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Executive Summary 
Overview 
Purpose and goals 
The Department of Ecology (Ecology) conducted a mixed-method study in 2023 to inform how 
to best develop an innovative public education and behavior change campaign with the goal of 
reducing food waste in Washington State. In April 2024, we launched the behavior change 
campaign. In summer of 2024, we conducted a second survey to measure changes in awareness 
and behaviors related to food waste. In addition, we studied awareness of campaign 
messaging, identified effective campaign and messaging strategies, and explored future 
strategies and opportunities. 

Research approach 
We used a quantitative method with a random sample of 15,000 households throughout 
Washington invited to take the survey. During random sampling, we oversampled in areas with 
high EJScreen Index scores (details on page 10) to ensure we heard from a more representative 
sample of Washingtonians. We also worked with community partners for outreach among 
Spanish-speaking participants. In addition, we conducted a paid online panel to prioritize 
specific groups that were underrepresented in the primary survey response pool. The survey 
received 1,645 valid responses. 

Key Findings 
• Behaviors related to food waste (frequency and type) and attitudes and concerns about 

food waste have remained consistent since 2023. Overall, 2% more respondents (17%) 
were very concerned about food waste in 2024 compared to the baseline survey (15%) in 
2023. 

• Only 11% of respondents were aware of the National Food Waste Prevention Week. 
Younger people were more likely to be aware. 

• Regarding awareness of campaign messaging, overall 58% of respondents said they had 
read, seen or heard about food waste reduction in general and or at least one of the 
topics in the campaign in the past two months. People who have encountered new 
information about food waste reduction in the past two months are more likely to be 
more concerned about food waste, change their behaviors and be more interested in 
getting more information on how to reduce food waste.  

• Respondents who said they had read, seen or heard about food waste reduction in 
general and or at least one of the topics in the campaign in the past two months are also 
more likely to use strategies to reduce food waste more often than they were before the 
campaign. This feedback suggests the campaign was effective in changing people’s 
attitudes and behaviors. 

• Overall, 70% of respondents have taken steps to reduce their food waste and 31% of 
them have introduced new steps in the past two months. Those that made these changes 



 

Publication 24-07-041 Use Food Well Campaign Research Report 
Page 8 October 2024 

are more likely to be younger, live in large households, live with children, use Spanish 
and or identify as Hispanic or Latinx, or identify as Black, Indigenous, and People of Color 
(BIPOC). 

• Regarding future strategies and resources, respondents’ top interests stayed the same as 
2023. More than half of all respondents (57%) preferred to receive more information 
about reducing food waste from grocery stores. 

• Respondents who are younger, who live with children, and/or who live with more 
people, who use Spanish, and/or who identify as Hispanic or Latinx, women, and BIPOC 
respondents tended to be more interested in giveaway items (such as fridge magnets 
and shopping bags, 72% of respondents) and different online tools and apps (68% -77%). 

Recommendations 
• Prioritize campaign towards young people, families with children, people who use 

Spanish and or identify Hispanic or Latinx, identify as BIPOC as they tend to be the 
audiences most engaged with our messaging. 

• Continue to frame the campaign through a money-saving lens to get people motivated. 
• Continue to offer practical tips and easy to implement strategies in campaign messaging. 
• Partner with grocery stores to expand campaign messaging (e.g. by including storage tips 

at the produce area). 
• Consider working with produce suppliers for stay fresh for longer packaging and smaller 

portions. 
• Offer giveaways items as an incentive for key audiences. 
• Engage children and families through local school districts and young adults via social 

media to start a cultural shift. 
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Use Food Well Post-Campaign Survey 

Main Findings 
Food waste frequency and reason, current attitudes and 
concerns 

• Behaviors related to discard foods, attitudes and concerns about food waste have 
remained consistent since 2023. Overall, 2% more respondents were very concerned 
about food waste in 2024 compared to the baseline survey in 2023 (17% in 2024 vs. 15% 
in 2023). Overall, 50% of respondents were concerned about food waste (somewhat 
concerned and very concerned) in 2024, compared to 49% of respondents in 2023. 

• Overall, the following groups tend to be more concerned about food waste, take more 
steps to reduce food waste and have more interest in strategies and resources to reduce 
food waste: 
• Respondents who identify as BIPOC 
• Respondents who live with children 
• Respondents who speak Spanish at home, took the survey in Spanish, and or who 

identify as Hispanic or Latinx 
• Respondents who live in larger households  
• Respondents who are younger 

Awareness of campaign messaging 
• Only 11% of respondents were aware of the National Food Waste Prevention Week. 

Younger people were more likely to be aware. 
• While 17% of respondents said they have read, seen or heard anything about food 

waste reduction in the past two months, overall 58% of respondents said they had read, 
seen or heard about food waste reduction in general and or at least one of the topics in 
the campaign in the past two months. 

• Respondents who have encountered information about food waste reduction in general 
in the past two months are more likely to be concerned about food waste, be more 
interested in learning more to reduce their food waste, take new steps to reduce food 
waste in their household, use strategies to reduce food waste more often than two 
months ago and they are more likely to be are younger, live in larger household, have 
children, identify as BIPOC, have higher education level, and have higher income level. 

• Top sources of information about food waste reduction were TV (33%), newspaper 
(22%), Facebook (21%) and grocery stores (20%). 
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Current behaviors and changes 
• Overall, 70% of respondents have taken steps to reduce their food waste and 31% of 

them have introduced new steps in the past two months. Those that have taken these 
steps are more likely to be younger, live in large households, live with children, use 
Spanish and or identify as Hispanic or Latinx, or identify as BIPOC. The top themes of 
those newly adopted steps are related to grocery shopping, food storage, awareness and 
planning and cooking. 

Future strategies and resources 
• When shown a list of strategies and resources to help reduce food waste, most 

respondents said they are at least somewhat interested in all options provided. 
Respondents’ top interests stayed the same as 2023. 

• Regarding communication channels, more than half of all respondents preferred to 
receive more information about reducing food waste from grocery stores (57%). In 2023, 
top channels were website and email, though in the 2023 survey we did not ask about 
grocery stores. 

• Respondents who are younger, who live with children, and/or who live with more 
people, who speak Spanish at home, who took the survey in Spanish, and/or who identify 
as Hispanic or Latinx, women, and BIPOC respondents tend to be more interested in 
giveaways (such as fridge magnets and reusable shopping bags with storage tips, 72% of 
respondents), and different online tools and apps (68%-77%). 
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Methods 
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 (initial 
invitation and reminder) 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 used partnerships with libraries, stores and community-based organizations 
(CBOs) to recruit for Spanish-speaking participants, who are also typically less likely to 
respond to mailed invitations. 

• In addition, 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; people who identify as 
Black, Indigenous, or people of color; and people who are younger than 55 years of age.  

Survey timeline and sample 
• We fielded the primary survey online from June 22 to July 29, 2024 and fielded the 

panel survey online from July 31 to August 7, 2024. Ten $200 gift cards were distributed 
to winners from sweepstake drawing from the primary survey respondents. All panel 
participants who completed the survey were compensated directly by the survey panel 
vendor.  

• Eighteen community partners and CBOs supported our outreach effort in the Spanish-
speaking communities. 

• The survey received a total of 1,645 valid responses, including 106 from outreach and 
630 from the panel. Most responses (93%) were received in English, with 120 in Spanish. 
The survey participants were diverse in demographic characteristics such as age, gender, 
race and ethnicity, income, home language, education, household size, and parental 
status.

Organization of the research questions 
In the 2023 baseline survey, 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. In 2024, we kept most of the questions the same and 
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added questions to assess awareness of campaign messaging, behavioral change post-campaign 
and new opportunities for campaign messaging. The survey structure was as follows:  

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

• Next, we asked if respondents remember anything related to food waste reduction in the 
past two months to assess awareness of campaign messaging. 

• Next, we asked about respondents’ perception about their current efforts in reducing 
food waste and if they have done anything new in the past two months. 

• 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. 

 

Demographic profile / Who we heard from 
We used data from the U.S. Census Bureau2 to compare the demographics of survey 
respondents to the state population. Overall, the survey respondents were roughly 
representative of the Washington State population, with a few small differences. 

Age 
As shown in Figure 1, we heard from respondents of all age groups, including 7% who are ages 
18-24, 19% who are ages 35-44, 18% who are ages 45-54, 16% who are ages 55-64, 13% who 
are ages 65-74, and 5% who are 75 or older. Compared to the state population, we heard from 
more people in the middle age groups, with more respondents age 35-44 (22% of survey 
respondents vs. 17% of the population) and age 45-54 (18% of survey respondents vs. 16% of 
the population). We heard from fewer respondents on either end, with fewer respondents age 
18-24 (7% of survey respondents vs. 11% of the population) and age 75 or older (5% of survey 
respondents vs. 8% of the population). 

 
2 Primarily the 2020 5-year American Community Survey, supplemented by data from the 2020 U.S. Census 
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Figure 1. Age 

Gender 
Women represented a higher proportion of survey respondents (63%), as shown in Figure 2. An 
additional 34% identify as men, 1% identify as non-binary, and 0.3% identify with genders not 
listed in the survey question. Please note that respondents could select more than gender 
identity, so totals may add up to more than 100%. 

 
Figure 2: Gender 

Race and ethnicity 
Most survey respondents identified as white (71%), with an additional 16% identifying as 
Hispanic or Latinx, 8% as Asian or Asian American, 5% as Black or African American, 4% as 
American Indian or Alaska Native, 0.9% as Native Hawaiian or Pacific Islander, 0.6% as Middle 
Eastern or North African, and 2% as “Other races not listed here,” as shown in Figure 3. Please 

5%
13%

16%
18%

22%
19%

7%
0.4%

0% 25% 50% 75% 100%

75 or older
65-74
55-64
45-54
35-44
25-34
18-24

Under 18

How old are you?
(n = 1,569)

0.3%

1%

34%

63%

0% 25% 50% 75% 100%

Gender(s) not listed here

Non-binary

Man

Woman

How do you identify? Please select all that apply.
(n = 1,582)
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note that respondents could select more than one racial or ethnic identity, so totals may add up 
to more than 100%. 

Overall, 33% of respondents identified as Black, Indigenous, and People of Color (BIPOC). This 
was determined based on respondents who provided information about their racial or ethnic 
identities. Respondents were categorized as BIPOC if they selected at least one of the following 
racial or ethnic identities: “American Indian or Alaska Native”, “Asian or Asian American”, 
“Black or African American”, “Hispanic or Latinx”, “Native Hawaiian or Pacific Islander”, “Middle 
Eastern or North African”, “Other race or ethnicity”. Respondents were categorized as white if 
they selected “White” and no other racial or ethnic identity. 

 

2%
71%

0.6%
0.9%

16%
5%

8%
4%

0% 25% 50% 75% 100%

Other race or ethnicity
White

Middle Eastern or North African
Native Hawaiian or Pacific Islander

Hispanic or Latinx
Black or African American

Asian or Asian American
American Indian or Alaska Native

How do you identify? Please select all that apply.
(n = 1,579)

Figure 3: Race and Ethnicity 

Compared to the state population, more survey respondents identified as Hispanic or Latinx 
(15% of survey respondents vs. 11% of the population), while fewer identified as white (67% of 
survey respondents vs. 69% of the population) or as Asian or Asian American (7% of survey 
respondents vs. 10% of the population). 

Household size 
Survey respondents live in households of varying sizes, as shown in Figure 4. About 1 in 3 live in 
two-person households (33%), while 18% live in three-person households, another 18% in four-
person households, 9% in five-person households, and about 6% live in households of six or 
larger. An additional 15% live alone. 
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6%
9%

18%
18%

33%
15%

0% 25% 50% 75% 100%

6 or more
5
4
3
2
1

Including yourself, how many people live in your 
household?
(n = 1,565)

Figure 4: Household size 

We heard from more people living in larger households than we would expect based on the 
state population. More respondents reported living in households with three (18% vs. 15% of 
the population), four (19% vs. 13% of the population), five (9% vs. 6% of the population), or six 
or more (6% vs. 4% of the population) residents. Fewer respondents live alone (15% vs. 27% of 
the population) or with one other person (33% vs. 35% of the population). 

Children in household 
We heard from a mix of households with and without children as shown in Figure 5. More than 
half of respondents did not have people under the age of 18 living in their household (55%). 
About 17% had one child in the household, another 17% had two children in the household, 7% 
had three children in the household. 2% had four children, and 1% had five or more children in 
the household. 
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1%
2%

7%
17%
17%

55%

0% 25% 50% 75% 100%

5 or more
4
3
2
1
0

How many of the people in your household are under 
18?

(n = 1,550)

Figure 5: Number of children under 18 years of age in household 

Education 

Figure 6: Highest level of education 

18%

23%

12%

22%

20%

5%

0% 25% 50% 75% 100%

Post-graduate work or degree

College graduate

Associate’s Degree

Some college, or trade or vocational school

High school diploma or GED

11th grade or less

What is the highest grade or year of school you 
completed?
(n = 1,550)

While survey respondents represented a variety of educational backgrounds as shown in Figure 
6, many hold a college degree or higher (41%), with 23% being college graduates and another 
18% holding a post-graduate or professional degree. Another 12% hold an associate degree and 
22% had completed some college or vocational school. About 20% hold a high school diploma 
or GED, and only 5% reported an educational attainment of high school graduation or less. 
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Compared to the state population, survey respondents tended to report higher levels of 
education. We heard from fewer people whose highest completed grade of school was 11th 
grade or less (5% vs. 8% of the population) or high school diploma/GED (20% vs. 22% of the 
population), while we heard from more people with an associate’s degree (12% vs. 10% of the 
population) or post-graduate work/degree (18% vs. 14% of the population). 

Languages spoken at home 
Most respondents reported English (91%) as a language they use at home. An additional 12% 
reported using Spanish at home and 1% reported using Chinese (Mandarin) at home. While 
fewer than 1% of respondents reported using each of the other languages, a diversity of 
languages were represented by the respondents, as shown in Figure 7. 

0.1%
0.2%
0.2%
0.4%
0.5%
0.5%
0.6%
0.7%
0.8%
1%

3%
12%

91%

0% 25% 50% 75% 100%

Amharic
Somali

Tagalog
Ukrainian

Chinese - Cantonese
Korean

Vietnamese
Russian

Japanese
Chinese - Mandarin

Other (please specify)
Spanish
English

What language(s) do you speak at home? Please 
select all that apply.

(n = 1,579)

 
Figure 7: Language(s) spoken at home 

Household income 
Survey respondents represented a range of household incomes, as shown in Figure 8. The 
median household income reported was between $50,000 to $74,000, with: 

• 35% from households with incomes under $50,000,  
• 16% from households with incomes under $25,000, and 
• 47% from households with incomes above $75,000, including  
• 17% with incomes above $150,000. 
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Figure 8: Total household income in 2023 

While survey respondents tended to report slightly lower household incomes than we would 
expect based on the population, the difference is very small – less than 2% difference between 
the percentage of the survey respondents and the percentage of the population in each income 
category. 
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8%
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Less than $25,000

What is your total household income for 2023, before 
taxes?

(n = 1,443)
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Detailed findings 
What items are discarded and why? 
Behaviors related to discarding different types of foods remained consistent from 2023. 
Vegetables and fruits are among the most frequently self-reported discarded food items, 
along with other leftovers. In comparison, seafood and eggs, as well as rice, noodles, and 
pasta are not discarded as often. 

As shown in Figure 9, vegetables, fruits, and other leftovers were the most frequently discarded 
food items, with: 

• 57% of respondents reporting that they discard vegetables at least once a month, and 
15% do so at least once a week, 

• 55% of respondents reporting that they discard fruits at least once a month, and 18% do 
so at least once a week, and 

• 54% of respondents reporting that they discard other leftovers at least once a month, 
and 20% do so at least once a week. 

In comparison, seafood and eggs, as well as rice, noodles, and pasta are not discarded as often, 
with few people reporting that they discard these items at least once a month (8%, 10%, and 
13%, respectively).  
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6%

90%

92%

2023

2024

How often do you discard:
At least once a week At least once a month Never or rarely

Seafood

7%

8%

91%
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5% 9%
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7%

5%

17%

15%
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80%

2023
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Meat, poultry
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23%

22%
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2024Dairy (milk, yogurt, 
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Figure 9. How often different types of food are discarded 

(*bar labels that are smaller than 5% were omitted from the chart) 

• Respondents who are older tend to report discarding dairy, eggs, and fruit more often. 
• Respondents who live with children tend to discard fruit less often.  
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Reasons for discarding foods also remained the same as findings from 2023. Spoiling was the 
most common reason foods were discarded, especially for fruits and vegetables, followed by 
past expiration date, and made or bought too much. 

Figure 10 shows the reasons why different types of foods were discarded.

 
Figure 10. Reasons for discarding different types of food 

(*bar labels that are smaller than 5% were omitted from the chart) 
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Current attitudes and concerns about food waste 
Nearly all respondents (95%) agree that throwing away food is a waste of money, while 
nearly one-third (32%) disagree that it damages the environment. These attitudes have 
remained consistent since 2023. 

When asked whether they agree or disagree with the following statements, 95% of respondents 
agreed that throwing away food is a waste of money, 85% agreed that they feel guilty when 
they throw away food, 84% agreed that the steps they personally take can make a big 
difference in society, 82% agreed that they can reduce how much food their household throws 
away, and 77% agreed that practical information, ideas, and tips could help them reduce food 
waste at home. 60% of respondents agreed that throwing away food damages the 
environment. 

 
Figure 11. Sentiments and behaviors related to food waste 

(*bar labels that are smaller than 5% were omitted from the chart) 
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Respondents were equally divided about their concern about food waste – 50% saying they 
are “not at all” or “not too concerned” and the other 50% saying they are “somewhat” or 
“very” concerned. Overall, 2% more respondents were concerned in 2024 compared to the 
baseline survey in 2023. 

When asked how concerned they are about the amount of food they throw away, about 14% 
said they are not at all concerned, 36% said they are not too concerned, 33% said they are 
somewhat concerned, and 17% said they are very concerned, as shown in Figure 12. 

 

13%

14%

38%

36%

34%

33%

15%

17%

0% 25% 50% 75% 100%

2023

2024

How concerned are you about the amount of food you 
throw away?
(n = 1,572)

Not at all concerned Not too concerned Somewhat concerned Very concerned

Figure 12: Concern about food waste 

Similar to findings in 2023: 

• Respondents who are more concerned about food waste tend to discard all categories of 
food except seafood or eggs less often than those who are less concerned. 

• Respondents who identify as BIPOC tend to be more concerned about food waste than 
non-BIPOC participants. 

• Respondents who live with children tend to be more concerned than participants 
without children. 

• Respondents who speak Spanish at home, respondents who took the survey in Spanish, 
and respondents who identify as Hispanic or Latinx tend to be more concerned about 
food waste. 

• Respondents who live in larger households tend to be more concerned about food 
waste. 

  



 

Publication 24-07-041 Use Food Well Campaign Research Report 
Page 24 November 2024 

Awareness of National Food Waste Prevention Week 
Most respondents (89%) were not aware of the National Food Waste Prevention Week. 

Only 11% of respondents were aware of National Food Waste Prevention Week, as shown in 
Figure 13.  

 

11% 89%

0% 25% 50% 75% 100%

Are you aware of the National Food Waste Prevention 
Week? Your best guess is fine.

(n = 1,569)
Yes No

Figure 13: Awareness of National Food Waste Prevention Week 

• Respondents who were aware of the National Food Waste Prevention Week tended to 
be younger than those who were not. 

Awareness of campaign messaging 
Most respondents (83%) said they have not read, seen, or heard anything in the past two 
months about food waste reduction. 

Only 17% of respondents said they have read, seen, or heard anything about food waste 
reduction in the past two months. 

 
Figure 14: Awareness of recent messages about food waste reduction 

Among respondents who said they had read, seen, or heard anything about food waste 
prevention in the past two months, the most common information source was television 
(33%). 

17% 83%

0% 25% 50% 75% 100%
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(n = 1,561)
Yes No
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Respondents who said they had read, seen, or heard anything about food waste reduction in 
the past two months had received this information from a variety of sources, as shown in Figure 
14. Many had received this information from TV news or streaming TV (33%), followed by 
newspapers (print or online) 22%, Facebook (21%), and at grocery stores (20%). Some 
respondents also reported receiving this information from Instagram (16%), radio or radio apps 
(12%), TikTok (10%), email (9%), Twitter (3%), and other social media (3%), including YouTube, 
News Feed, and Reddit. Other methods (3%) included books, friends and family, community 
organizations, and mail. 

 
Figure 15: Source(s) of recent messages about food waste reduction 

When shown a list of specific topics related to food waste reduction, most respondents (55%) 
said they had seen or heard new information about at least one of these topics in the past 
two months. 

Respondents were asked if they have heard or seen any new information about tips to reduce 
food waste in the past two months, as shown in Figure 16. Many respondents had seen tips on 
how to best store foods to make sure they last longer (41%), tips on how to shop smarter when 
going to the grocery store (34%), creative tips on using leftovers to make new dishes (33%), and 
tips for using up foods before they go bad (29%). 
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29%

33%

34%

41%

71%

67%

66%

59%

0% 25% 50% 75% 100%

Tips for using up foods before they go
bad.

Creative tips on using leftovers to make
new dishes.

Tips on how to shop smarter when going
to the grocery store.

Tips on how to best store foods to make
sure they last longer.

Have you heard or seen any new information about the 
following topics in the past two months?

(n = 1,567)
Yes No

Figure 16: Recent information about tips to reduce food waste 

While only 17% of respondents said they had read, seen, or heard anything about food waste 
reduction in the past two months (see Figure 14), most (55%) said they had seen or heard new 
information about at least one of the topics shown in Figure 16. Overall, 58% of respondents 
said they had read, seen, or heard about food waste in general and/or at least one of the topics 
above in the past two months. 

Current behavior and changes 
Overall, most respondents (70%) have taken steps to reduce their food waste, and many 
(31%) have introduced new steps in the past two months. 

When asked if they have taken steps to reduce food waste in the past two months, 70% said 
they have while another 30% said they have not, as shown in Figure 17. 
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70% 30%

0% 25% 50% 75% 100%

In the past two months, have you taken steps to 
reduce food waste?

(n = 1,562)
Yes No

Figure 17: Steps taken to reduce food waste in the past two months 

More often than those who have not, those who said they have taken steps to reduce food 
waste in the past two months tend to… 

• Agree that they feel guilty when they throw away food 
• Agree that they can reduce how much food their household throws away 
• Agree that the steps they personally take to avoid wasting food can make a big 

difference in society 
• Say they are more concerned about food waste 
• Say they have heard about any of the listed tips to reduce food waste 

Among respondents who said they have taken steps to reduce food waste in the past two 
months, 31% said that these steps are new to them.  

 

31% 69%

0% 25% 50% 75% 100%

Are any of the steps new to you and or your 
household?
(n = 1,080)

Yes No

Figure 18: New steps taken to reduce food waste in the past two months 

More often than those who have not, those who said they have taken new steps to reduce 
food waste tend to… 

• Be younger 
• Live in households with more people 
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• Live with at least one person under the age of 18 
• Speak Spanish 
• Take the survey in Spanish 
• Identify as Hispanic or Latinx 
• Identify as BIPOC 
• Say they have heard tips on how to shop smarter when going to the grocery store, how 

to best store foods to make sure they last longer, or how to use leftovers to make new 
dishes 

• Say they are more concerned about food waste 

When asked to describe what new steps they have taken to reduce food waste, respondents 
discussed approaches to grocery shopping, food storage, cooking, and meal planning. 

Respondents were asked the open-ended question, “What new steps have you taken to reduce 
food waste?” The following themes emerged from the 323 responses: 

• The most common theme was in the approach to grocery shopping. Rather than buying 
food in bulk or “stocking up”, respondents described buying smaller quantities of food at 
a time and only buying what they know they need, especially perishable food. Some 
described going shopping more often but buying less on each trip, while a few described 
shopping less often. 

• Food storage was another common topic. Respondents described a variety of methods to 
prolong the shelf life of ingredients and leftovers, from rinsing produce to freezing 
leftovers and canning . 

• Respondents also discussed awareness of and planning around the shelf life of foods: 
paying attention to what items are likely to spoil soon, organizing the fridge to facilitate 
consuming things that are likely to expire soon first, and planning meals around what 
needs to be used up. 

• Many respondents described changing their approach to cooking, particularly reducing 
the quantity of food made at a time. Some described cooking more frequently, while a 
few said they cook less frequently. 

• Another theme was around finding uses for food scraps or spoiled food. Composting 
was the most common tactic. Others mentioned repurposing scraps for broth and using 
food scraps to feed livestock. 

• Meal planning in general was often mentioned, especially in connection with other 
themes: buying less food but with more intentional planning, planning meals around 
what ingredients need to be used up, cooking more often. 

• Some respondents described changing their eating habits: eating leftovers more often, 
cooking from home more, eating larger meals and fewer snacks. 

• A few mentioned other tactics such as giving away excess food or growing their own 
produce. 
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When asked to select from a list of common steps to reduce food waste, behavioral patterns 
stayed consistent from findings in 2023. Most respondents said that they often or always 
check the fridge and pantry before grocery shopping (79%), store food to keep it good to eat 
for as long as possible (77%), use a shopping list (74%), create meals from things that need to 
be used up (67%), and/or remove bruised or damaged parts of fruits and vegetables and eat 
the rest (62%). 

Respondents were shown a list of common steps taken to reduce food waste and asked how 
often they did these, as shown in Figure 19.  

Steps that most respondents were doing often or always: 

• Checking the fridge and pantry before grocery shopping (79%) 
• Storing food to keep it good to eat for as long as possible; can include proper storage, 

organization, labeling, and freezing (77%) 
• Using a shopping list (74%) 
• Creating meals from things I have that need to get used up (67%) 
• Removing bruised or damaged parts of fruits and vegetables and eating the rest (62%) 

Steps that fewer respondents were doing often or always: 

• Use meal planning (48%) 
• Use all parts of the food I buy, such as broccoli stalks, or meat bones for soups (40%) 
• Share or give away extra food or leftovers (26%) 
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Figure 19. Frequency of steps taken to reduce food waste.  

(*New item in 2024, no 2023 data. Bar labels that are smaller than 5% were omitted from the 
chart) 

• Respondents who say they check the fridge and/or pantry first before grocery shopping 
more often tend to also say they discard eggs, fruit, and/or vegetables more often. 

• Respondents who say they use a shopping list more often tend to be older. They also 
tend to report higher levels of education. 

• Respondents who say they store food to keep it good to eat for as long as possible more 
often tend to say they are less concerned about food waste. They also report discarding 
all categories of food more often. 
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• Respondents who say they remove bruised or damaged parts of fruits and vegetables 
and eat the rest more often tend to be older. They also report discarding fruit more 
often. 

• Respondents who say they create meals from things they have that need to get used up 
more often tend to say they discard fruits, vegetables, and/or leftovers more often. 
They also tend to respond to the survey in Spanish. 

• Respondents who say they use meal planning more often tend to say they live with a 
partner. 

• Respondents who say they use all parts of the food they buy more often tend to say 
they discard fruit or other leftovers more often. 

• Respondents who say they share or give away extra food or leftovers more often tend 
to report lower household income. 

Across all listed steps to reduce food waste, most respondents (72-81%) said that they do 
these steps about the same as two months ago. 

Respondents were asked if they do these steps more often, less often, or about the same 
compared to two months ago, as shown in Figure 20. While most respondents said they do 
these steps about the same as two months ago, some said they do them more often: 

• Creating meals from things I have that need to get used up (22%) 
• Checking the fridge and or pantry first before grocery shopping (22%) 
• Using a meal planning (20%) 
• Using a shopping list (20%) 
• Storing food to keep it good to eat for as long as possible; can include proper storage, 

organization, labeling, and freezing (18%) 
• Using all parts of the food I buy, such as broccoli stalks, or meat bones for soups (16%) 
• Removing bruised or damaged parts of fruits and vegetables and eat the rest (16%) 
• Sharing or giving away extra food or leftovers (14%) 
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Figure 20: Changes over time in steps taken to reduce food waste 

(*bar labels that are smaller than 5% were omitted from the chart) 

• Respondents who are more concerned about food waste tend to report taking the 
following steps more often than two months ago: 

o Create meals from things that need to be used up 
o Check the fridge and/or pantry before going grocery shopping 
o Store food to keep it good to eat for as long as possible 

• Respondents who identify as Hispanic or Latinx, who speak Spanish at home, and/or 
who took the survey in Spanish tend to report taking the following steps more often 
than two months ago: 

o Create meals from things that need to be used up 
o Check the fridge and/or pantry before going grocery shopping 
o Use meal planning 
o Use a shopping list 
o Store food to keep it good to eat for as long as possible 
o Use all parts of food 

• Respondents who identify as BIPOC and/or who live with people under the age of 18 
tend to report using meal planning more often than two months ago. 
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• Respondents who are younger tend to report creating meals from things that need to be 
used up more often than two months ago. 

Future strategies and resources 
When shown a list of strategies and resources to help reduce food waste, most respondents 
said they are at least somewhat interested in all options provided. Respondents’ top interests 
stayed the same as 2023. 

Respondents were asked to rate their interest in a list of strategies and resources to help 
reduce food waste, as shown in Figure 21. Most respondents showed interest in all options 
provided, with 68% to 89% saying they are at least somewhat interested. The top three most 
popular options were: 

• Stay-fresh-for-longer packaging at the grocery stores (37% said somewhat interested and 
52% said very interested) 

• Storage tips at the produce area at the grocery store  (43% said somewhat interested and 
41% said very interested) 

• Option of smaller package / portion sizes at the grocery store (40% said somewhat 
interested and 39% said very interested)  
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Figure 21. Interest in strategies and resources to reduce waste 

• Respondents who are more concerned about food waste tend to rate higher interest in 
all items. 

• Respondents who are younger, who live with children, and/or who live with more 
people tend to rate higher interest in the following items: 
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o A fridge magnet reminder on how to properly store produce to make them last 
longer 

o A fridge magnet with tips on how to substitute ingredients in recipes 
o Reusable shopping bags with storage tips printed on the bag 
o Online tools or apps with suggestions and recipes to use up food 
o Meal planning apps or tools generating shopping lists 
o Storage tips and recipe ideas from grocery store apps 

• Respondents who speak Spanish at home, who took the survey in Spanish, and/or who 
identify as Hispanic or Latinx tend to rate higher interest in the following items: 

o Reusable shopping bags with storage tips printed on the bag 
o Online tools or apps with suggestions and recipes to use up food 
o Meal planning apps or tools generating shopping lists 
o Storage tips and recipe ideas from grocery store apps 

• Additionally, respondents who identify as Hispanic or Latinx tend to rate higher interest 
in a fridge magnet reminder on how to properly store produce. 

• Respondents who identify as women tend to rate higher interest in the following items: 
o A fridge magnet with tips on how to substitute ingredients in recipes 
o Online tools or apps with suggestions and recipes to use up food 

• Respondents who identify as BIPOC tend to rate higher interest in the following items: 
o Reusable shopping bags with storage tips printed on the bag 
o Storage tips and recipe ideas from grocery store apps 

Respondents expressed interest in receiving information about how to reduce food waste 
from a variety of communication channels. 

More than half of all respondents preferred to receive more information about reducing food 
waste from grocery stores (57%). Many also preferred to receive information by email (38%) 
and from the website (35%). Other responses included Facebook (29%), community spaces 
(26%), television (25%), newspapers (20%), Instagram (20%), TikTok (14%), radio (13%), local 
school districts (12%), Twitter/X (6%), and other social media (2%), including Reddit, YouTube, 
and Pinterest. Among respondents who selected “other” (2%) or “other websites” (1%), 
common responses include mail, community organizations, and municipal waste management 
websites.  
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Figure 22. Preferred communication channels.  

* New item in 2024 survey. 
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• Respondents who speak English at home and/or who took the survey in English tend to 
select grocery stores as their preferred communication channel. 

• Respondents who are younger tend to select Instagram and/or TikTok. Respondents 
who are older tended to select newspapers. 

• Respondents who live with children and/or who live in larger households tend to select 
their local school district and/or TikTok. 

Relationship between campaign exposure and other 
variables 
Overall, compared to people who had not encountered information related to food waste 
reduction in the past two months, those who had received information related to food waste 
reduction were more likely to say that:  

• They can reduce how much food their household throws away. 
• The steps they personally take to avoid wasting food can make a big difference in our 

society. 
• Practical information, ideas, and tips could help them reduce food waste at home. 
• Are concerned about the amount of food they throw away. 
• Aware of the National Food Waste Prevention Week 
• Take new steps to reduce food waste in their household 
• Use strategies to reduce food waste more often than 2 months ago 
• Are more interested in learning more about strategies to reduce food waste 

The demographics of this group include the following attributes: 

• Are younger 
• Live in larger household 
• Have children 
• Identify as BIPOC 
• Have more education 
• Have higher income 
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