week Every or almost everyday
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About half shopped with a list most of the time or more. Almost a quarter (22%) used a list every 
time (Figure 35). 
Question: How often does your household shop with a meal plan or a pre-planned list?  
(n = 106). 

 
Figure 35. Frequency of how often participants shopped with a meal plan or a pre-planned list  

Weaknesses 

Participants mentioned impulse buying and a lack of routine as barriers to planning. 

Participants often impulse-bought at least 1-2 items per shopping trip. 

• “Maybe a third is what I buy every week: favorite vegetables (cucumbers) or basics for 
sandwiches. Most of what I buy is spontaneous.” (Woman, Asian or Asian American, 45-
54, $100k+) 

• “I’d say 75% or more is from the list. We mainly shop at Costco so there’s always a lot of 
temptation in the form of other things to buy.” (Woman, White, under 25, $50k to $99k, 
living with child(ren) <18) 

Some participants had a hard time routinely planning meals ahead of time. 

• “I hate trying to think of what to have for dinner every day.” (Woman, White, 45-54) 
• “I need a meal calendar, but I've been busy.” (Woman, American Indian or Alaskan 

Native and White, 45-54, $50k to $99k, living with child(ren) <18) 

Some participants preferred not to make a list when they shopped for food. 

• “I hate cooking so generally I just go and grab some ingredients I know I can use for a 
few meals or snacks.” (Woman, White, 35-44, $100k+) 

Opportunities 

Shopping list tools and increased awareness of potential waste during planning and 
shopping would help reduce waste. 

Participants used grocery apps or other apps with built-in lists. 

• “I typically use grocery pickup and will order online […] I normally stick with what we like 
to eat and reorder from my usual list.” (Woman, White, 35-44) 

• “I use a list so I don't forget anything. I add things as we run out of them throughout the 
month. I code them according to the store I get them from and where they are located 
in the store so I can shop more efficient. I use the app That Shopping List.” (Woman, 
American Indian or Alaskan Native and White, 45-54, $50k to $99k) 

19% 12% 21% 27% 21%

Very rarely Sometimes About half the time Majority of the time Almost every time
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Participants often thought about food waste when planning or shopping. 

• “When I'm shopping, I'm thinking about not buying too much… I actually never realized 
how much I think about [food waste] until now!” (Woman, White, 35-44) 

• “[I think about food waste] most often during purchasing... usually we ask ourselves if 
we're going to be able to eat all of what we're buying and adjust quantities if we're 
concerned about it.” (Man, White, 35-44, $100k+) 

Participants began planning more frequently over the course of the study. 

• “Yes my behaviors have changed [during this study]. I have been searching out different 
products for food storage. I also have been trying to shop better and know what I have 
for meals before I go to the store for the week.” (Woman, White, 45-54) 

 

Current food prices could be a motivator. Higher grocery store density would encourage 
people to shop more and buy less if practical. 

Higher food prices incentivized participants to improve their food management practices. 

• “Food has gotten very expensive so cost is a major consideration. Some products I 
prefer a name brand and others I buy whatever is cheapest or on sale. We primarily 
shop at the Safeway that is very close to our house for convenience.” (Woman, White, 
45-54, $100k+, living with child(ren) <18)” 

Participants prioritized freshness, and convenience of the store when shopping. 

• “I would say the most important considerations are freshness and how appealing the 
food sounds in the moment. I would also say convenience is an important factor in 
shopping decisions. Things that are easy or quick to cook or take for lunch and work.” 
(Man, White, under 25, $100k+, living with child(ren) <18) 

• “I prefer the cost savings of WinCo when doing a big shopping trip, but the distance 
from my home makes it inconvenient to shop there. So quick trips I think about what I 
am making and that dictates where I closer to home.” (Woman, White, 45-54, $100k+, 
living with child(ren) <18) 

Challenges 

Busy schedules and overbuying led to more waste. Simple strategies could help people with 
busy lives to plan and make smart purchases. 

Some participants viewed meal planning and shopping as extra work. 

• “I work long hours, more than I should. Creating that boundary and focusing on the life 
part would be advantageous in so many ways - including food shopping, prep, and use.” 
(Woman, White, 45-54, $100k+) 
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Participants said looking for sales and discounts to save money sometimes led to overbuying and 
changing meal plans. 

• “[My] family likes variety and we [shop at] Costco for items that are cheaper even if we 
end up throwing some out.” (Man, White, 35-44, $100k+, living with child(ren) <18) 

• “I usually buy vegetables in bulk cause they are cheaper that way. The problem is, 
prepping all the veggies [for storage] takes so long so I tend to avoid it as much as 
possible until it's too late.” (Woman, Asian or Asian American, 25-34, $50k to $99k, 
living with child(ren) <18) 
 

Options for smaller packages would help smaller households. Tips on how to use up all 
parts of the food would also be useful.  

Especially among smaller households, packaged foods usually came in such large quantities that 
it is difficult to use all up in time. 

• “[I would produce less food waste] if grocery stores made it more affordable to buy 
small quantities.” (Woman, White, 25-34) 

Participants did not know how to use up all parts of the food. 

• “[We produce more food waste] when there's a large quantity of inedible aspects of the 
item... things like corn husks, woody stems of broccoli/asparagus, strawberry stems 
etc.” (Man, White, 35-44, $100k+) 

Recommendations – Planning and Shopping 

• Frame planning and shopping tips and tools as strategies to save money. 
• Promote awareness of how overbuying from sales and discounts results in higher waste 

and loss.  
• Build awareness of different shelf-lives of products or strategies to extend food life. 
• Encourage a more mindful perspective on food and grocery shopping. 
• Encourage a new habit of “shopping in your pantry and fridge first” before grocery trips 

to use up food on hand – tie it to the idea of a “use it up” day or meal. 
• Increased grocery store density within neighborhoods may encourage people to shop 

more and buy less (if practical), ultimately wasting less. 
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Journey of Food 2 – Cooking 
Strengths 

Many participants used improv cooking, had routine meals, or used “first in, first out” rule 
to reduce waste. 

Participants used the “first in, first out” method to cook foods that were closer to expiration first. 

• “Another thing that is important to me is that I don’t waste food. Sometimes I will make 
a certain meal or dish because a certain food or item needs to be used.” (Woman, Asian 
or Asian American and Native Hawaiian or Pacific Islander, 35-44, $100k+, living with 
child(ren) <18) 

• “I bought a bag of potatoes and I am trying to use them all before they go bad.” 
(Woman, White, 35-44, living with child(ren) <18) 

Participants had staple or routine meals that they prepare every week. 

• “It's part of a planned meal. We like to have pizza one day during the weekend.” 
(Woman, White, 35-44, $50k to $99k, living with child(ren) <18) 

• “This is a regular breakfast meal that I make often. It is normally on my meal plan and 
shopping list, so I am used to making it and avoiding waste.” (Man, White, 35-44) 

Some participants were good at cooking a meal with ingredients on-hand using improv cooking 
skills. 

• “I didn’t plan, I just used what I already had at home.” (Spanish) (Woman, Hispanic or 
Latina, under 25, living with child(ren) <18) 

• “I didn’t purchase any ingredients specifically for this meal. I repurposed left over 
parmesan crisps and sauce from other previously prepared meals. I reworked the lemon 
garlic sauce to work for this meal (recipe derived from some HelloFresh recipes I’ve used 
in years past)” (Woman, Hispanic or Latina and White, 35-44, $50k to $99k, living with 
child(ren) <18) 
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Participants showed us how they used up ingredients they had on-hand (Figures 36 and 
37). 

 

Figure 36. A counter-top showing various foods and ingredients that a participant already had in 
their fridge and household storage  

“Breakfast hash/breakfast burritos is a go-to to try to get rid of things.” (Man, 25-34, Asian or 
Asian American, $100k+) 

 

 

Figure 37. Ingredients that a participant would use to cook a meal with 

“I bought it all for this meal, except the sauce which was left over from last week's pizza. We 
have pizza on the weekend so the ingredients left over will get used again soon.” (Woman, 35-
44, White, $50k to $99k, living with child(ren) <18) 
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Most participants cooked often: 35% cooked more than once a day and 41% cooked 4-7 times 
per week (Figure 38). 
Question: How often does your household cook? (n = 106) 

 

Figure 38. Frequency of how often participants cooked per week  

*Note: Question options not selected by any participants include “Once per month or less” and 
“2-3 times per month”. 

Weaknesses 

Cooking the right amount was hard for many households. 

Family members did not eat the food that was prepared. 

• “Honestly, feeding our children [is a challenge]. One of whom is one and throws 
everything on the floor. The other is four and hates everything, but we still put some on 
his plate to expose him to it.” (Woman, White, under 25, $50k to $99k, living with 
child(ren) <18) 

• “Preparing food for my family and assuming that everyone will be eating together at 
home, when in reality, sometimes they will eat out or they prefer other meals. Or the 
food I prepared wasn’t what they wanted to eat or they are invited to eat out or they 
gave pizza at work.” (Spanish) (Woman, Hispanic or Latina, 45-54, living with child(ren) 
<18) 

Participants sometimes cooked too much. 

• “My biggest challenge is not over cooking. I realize my family doesn't eat leftover food, 
but I rarely am able to cook without creating them.” (Women, White, 45-54, $100k+, 
living with child(ren) <18) 

Some participants choose not to eat and/or forget about leftovers. 

• “Leftovers were thrown out. It would have been avoided if the family would do a better 
job of eating and reusing Leftovers.” (Women, White, 45-54, $100k+, living with 
child(ren) <18) 

• “I forgot the risotto was in there. I could have frozen it or given it to someone.” 
(Woman, White, 25-34) 

  

5% 18% 41% 37%

Once per week 2-3 times per week (or once every 2-3 days)

4-7 times per week More than once a day
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Opportunities 

Participants were interested in eating healthy and learning new skills. 

Participants (especially many Spanish-speaking participants) preferred the health benefits of 
cooking at home. 

• “Sometimes I enjoy cooking, but mostly it's just a task that needs to be done that 
benefits my health and my wallet.” (Woman, American Indian or Alaska Native and 
White, 25-34) 

• “I do enjoy cooking. I enjoy eating good and healthy food. I also know that if I cook a 
meal I know what is going into the meal and what nutrients my family is getting, which is 
important to me.” (Woman, Asian or Asian American and Native Hawaiian or Pacific 
Islander, 35-44, $100k+, living with child(ren) <18) 

• “I like to cook healthy foods that are tasty and that will keep my family full and that I’m 
cooking in my clean kitchen, washing my hands well, avoiding cross contamination with 
meats and veggies, and knowing that I am cooking with love.” (Spanish) (Woman, 
Hispanic or Latina, 35-44, living with child(ren) <18) 

Participants were interested in learning creative ways to use on-hand ingredients and/or to 
repurpose leftovers. 

• “If I don't want to go to the store, I will look at everything I have and see if I can make a 
meal out of it. An app to help with that would be good.” (Woman, White, 45-54) 

• “Most of these were ingredients that needed to be used up before going bad, but also 
it’s a very quick, easy and healthy meal without a lot of fat and sugar.” (Woman, 25-34, 
American Indian or Alaska Native and White, $50k to $99k) (Figure 39) 

 
Figure 39. Various ingredients placed on a kitchen countertop that a participant needed to use 
before they spoil 
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Challenges 

Waste management was not a top priority for participants while cooking. 

Participants found cooking stressful due to busy schedules. 

• “I enjoy cooking meals that take 15 mins or less. Even though we are an Indian Asian 
household, I personally do not enjoy cooking our ethnic food as I feel the cooking time 
takes too long.” (Woman, Asian or Asian American, 25-34) 

• “Usually we value how quick things need to cook during the weekday! After the work 
day, [we] don't want to spend 2-3 hours cooking.” (Man, Asian or Asian American, 25-34) 

Participants thought about food waste less while cooking. 

• “[I think about food waste less] when I am cooking […] I still use recipes quite a bit and 
when I am juggling multiple different components, I usually am just blindly following the 
recipe with no consideration for the ramifications.” (Man, White, under 25) 

• “When I cook […] I always think we will finish all the food. I don’t consider that there 
might be food left over.” (Spanish) (Woman, Hispanic or Latina, 35-44) 

Experimenting with new recipes sometimes led to wasted ingredients. 

• “I did make some mac and cheese and tried to spice it up with some breadcrumbs but 
they totally ruined the dish (not my best work) so I did end up scrapping that whole 
meal.” (Man, White, under 25) 

Recommendations – Cooking  

• Raise awareness about how to intentionally cook the right amount to suit household size.  
• Educate consumers how to use all parts of the food by providing practical tips and 

related nutritional information, for example: 
o Broccoli stalks can be blended in soups for increased fiber 
o Bones, carrot peels, onion tops, cheese rinds can be frozen until a batch is collected 

and used for making broth or stock 
o Corn husks can be used for steaming.  

• Provide quick and easy tips on how to use leftover food via online tools or other quick-to-
reference tools, and/or on food packaging itself.  

• Help people develop the skills to create flexible recipes to use up ingredients.  
• Work with the Department of Education to include cooking classes as part of K-12 

curriculum. Food waste awareness and development of cooking skills starts with the 
youngest eaters and cooks. 
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Journey of Food 3 – Storage 
Strengths 

Some participants were already using foods that they had stored earlier to prevent food 
waste. 

Participants kept scraps or leftovers to repurpose into a later meal. 

• “One big thing I'm proud of is I oftentimes throw a lot of leftover produce at the end of a 
week into a fried rice or make a stir fry. Helpful to get rid of a lot of things at once and it 
usually tastes good.” (Man, Asian or Asian American, 25-34) 

• “If it counts, creating stock with scraps, transforming stale bread into breadcrumbs, using 
up leftovers as much as possible and being creative with what’s in the fridge.” (Woman, 
White, 25-34, $50k to $99k) 

Many participants used reusable containers to store food. 

• “Before I do any eating I pre-portion the meat into 1/2 c disposable containers, (which I 
reuse) and freeze all the extra servings so that I can grab one any time. (for lunch at work 
or just dinner at home.)” (Man, American Indian or Alaskan Native, Black or African 
American, and White, 45-54, under $50k) 

• “It was placed in a Tupperware to finish tomorrow since we used a small crockpot to 
make it.” (Woman, Asian or Asian American, 25-34, $50k to $99k, living with child(ren) 
<18) 

• “[Sloppy Joes] freeze great, so I've never had waste of the meat part.” (Man, American 
Indian or Alaskan Native, Black or African American, and White, 45-54, under $50k) 
(Figure 40) 
 

 
Figure 40. Participant showed us how he used plastic food storage containers to store leftovers 
in the fridge 
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Weaknesses 

Many did not know how to store food properly to keep food fresh. 

Participants did not always know how to optimize food storage for freshness. 

• “Storing produce can be confusing - some need cold, some just cool, some need dark, 
some need to be kept separate... [a fridge magnet with storage tips] sounds like 
something I would definitely like to have.” (Man, American Indian or Alaskan Native, 
Black or African American, and White, 45-54, under $50k) 

• “I feel like I've always just tossed things in the fridge and hoped for the best. Then I hear 
someone say "put that in a paper bag" to make it last and VOILA - what a great tip. 
However, I don't want to research that each time.” (Woman, White, 35-44, $100k+) 

Participants struggled with organizing refrigerators and pantries to be able to see and prioritize 
food. 

• “The two main reasons I throw food away when that does happen are either that I 
forgot about something and it spoiled before I could eat it, or I experimented with some 
recipe that ended up inedible.” (Woman, White, 35-44) 

• “Usually, I throw food out because […] I forgot to use it again (leftovers).” (Woman, 
Asian or Asian American, 45-54, $100k+, living with child(ren) <18) 

• “Having a pantry where I can easily see everything [would reduce my food waste].” 
(Spanish) (Woman, Hispanic or Latina, under 25, under $50k, living with child(ren) <18) 

Opportunities 

Participants were interested in learning more about how to store food properly. 

Participants often thought about food waste when storing food. 

• “I think about it when we have too much food. As we prepare to put leftovers into the 
refrigerator, I do hope we can eat them all and not get sick of it.” (Woman, White, 55-
74) 

• “I only really think of food waste when I am packing leftovers, open my fridge or am 
cleaning it.” (Woman, Asian or Asian American, 25-34) 

Participants were very interested in tools and information about how to properly store different 
types of food and/or how to organize food in the fridge or pantry. 

• “They should honestly have labels on veggies and fruits saying how to store or signs at 
the grocery store.” (Woman, White, under 25, under $50k) 

• “[Storage tips in the produce area of the grocery store would be] very helpful for 
thinking about if I am able to store the ingredient(s) correctly before buying them.” 
(Woman, American Indian or Alaska Native and White, 25-34) 
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Challenges 

Improper storage and large food packages contributed to food waste. 

Households with kids tended to waste more food due to improper storage, like leaving food on 
the counter instead of refrigerating, disrupting pantry organization, etc. 

• “Other times, family members open new packages before finishing the old packages 
(shredded cheese), which makes it take longer to finish each package and creates a 
higher possibility of spoilage (mold).” (Woman, Hispanic or Latina and White, 45-54, 
$100k+, living with child(ren) <18) 

Participants often couldn’t finish packages of produce before they go bad because the packages 
are too large. 

• “Being a two person household and having more food on hand than we can eat before 
going bad [is a challenge]. Especially with very perishable foods like fruits, vegetables, 
bread, etc.” (Woman, White, 25-34, $100k+) 

• “The inability to buy less due to how produce is sold or packaged [is a challenge].” (Man, 
Asian or Asian American, 25-34, $100k+) 

Recommendations – Storage 

• Provide fridge and pantry organization tips to keep perishable food visible (stickers, 
tapes, bins etc.) and within easy reach. 

• Implement strategies to encourage people to take a few minutes to label food with a 
buy or toss date. Recommend apps (bonus if the app can also be used for planning and 
shopping) that let people search for types of food to learn how long they will keep and 
how they should be stored to maximize freshness. 

• Provide tips on how to properly store leftovers. Pre-portioning and storing freshly 
cooked meals in the freezer for later use can help avoid the feeling of getting tired of a 
meal. 

• Provide tips and tools to help people separate large, packaged foods or bulk items into 
portions they are likely to use. 
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Journey of Food 4 – Disposal 
Strengths 

Many participants already compost, recycle, and or feed scraps to animals. 

Many participants already compost and recycle packaging when possible; some rinse and recycle 
the containers. 

• “I compost most food unless it’s something smelly like seafood or greasy and then will 
put in a container and dispose in the garbage.” (Woman, Asian or Asian American, 45-
54, $100k+) 

• “We always try to separate what is compostable and we put it in the compost bin.” 
(Spanish) (Woman, Hispanic or Latina and White, 35-44, $50k to $99k, living with 
child(ren) <18) 

• “If packaging is recyclable, then I will always rinse and recycle it.” (Woman, Asian or 
Asian American and Native Hawaiian or Pacific Islander, 45-54, $100k+, living with 
child(ren) <18) 

Participants with pets and/or livestock give scraps to them, when safe. 

• “Food either goes into compost or is given to our chickens.” (Woman, White, 45-54, 
$50k to $99k, living with child(ren) <18) (Figure 41) 

• “The dogs usually get the leftovers on the plate (if it's safe)” (Woman, White, 45-54, 
$100k+, multigenerational household) (Figure 42) 
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Figure 41. A participant (Woman, White, 45-54) giving vegetable scraps to her chickens 

 

 

Figure 42. A participant (Woman, White, 45-54) handing her dog leftover food as a treat 

“The dogs ate what was left in the bowls.” (Woman, White, 45-54, $100k+, multigenerational 
household) 
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Weaknesses 

Participants had difficulty finishing leftovers in time but sharing with others is uncommon; 
some threw away food in packaging without composting or recycling. 

Leftovers went bad or got boring quickly, leading to waste. 

• “[It’s a challenge to] get my partner to eat [leftovers] more than one day in a row and 
not get bored with them.” (Woman, American Indian or Alaskan Native and White, 45-
54, $50k to $99k) 

• “We threw [leftovers] out because they were getting old and no one was eating them. 
The food was not fresh anymore. We could have saved those food items if we planned 
to eat leftovers multiple nights in a row.” (Man, White, under 25, $100k+) 

Some participants threw away food scraps and packaging that could be composted or recycled. 

• “I don't separate the food from its original packaging. Usually it’s a little gross when 
vegetables go bad so I just throw it out as is.” (Woman, Asian or Asian American, 25-34, 
$50k to $99k, living with child(ren) <18) 

• “I don't do any of that for the food. I put it in a plastic bag and throw it outside in the 
dumpster.” (Man, White, 25-34, under $50k) 

Participants were reluctant to share food with others if it was about to go bad. 

• “We threw out some apples and bananas because we got a lot and we couldn't finish all 
of them. We should have given some to our friends to avoid throwing them out.” (Man, 
Black or African American, 35-44, $50k to $99k, living with child(ren) <18) 
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Opportunities 

Negative emotions felt during disposal can be motivating to reduce food waste. 

Participants thought about food waste during disposal and associated it with negative emotions 
and financial waste. 

• “I hate it! It's a waste of money and feels so in my face that I am not grateful enough to 
have the luxury of ready access to food.” (Woman, White, 35-44) 

• “It always hits me when I’m taking the trash out and think gosh that is a lot of waste.” 
(Woman, White, 35-44, $100k+) 

• “There were scraps from the chopped green onions: the ends were discarded as well as 
some part that did not appear fresh.” (Woman, White, 25-34, under $50k) (Figure 43) 

 

Figure 43. Foods items to be discarded by a participant after a meal 
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37% of participants did not have any access to compost. The rest compost with various methods 
(Figure 44). 
Question: In general, how do you compost your food? (n = 99) 

 

Figure 44. Access to composting as reported by participants  

* Note: Question option “Community garden” (compost method) was not selected by any 
participants.   

Opportunities 

Participants were open to composting; those who already recycle would readily compost if 
given access.  

Some participants already separate food from packaging, rinse and recycle the containers. But 
some participants did not have access to composting, so food waste was discarded with the 
regular garbage. 

• “I throw out vegetables in the garbage because I don’t have compost service (I would 
like to compost but wouldn’t have a place to dump the compost). Anything recyclable, 
like paper, cans, carton, plastic, I put it in the recycle bin, and I general rinse it out if it 
has traces of food.” (Spanish) (Woman, Hispanic or Latina, 25-34 under $50k, living with 
child(ren) <18) 

• “What we normally throw out is food, and we do it in the trash, because we are not sure 
of another way of getting rid of food waste. If it comes in plastic packaging, we rinse it 
out and we keep it as a container to store food or to take lunch to work.” (Spanish) 
(Woman, Hispanic or Latina, 25-34, $50k to $99k, living with child(ren) <18) 

Participants wanted to learn more about composting, especially community-based composting. 

• “I'd like to learn better how to save and compost food waste in an apartment complex.” 
(Man, White, 35-44) 

• “Learn how to separate what can go into compost, recycling and trash. More 
awareness.” (Woman, Hispanic or Latina, 45-54) 

• “Community compost area- so people can put banana peels and produce in order for 
gardens to thrive.” (Woman, White, under 25, under $50k) 

• “I ended up throwing [these vegetable scraps] away, though it would be better to 
compost them. I don't currently have a way to compost at my apartment.” (Man, White, 
35-44) (Figure 45) 

34% 40% 23%

2%

I do not have access to compost Curbside compost pickup Home compost Drop site
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Figure 45. Vegetables scraps that could have been composted if participant had access 

Challenges 

Those who discarded small amounts of food didn’t feel like it was a big deal. 

Participants felt less bad about throwing away small portions of food. 

• “I feel different about throwing away food based on how much is thrown away. If it is 
minimal then I do not feel as bad as a whole meal being thrown away.” (Man, White, 
under 25, $100k+, living with child(ren) <18) 

Participants felt like they were already doing as much as they could to avoid unnecessary 
disposal. 

• “I do not feel like I have a challenge in reducing food waste as we don't have much of it 
and when we do it’s not a bother.” (Woman, Black or African American and White, 35-
44, $100k+, living with child(ren) <18) 

• “Hard to reduce much more than I already am.” (Woman, White, 25-34) 

Some participants couldn’t compost due to their current living arrangements. 

• “I do not compost, I live in an apartment building and as such don't have the room or 
use for a compost bin.” (Man, White, under 25) 

Recommendations – Disposal 

• Provide strategies on how to use rather than toss food that isn't fresh. For example, 
vegetable scraps and peels can be frozen and later used for making soup stock or 
overripe fruit can be used in baked goods. 

• Educate people on what packaging can be recycled and what food can be composted. 
Leverage folks’ awareness of recycling and make it work for composting and proper 
disposal. 

• Increase access to composting. Provide resources and tips on how and where to 
compost, especially for those who live in multifamily buildings. 
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Campaign Message Testing 
Two rounds of campaign concept testing and participant feedback informed our 
campaign. 

• In the first round, we tested three candidate campaign concepts with various taglines 
together with four images (Figures 46-49). Participants overwhelmingly preferred the 
message “Know the Cost.” 

• In the second round, we tested the top two choices, plus different combinations of 
phrases and asked for feedback on an umbrella campaign “Use Food Well” with “Know 
the Cost” as the main message. 

• Additionally, we tested what food-saving strategies participants were already using and 
what they were open to doing more often given more information. We also asked what 
kind of campaigns or strategies they would like to see. 

 

 
Figure 46. “Know the Cost” campaign message image 

 

 
Figure 47. “Use Food Well” campaign message image 
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Figure 48. “Tales of the Food We Love” campaign message image option 1 

 

 
Figure 49. “Tales of the Food We Love” campaign message image option 2 
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“Know the Cost” was the most likely to encourage people to learn more about food 
waste and the most effective at raising awareness and motivating folks to take steps 
to reduce waste (Figures 50 and 51). 

 

Figure 50. Participants’ interest in three potential campaign messages 
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74%

None of the above
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Figure 51. Participants’ rating of effectiveness and motivating level of the three potential 
campaign messages 
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“Know the Cost” was the most attention-catching and motivating concept (Figure 52). 

 

Figure 52. Participants’ reactions and sentiments regarding the three campaign messages
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For each campaign concept, we asked participants which phrase most resonated. ‘Plan ahead’ and ‘Food waste adds 
up’ rose to the top (Figure 53). 

 

Figure 53. Phrases that resonated with participants per campaign message 
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In round two, as shown in Figure 54, we found that “Know the Cost” was still the more compelling stand-alone 
message and more likely to change behaviors than “Use Food Well”. 

 

 

Figure 54. Participants rated “Use Food Well” and “Know the Cost” on which one is more likely to change behaviors and more 
compelling  
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When testing an umbrella campaign and main message together, as shown in Figure 55, “Food waste adds up. Know 
the cost” was the most compelling and more likely to change behaviors. 

 

 

 

Figure 55. Participants rated three different combinations of messages on which one is more likely to change behaviors and more 
compelling 

 

 

 

 

61% 21% 16%Which message is most likely to make
you change your behaviors? (n = 70)
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Participants gave positive feedback for an umbrella campaign “Use Food Well” with 
“Know the Cost” as the main message. 

“Use food well” highlighted: 

• A positive call to action for consumers. 
• An invitation to learn more about food waste reduction strategies. 
• Opportunities to reduce waste throughout the journey of food. 

“Know the cost” highlighted: 

• Savings from reducing food waste. 
• The ecological harm from food waste. 
• An actionable recommendation to consumers. 

Overall, participants liked that the message: 

• Was versatile as an umbrella campaign, yet highlighted cost as a key motivating factor 
for many consumers. 

• Encouraged thinking about food waste from multiple perspectives. 
• Felt relevant to issues that participants were already concerned about. 

 

Participants shared clear priorities for what kind of information they want to get 
from the campaign, and from what sources and tools. 

Participants were most open to:  

• Food storage tips.  
• Information about how to use all parts of foods - such as bones and broccoli stalks. 
• Advice on creating meals from ingredients that need to get used up. 

Preferred sources and tools: 

• A campaign focusing on how much money can be saved. 
• Online tools or apps. 
• Fridge magnet with storage tips. 
• A campaign focusing on teaching children how to take care of the earth’s resources. 

Additional quantitative questions related to their current food waste reduction strategies 
and what would be helpful and unhelpful in the future campaign.  

Please see the four charts (Figures 56-59) below for the additional quantitative results. 
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Around half of participants said they always store food well, check their pantry and fridge before creating a shopping list, and prioritize using their 
food before it goes bad. 
Question: How often do you take the following steps to help prevent food from going to waste in your household? (n = 66) 

Figure 56. Frequency of how often participants use different strategies for reducing food waste at home and while grocery shopping 

*Labels that are smaller than 4% were dropped from the chart to save space.  
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Consistent with survey findings, participants were most open to using storage tips, information on how to use all parts of different foods, and how to 
use up ingredients on hand. 
Question: If we provided more information and tips, which of these steps would you do more often? Pick your top three choices. (n = 74) 

 

Figure 57. Participants rated their interests in various strategies if provided with more information (ordered from most to least used) for reducing 
food waste at home and while shopping 
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Participants would like to see or use: a campaign focusing on cost saving, online tools or apps for flexible recipes, fridge magnet with storage tips, a 
campaign that teaches children about food waste, and a quippy mass marketing campaign. 
 

 

Figure 58. Participants rated their interest in different campaign strategies for reducing food waste 
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Participants were most hesitant to implement buying less and shopping more frequently, sharing extra food with others, and reducing portion sizes. 
Question: Are there any steps that you don’t think you will implement even with more information and tips? (n = 74) 

Figure 59. Participants rated their level of hesitancy for adopting strategies for reducing food waste even with more information 

A bar chart showing participants were hesitant to adopt  some strategies and 11% didn’t want to adopt any
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Families with children under 18 
Households with younger children reported more food waste compared to 
households with teens. 

Families with younger children tended to throw away more food. 

• “The baby's food on the tray, in the bib, and on the floor got put down the disposal and 
bigger chunks went into the compost.” (Woman, White, 35-44, $100k+, living with 
child(ren) <18) 

• “We ate all the leftovers. The kids don’t eat their crusts so those get thrown away.” 
(Woman, White, 35-44, $100k+, living with child(ren) <18) 

• “My biggest challenge is to convince my kids to take the quantity of food they are able 
to finish.” (Man, Black or African American, 35-44, $50k to $99k, living with child(ren) 
<18) 

Families with teenagers may waste less food. 

• “The 5 pancakes got left out all day, but might still be eaten by a hungry teenager who 
comes by.” (Woman, American Indian or Alaskan Native and White, 45-54, $50k to $99k, 
living with child(ren) <18) 

• “My kid said there were too many onions […] which were put into food waste.” 
(Woman, 45-54, Asian or Asian American, $100k+, living with child(ren) <18) (Figure 60) 

 

Figure 60. Aerial-view of leftover onions on a plate from a meal 

The plate is mostly empty aside from remnants from the meal and small pile of onions not eaten 
by the participant’s child. 
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Convenience was a key factor in decision making for parents and caregivers. 

Tight schedules affected behaviors and willingness to change. 

• “I used to enjoy cooking and it used to be therapeutic for me but because of time 
constraints with a toddler I value convenience a lot more.” (Woman, Asian or Asian 
American, 25-34, $50k to $99k, living with child(ren) <18) 

• “I enjoy being creative and experimenting with new recipe ideas. I also love caring for 
others through food. However, it does get exhausting at times and I rather not spend 
too much time cooking.” (Woman, Asian or Asian American and Native Hawaiian or 
Pacific Islander, 45-54, $100k+, living with child(ren) <18) 

Participants preferred food waste reduction strategies that didn’t require significant 
lifestyle changes. 

• “Would it be possible to develop an app that scans a receipt, so it automatically uploads 
what you bought to what you have in the fridge? Convenience is everything. If you 
constantly have to type in what you bought each day, it won't be sustainable.” (Woman, 
Asian or Asian American, 25-34, $50k to $99k, living with child(ren) <18) 

• “[Having a tool for making up recipes with ingredients on-hand] is a good strategy that 
would be helpful for me since I may spend a good amount of time on Google trying to 
get ideas of what I can make with what I have.” (Woman, Hispanic or Latina, 35-44, 
$100k+, living with child(ren) <18) 
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Cultural change would start with children. 

Parents passed on generational knowledge about food waste consciousness and reduction. 

• “I remind my family about ways to keep our environment safe for us. We are a family of 
four and try to conserve water and food as a household.” (Woman, Black or African 
American, 35-44, $50k to $99k, living with child(ren) <18) 

• “We have a teenage daughter. All of us are concerned about environmental issues.” 
(Woman, White, 45-54, $50k to $99k, living with child(ren) <18) 

• “It is my sense of duty to my family to be fiscally responsible, to feed them healthy food 
and to teach my kids good eating habits along with the good stewardship of our 
resources.” (Woman, Hispanic or Latina and White, 35-44, $50k to $99k, living with 
child(ren) <18)  

Participants supported food waste reduction strategies that would engage kids. 

• “[A fridge magnet with storage tips] could be a fun thing to hand out at events and also 
use as a learning tool at home for kids.” (Woman, White, 45-54, $50k to $99k, living 
with child(ren) <18) 

• “If the kids learned about it [from school] and brought home stuff about it to their 
parents, it's helping educate the younger and older generation.” (Woman, White, 35-44, 
$50k to $99k, living with child(ren) <18) 

• “A video for kids (and families) to look at how food is produced and distributed... 
sometimes this can get or seem politicized, but I think a lot of kids don't really think of 
food as a resource: they think of it as food they like and food they don't like.” (Woman, 
Hispanic or Latina and White, 35-44, $50k to $99k, living with child(ren) <18) 
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Participants who grew up in non-US cultures 
Traditional cultures and childhood experience imparted strong attitudes toward 
food waste. 

Participants who grew up in traditional cultures were raised to pay greater attention to 
food waste. 

• “I grew up poor and always thought never to waste food. I always clean out my plate, 
every single grain of rice too.” (Man, Asian or Asian American, 55-74) 

• “Culture plays a very important role in this I believe. Where I grew up, people had very 
limited resources. My parents were very frugal and never wasted any food from what I 
can remember, and this helped to shape my habit. It was a shock to me to see how 
Americans were wasting things when I came to the USA.” (Man, Asian or Asian 
American, 25-34, $100k+) 

Some participants directly connected food waste to ecological stewardship and/or land 
conservation. 

• “Native Hawaiians believe that the land is our ancestor. While this applies to Hawai'i, it 
would be a helpful reminder for everyone to realize they have responsibilities to the 
land.” (Woman, Asian or Asian American and Native Hawaiian or Pacific Islander, 45-54, 
$100k+, living with child(ren) <18) 

Global perspectives contextualized individual efforts to reduce food waste. 

• “I feel so bad when I throw away foods. I know that millions of people are dying around 
the world because of lack of food.” (Man, Black or African American, 35-44, $50k to 
$99k, living with child(ren) <18) 
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Traditional food cultures might impart different habits and skills. 

Findings 

• Strategies such as using a shopping list to reduce food waste might be an assumption in 
mainstream American culture, but not necessarily commonly adopted in traditional 
cultures.  

• Some participants who grew up in traditional cultures reported different shopping habits 
from the typical American grocery shopping habits such as: 
o Shopping more frequently with smaller purchases 
o Not regularly using a shopping list 
o More spontaneous purchases based on seasonality and freshness.  

• Some participants also shared that they had effective improv cooking skills so it is easy 
for them to cook up a meal based on what is on hand. 

Participant Quotes 

• “[The reason why I rarely use a list is that] I just don't like using a list. I just go to grocery 
store and pick whatever I like.” (Man, Asian or Asian American, 25-34, $100k+) 

• “[The reason why I rarely use a list is that] we live day to day and asking my family what 
they would like to eat that day is what we typically do at home.” (Spanish) (Woman, 35-
44, Hispanic or Latina, under 50k, living with child(ren) <18) 

• “We rarely use a shopping list. My husband (also immigrated to US) likes to cook what's 
on his mind that requires more specific types of extras (fish balls, chives, beef bones, star 
anise, etc.). At Asian grocery markets, most is spontaneous purchase based on what my 
husband cooks and he has different ideas of what he likes without planning. Example, 
one morning he decides to cook Pho, he already has all of the herbs and condiments at 
home, but now he'd need to get some bean sprouts, herbs veggies, beef tail bones for 
broth.” (Man, 25-34, Asian or Asian American, $50k t 99k) 
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Partnerships between individuals and agencies  
Participants wanted to know their individual efforts were making a difference and 
part of greater institutional and community efforts. 

Some participants didn’t think their personal choices were having a major impact. 

• “The emphasis on personal responsibility is depressing. I already do what I can and I 
know it's not enough.” (Asian or Asian American, 25-34, under $50k, multigenerational 
household) 

• “[To encourage people like me to reduce food waste, it’s important to] be reminded 
that small efforts add up and we all need to do what we can.” (Woman, White, 45-54, 
$50k to $99k, living with child(ren) <18) 

Participants said they were more likely to engage with food waste reduction efforts that 
featured institutional and/or community support. 

• “I like the idea of being provided info at grocery stores, and it seems like maybe that 
could benefit the stores, too – which feels especially good for any local / small 
businesses.” (Woman, White, 35-44) 

• “I'm more likely to engage if I feel there is also a sense of my community embedded 
within it. Local impacts have always been a bit more engaging and impactful to me. It’s 
hard to conceptualize contributing to a larger goal, state-wide; nationwide; worldwide. 
But local contributions feel achievable.” (Woman, White, 25-34, $100k+) 

Participants wanted to see information about food waste reduction in community 
spaces, both in real life and online. 

Participants wanted to see more information about food waste reduction in community 
spaces during the entire journey of food. 

• “Pea patch and community gardens would be great places as well.” (Man, Asian or Asian 
American, 55-74) 

• “I think you should include information about food waste on all major grocery stores 
and their apps. I also think that it would be helpful on those same apps to have recipes 
in order to reduce food waste.” (Man, White, 25-34, under $50k) 

Participants suggested publicizing information about food waste reduction through social 
media. 

• “Social media is your best bet. Then entertainment sources like YouTube.” (Woman, 
Asian or Asian-American, 25-34) 

• “I don’t use TikTok, but getting anything viral there would get lots of information out. 
Maybe doing a “food waste challenge” of some sort (with possible incentives outside of 
the already baked in positives)” (Woman, White, 35-44, $100k+, living with child(ren) 
<18) 
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Participants would like to receive information about food waste reduction from 
grocery stores, emails, YouTube, and grocery apps, as shown in Table 4 below. 
Table 4. Participants’ top three communication channels to receive information about reducing 
food waste 

  1st Choice 2nd Choice 2 3rd Choice  Total (n=69) 

Grocery store 15 7 9 31 

Email 8 7 11 26 

YouTube 9 7 5 21 

Grocery app 3 12 6 21 

Local school district 7 4 4 15 

Facebook 3 6 3 12 

Instagram 6 2 4 12 

Newspapers 1 6 4 11 

Television 4 3 4 11 

Radio 2 3 5 10 

TikTok 4 3 2 9 

Local library branch 1 5 1 7 

Twitter 1 0 0 1 
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Participants suggested Ecology partner with grocery stores, the school system, and 
other agencies. 

Participants supported partnerships with supermarkets to promote food waste reduction 
efforts. 

• “Walmart, it's a main store for a lot of Washington. It's seen as a cheaper place to shop 
with lots of savings. So showing how to save on food waste would make sense.” 
(Woman, White, 35-44, $50k to $99k, living with child(ren) <18) 

Participants saw youth-serving organizations as an opportunity to educate the next 
generation about reducing food waste. 

• “The school system, as they feed a lot of people and would benefit on a couple of levels 
from less food waste - budget-wise and clean-up reduction.” (Woman, White, 45-54, 
$50k to $99k, living with child(ren) <18) 

Participants looked to government agencies for guidance on food waste reduction. 

• “The City/utilities may send information, since they do curbside pickup of our compost. 
So it feels like a direct tie.” (Man, Asian or Asian-American, 25-34) 

• “Local libraries and community centers would be a great place to have that information 
[…] they offer services for low-income people who could learn more ways to save 
money when cooking and planning meals.” (Woman, White, 45-54) 

• “I think everyone needs to be conscious of how we can help our planet. Everyone knows 
government agencies, so they are trustworthy.” (Spanish) (Woman, Hispanic or Latina, 
25-34, $50k to $99k, living with child(ren) <18) 
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Grocery stores, educational institutions, and local nonprofits are the top partners for 
the food waste prevention campaign, as shown in Figure 61. 
Question: If the Washington State Departments of Agriculture, Commerce, Health, and the 
Office of Superintendent of Public Instruction were launching a food waste campaign, driven in 
part by the insights you’ve shared, who would you most like to see them partner with? (Choose 
up to three) (n = 69) 

 

Figure 61. Participants’ choices of potential organizational partnerships for Ecology for the 
campaign 
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Participant feedback from the qualitative study 
Many participants became more aware and started using new strategies to reduce 
their food waste. 

Participants reported that participating in the study made them more conscientious about 
their food waste habits. 

• “It was helpful to realize how much I actually use and how much I waste. It definitely 
made me more mindful when shopping. Awareness is the answer and seeing my waste 
helps make change even if it’s small it starts with me.” (Woman, White, 35-44, living 
with child(ren) <18) 

• “I liked being part of this. Writing and reading about the campaign that you are 
planning/implementing encourages me to pay more attention to how I shop and how I 
can reduce my food waste which costs me money.” (Spanish) (Woman, Hispanic or 
Latina, 45-54, living with child(ren) <18) 

Some participants began using meal plans or other strategies to reduce waste. 

• “Yes, just this last grocery order, I went thru the fridge and pantry and only bought what 
we needed or what we were low on. I spent a little less and then did a very small order 
middle of the week, to grab a few things I forgot or ended up needing. I had less stuff to 
throw out and I also used leftover chicken in another meal, instead of forgetting it and 
throwing it out days late.” (Woman, White, 35-44, $50k to $99k, living with child(ren) 
<18) 

• “I’ve definitely become more conscious of what I cook, and now I try to only cook what 
I’m going to eat and think of how I can use more parts of my food which, before, I 
thought I could not use or that I would consider waste.” (Spanish) (Woman, Hispanic or 
Latina, under 25, under $50k, living with child(ren) <18)  

Participants appreciated the opportunity to give input to Ecology and were looking 
forward to the statewide campaign. 

Participants were thankful for the opportunity to give direct feedback. 

• “I enjoyed the study. I liked how I had direct feedback into how the State will looking 
into food waste in the future and which methods they used.” (Man, Asian or Asian 
American, 25-34, $50k to $99k)  

• “I felt honored to have been able to voice my opinions and thoughts. I thought it was 
nice to have a lot of freehand feedback to provide instead of multiple choices. In some 
ways, I think it would have been good to get some live or direct opportunities but with 
how busy people are, I realize this may be tough without a steeper financial incentive.” 
(Man, White, 25-34, $100k+)  

• “I loved it. Thank you so much for the opportunity to participate. I love that there were 
incentives of this type, with the best intentions of protecting the environment.” 
(Spanish) (Woman, Hispanic or Latina and White, 35-44, $50k to $99k, living with 
child(ren) <18)  
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Many participants gave further suggestions for the statewide campaign. 

• “Educate our youth.” (Woman, Hispanic or Latina and White, 35-44, $50k to $99k, living 
with child(ren) <18) 

• “Make action easy. Make posters accessible and clear. Tell people about money and 
how to store food correctly.” (Man, Asian or Asian American, 25-34, $100k+)  

• “Have visual reminders to rotate items in the fridge, to get tips in grocery stores or 
community messaging, incentives from the county, and receive information in Spanish 
once in a while.” (Spanish) (Woman, Hispanic or Latina, 45-54, $100k+, living with 
child(ren) <18) 

• “We have a lot of different cultures and heritages; maybe try to find a way to bring the 
community together. Such as using an app that has different meal ideas from different 
leftovers & scraps from each culture/heritage.” (Woman, American Indian or Alaska 
Native, 25-34, $50k to $90k)
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Appendices 
Appendix A – Survey Instrument 
Ecology Food Waste Reduction Survey 

The Washington Department of Ecology (Ecology) seeks to hear from people throughout 
Washington about how you use food. This information will support our food waste reduction 
work in Washington. 

This voluntary 10-minute survey asks about your food storage and disposal behaviors and 
opinions. Your answers are confidential. You can skip questions or quit at any time. To thank 
you, adult participants (age 18+) can enter to win one of ten $100 gift cards. Find out more at 
the end of the survey. 

Please complete this survey by August 7, 2023. 

Ecology hired an independent firm, PRR, to conduct the survey. For questions or comments, 
contact Jade Monroe at Ecology at jade.monroe@ecy.wa.gov or (360)-628-4031 or contact PRR 
at research@prrbiz.com.  

Thank you! 

1. What state do you live in?  
• Alabama 
• Alaska 
• Arizona 
• Arkansas 
• California 
• Colorado 
• Connecticut 
• Delaware 
• Florida 
• Georgia 
• Hawaii 
• Idaho 
• Illinois 
• Indiana 
• Iowa 
• Kansas 
• Kentucky 
• Louisiana 
• Maine 
• Maryland 
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• Massachusetts 
• Michigan 
• Minnesota 
• Mississippi 
• Missouri 
• Montana 
• Nebraska 
• Nevada 
• New Hampshire 
• New Jersey 
• New Mexico 
• New York 
• North Carolina 
• North Dakota 
• Ohio 
• Oklahoma 
• Oregon 
• Pennsylvania 
• Rhode Island 
• South Carolina 
• South Dakota 
• Tennessee 
• Texas 
• Utah 
• Vermont 
• Virginia 
• Washington 
• West Virginia 
• Wisconsin 
• Wyoming 

2. What is your home zip code? 
3. Which of the following household activities are you at least partly responsible for? 

Please check all that apply. 
a. Grocery shopping 
b. Putting food into fridge, freezer, pantry, or other storage 
c. Preparing meals at home 
d. Ordering meals from restaurants 
e. Disposing of garbage, recycling, and other waste 
f. None of the above 

4. For each of the following types of food, how often does your household discard it 
(including trash, compost, disposal, etc.) and what is the main reason why? 

a. How often do you discard  
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i. Never or rarely 
ii. At least once a month 

iii. At least once a week 
b. The main reason why 

i. My household does not eat or buy this 
ii. Spoiled 

iii. Past the expiration date 
iv. Made or bought too much 
v. Got tired of eating it 

vi. Did not like it 
vii. None of the above 

c. Types of food 
i. Fruits 

ii. Vegetables 
iii. Sauces, dips, guacamole, hummus, dressings, pastes, etc. 
iv. Bread, tortillas, buns, wraps 
v. Rice, noodles, pasta 

vi. Meat, poultry 
vii. Seafood 

viii. Eggs 
ix. Dairy (milk, yogurt, cheese, etc.) 
x. Any leftovers 

5. Do you agree or disagree with the following statements? 

 Disagree Agree Not 
applicable 

Throwing 
away food is 
a waste of 
money. 

   

Throwing 
away food 
damages the 
environment. 

   

I can reduce 
how much 
food my 
household 
throws away. 
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The steps I 
personally 
take to avoid 
wasting food 
can make a 
big 
difference in 
our society. 

   

I feel guilty 
when I throw 
away food. 

   

Practical 
information, 
ideas, and 
tips could 
help me 
reduce food 
waste at 
home. 

   

 

6. How concerned are you about the amount of food you throw away? 
a. Very concerned 
b. Somewhat concerned 
c. Not too concerned 
d. Not at all concerned 

7. How helpful would these resources be to you and your family for reducing food waste at 
home? 

 Unhelpful Somewhat 
helpful 

Very 
helpful 

Creative tips 
on using 
leftovers to 
make new 
dishes 
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Tips for using 
up foods 
before they go 
bad  

   

Understanding 
labels 

   

Improving dry, 
frozen, and 
refrigerated 
food storage 

   

 

8. How motivating would these items be to you and your family for reducing food waste at 
home? 

 Not 
motivating 

Somewhat 
motivating 

Very 
motivating 

Reducing 
my 
grocery 
bill 

   

Making 
food last 
longer 

   

 

9. Currently, how often do you take these steps to prevent food waste in your household? 

 Never Rarely Sometimes Often Always 

Use a 
shopping list 

     

Remove 
bruised or 
damaged 

     



 

Publication 24-07-022 Use Food Well Research Report 
Page 97 May 2024 

parts of 
fruits and 
vegetables 
and eat the 
rest 

Use all parts 
of the food I 
buy, such as 
broccoli 
stalks, or 
meat bones 
for soups 

     

Store food 
to keep it 
good to eat 
for as long 
as possible; 
can include 
proper 
storage, 
organization, 
labeling, and 
freezing 

     

Create meals 
from things I 
have that 
need to get 
used up 

     

Share or give 
away extra 
food or 
leftovers 

     

 

10. If we provided more information and tips, which of these steps would you do more 
often? Please select all that apply. 

a. Use a shopping list 
b. Remove the bruised or damaged parts of fruits and vegetables and eat the rest 
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c. Use all parts of the food I buy, such as broccoli stalks, or meat bones for soups 
d. Store food to keep it good to eat for as long as possible; can include proper 

storage, organization, labeling, and freezing 
e. Create meals from things I have that need to get used up 
f. Share or give away extra food or leftovers 
g. None of the above 

11. Please rate your interest in the following items: 

 Not 
interested 

Somewhat 
interested 

Very 
interested 

Meal 
planning 
apps or 
tools 
generating 
shopping 
lists 

   

Online 
tools or 
apps with 
suggestions 
and recipes 
to use up 
food 

   

Option of 
smaller 
package / 
portion 
sizes at the 
grocery 
store 

   

Stay-fresh-
for-longer 
packaging 
at the 
grocery 
store 
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A fridge 
magnet 
reminder 
on how to 
properly 
store 
produce to 
make them 
last longer 

   

A fridge 
magnet 
with tips 
on how to 
substitute 
ingredients 
in recipes 

   

Storage 
tips at the 
produce 
area at the 
grocery 
store 

   

Storage 
tips and 
recipe 
ideas from 
your 
grocery 
store app 

   

Consumer 
education 
and ads 
focusing on 
teaching 
grownups 
and kids to 
take care 
of the 
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earth’s 
resources 

Consumer 
education 
and ads 
focusing on 
how much 
money 
consumers 
can save by 
reducing 
food waste 
at home 

   

Student 
and parent 
education 
in schools 

   

 

12. How would you like to receive information about how you can reduce food waste? 
Please select all that apply. 

a. Television news 
b. Food waste reduction website 
c. Newspapers, print or online 
d. E-mail 
e. Text message 
f. Radio or Radio app 
g. Facebook 
h. Twitter 
i. Instagram 
j. TikTok 
k. Other social media (please 

specify):_________________________________________________ 
l. Other websites (please 

specify):_________________________________________________ 
m. Other (please specify): 

_________________________________________________ 
13. How old are you? Participants must be 18+ to enter the drawing.* 

a. Under 18 
b. 18-24 
c. 25-34 



 

Publication 24-07-022 Use Food Well Research Report 
Page 101 May 2024 

d. 35-44 
e. 45-54 
f. 55-64 
g. 65-74 
h. 75+ 

The following section asks questions about you and your household. These questions are all 
optional. This information helps us better serve all people in Washington State. 

14. How do you identify? Please select all that apply. 
a. Man 
b. Woman 
c. Non-binary 
d. Gender(s) not listed here 

15. Including yourself, how many people live in your household? 
a. 1 
b. 2 
c. 3 
d. 4 
e. 5 
f. 6 or more 

16. How many of the people in your household are under 18? 
a. 0 
b. 1 
c. 2 
d. 3 
e. 4 
f. 5 or more 

17. How do you identify? Please select all that apply. 
a. American Indian or Alaska Native 
b. Asian or Asian American 
c. Black or African American 
d. Hispanic or Latinx 
e. Native Hawaiian or Pacific Islander 
f. White 
g. Other race(s) (please specify): 

_________________________________________________ 
18. What is the highest grade or year of school you completed? 

a. 11th grade or less 
b. High school diploma or GED 
c. Some college, or trade or vocational school 
d. Associate’s Degree 
e. College graduate 
f. Post-graduate work or degree (Master’s Degree, Ph.D., or professional degrees 

such as law or medicine) 
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19. What language(s) do you speak at home? Please select all that apply. 
a. Amharic 
b. Chinese (please tell us more - Mandarin, Cantonese, 

etc.):_________________________________________________ 
c. English 
d. Hmong 
e. Japanese 
f. Korean 
g. Oromo 
h. Russian 
i. Somali 
j. Spanish 
k. Tagalog 
l. Tigrinya 
m. Ukrainian 
n. Vietnamese 
o. Other (please 

specify):_________________________________________________ 
20. What is your total household income for 2022, before taxes? 

a. Less than $25,000 
b. $25,000 to $49,999 
c. $50,000 to $74,999 
d. $75,000 to $99,999 
e. $100,000 to $149,999 
f. $150,000 to $199,999 
g. $200,000 to $250,000 
h. More than $250,000 
i. Rather not answer 

Thank you for helping us! 

As a thank you for participating in this survey, you can enter a drawing for a chance to win 
one of ten $100 gift cards. Please note you must be 18 or older to enter this drawing. 

Drawing Rules  

• No purchase is necessary to enter the drawing. 
• This drawing is administered by PRR, 1501 4th Ave, Suite 550, Seattle, WA 98101 
• This drawing is sponsored by the Washington State Department of Ecology (“Ecology” or 

“Sponsor”), 300 Desmond Drive SE, Lacey, WA 98503 
• In order to enter you must:  

o Complete the 2023 Ecology Food Waste Reduction Survey. 
o Indicate your interest in entering the drawing by providing your full name and 

email address or phone number. 
• You are eligible to enter if:  
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o You are 18 years of age or older;  
o You complete the 2023 Ecology Food Waste Reduction Survey by July 31, 2023; 

and 
• You are not an employee of Ecology nor PRR. 
• Each person can enter the drawing only once. 
• The odds of winning are based on the number of eligible drawing entries. For example, if 

100 people enter the drawing, your chances would have a 1 in 10 chance of winning. If 
1,000 people entered, you would have a 1 in 100 chance of winning. 

• Winners of the $100 gift cards will be chosen within one month of the survey closing 
and will be notified via email or phone within two months of the survey closing. 

• The ten winners will be selected through a random drawing from among all eligible 
drawing entrants. 

• Winners do not have to be present for the drawing. 
• Winners’ contact information will not be used in any publicity or promotional materials. 
• Winners will need to report the cash value of the prize to the Internal Revenue Service 

as part of their earnings. 
 

21. Would you like to enter this drawing? * 
a. Yes 
b. No 

22. In the coming months, Ecology will conduct a paid research project to learn more about 
food waste. Are you interested in being invited to participate in this paid study? 
Participants will earn up to $200 for participating in the month-long study, which 
involves answering 6 sets of questions over the course of 3-4 weeks, taking about 3-4 
hours total. 

a. Yes 
b. No 

23. Please provide your contact information below. The information you share here will 
only be used to contact you for the purpose(s) you just selected (i.e., for the drawing 
and/or paid study invitation). It will not be used in connection to your previous survey 
answers. 

a. First Name: _________________________________________________ 
b. Last Name: _________________________________________________ 
c. Email : _________________________________________________ 
d. (Optional) Phone: _________________________________________________ 

Thank you!  

We appreciate your feedback! 

In Washington State, food waste is a major challenge, with significant environmental, social, 
and economic impacts. When food is wasted, so are the resources and labor used to grow, 
harvest, process, transport, and manage the food from farm to table. 

Thank you again for supporting our food waste reduction efforts! 



 

Publication 24-07-022 Use Food Well Research Report 
Page 104 May 2024 

Appendix B – Survey Recruitment  
Invitation Postcard 
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Spanish Outreach Flyer 
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Appendix C – Qualitative Study Recruitment 
Email Invitation 
English 
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Spanish 
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Reminder to sign up for the study 
English 

 
Spanish 
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Reminder for those who registered for an account but did not 
complete any activities yet 
English 

 
Spanish 
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Reminder to complete study before it closes 
English 
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Spanish 

 

  



 

Publication 24-07-022 Use Food Well Research Report 
Page 112 May 2024 

Appendix D – Qualitative Study Materials 
Qualitative study platform landing page  
English 
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Spanish 
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Qualitative study platform activities page 
English and Spanish 
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Participant compensation messaging  
English 
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Spanish 
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	In round two, as shown in Figure 54, we found that “Know the Cost” was still the more compelling stand-alone message and more likely to change behaviors than “Use Food Well”.
	When testing an umbrella campaign and main message together, as shown in Figure 55, “Food waste adds up. Know the cost” was the most compelling and more likely to change behaviors.
	Participants gave positive feedback for an umbrella campaign “Use Food Well” with “Know the Cost” as the main message.
	“Use food well” highlighted:
	“Know the cost” highlighted:
	Overall, participants liked that the message:

	Participants shared clear priorities for what kind of information they want to get from the campaign, and from what sources and tools.
	Participants were most open to:
	Preferred sources and tools:
	Additional quantitative questions related to their current food waste reduction strategies and what would be helpful and unhelpful in the future campaign.
	Around half of participants said they always store food well, check their pantry and fridge before creating a shopping list, and prioritize using their food before it goes bad.
	Consistent with survey findings, participants were most open to using storage tips, information on how to use all parts of different foods, and how to use up ingredients on hand.
	Participants would like to see or use: a campaign focusing on cost saving, online tools or apps for flexible recipes, fridge magnet with storage tips, a campaign that teaches children about food waste, and a quippy mass marketing campaign.
	Participants were most hesitant to implement buying less and shopping more frequently, sharing extra food with others, and reducing portion sizes.



	Families with children under 18
	Households with younger children reported more food waste compared to households with teens.
	Families with younger children tended to throw away more food.
	Families with teenagers may waste less food.

	Convenience was a key factor in decision making for parents and caregivers.
	Tight schedules affected behaviors and willingness to change.
	Participants preferred food waste reduction strategies that didn’t require significant lifestyle changes.

	Cultural change would start with children.
	Parents passed on generational knowledge about food waste consciousness and reduction.
	Participants supported food waste reduction strategies that would engage kids.


	Participants who grew up in non-US cultures
	Traditional cultures and childhood experience imparted strong attitudes toward food waste.
	Participants who grew up in traditional cultures were raised to pay greater attention to food waste.
	Some participants directly connected food waste to ecological stewardship and/or land conservation.
	Global perspectives contextualized individual efforts to reduce food waste.

	Traditional food cultures might impart different habits and skills.
	Findings
	Participant Quotes


	Partnerships between individuals and agencies
	Participants wanted to know their individual efforts were making a difference and part of greater institutional and community efforts.
	Some participants didn’t think their personal choices were having a major impact.
	Participants said they were more likely to engage with food waste reduction efforts that featured institutional and/or community support.

	Participants wanted to see information about food waste reduction in community spaces, both in real life and online.
	Participants wanted to see more information about food waste reduction in community spaces during the entire journey of food.
	Participants suggested publicizing information about food waste reduction through social media.

	Participants would like to receive information about food waste reduction from grocery stores, emails, YouTube, and grocery apps, as shown in Table 4 below.
	Participants suggested Ecology partner with grocery stores, the school system, and other agencies.
	Participants supported partnerships with supermarkets to promote food waste reduction efforts.
	Participants saw youth-serving organizations as an opportunity to educate the next generation about reducing food waste.
	Participants looked to government agencies for guidance on food waste reduction.

	Grocery stores, educational institutions, and local nonprofits are the top partners for the food waste prevention campaign, as shown in Figure 61.

	Participant feedback from the qualitative study
	Many participants became more aware and started using new strategies to reduce their food waste.
	Participants reported that participating in the study made them more conscientious about their food waste habits.
	Some participants began using meal plans or other strategies to reduce waste.

	Participants appreciated the opportunity to give input to Ecology and were looking forward to the statewide campaign.
	Participants were thankful for the opportunity to give direct feedback.
	Many participants gave further suggestions for the statewide campaign.
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	Invitation Postcard
	Spanish Outreach Flyer

	Appendix C – Qualitative Study Recruitment
	Email Invitation
	English
	Spanish

	Reminder to sign up for the study
	English
	Spanish

	Reminder for those who registered for an account but did not complete any activities yet
	Reminder to complete study before it closes
	English
	Spanish


	Appendix D – Qualitative Study Materials
	Qualitative study platform landing page
	English
	Spanish

	Qualitative study platform activities page
	English and Spanish

	Participant compensation messaging
	English
	Spanish





