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EXECUTIVE SUMMARY

Washington wastes more than 295,000 tons of edible food each year. Food is a valuable
resource, and as climate change accelerates, we must reimagine our relationship with it.
Wasting edible and inedible food also wastes the water, energy, land, pesticides, fertilizers,
and labor used to produce and transport that food. To address this issue, the Washington
State Legislature set an ambitious goal: cut Washington’s food waste in half by 2030.

The Washington State Department of
Ecology (Ecology) partnered with PRR to
develop a comprehensive behavior change
marketing campaign aimed at raising
awareness about the impacts of food waste
and encouraging the adoption of small steps
to cut down on food waste among residents
and businesses. The Use Food Well
statewide marketing campaign - rooted in
market research and behavior change best
practices - marked the first step toward the
state’s food waste reduction goal.

As part of the Use Food Well campaign, we
focused on meeting people where they are
by tailoring our approach and messaging
to resonate with individuals based on

their current understanding, beliefs,

and behaviors related to food waste and
adapting our communications strategies

to be relevant and effective for our diverse
audiences. Changing habits is hard, and
without a strong understanding of our
audiences, food waste can feel like another
item on a to-do list in people’s already
busy days. One of the most significant
takeaways from our research that informed
the Use Food Well campaign was that the
financial impact of wasting food is the
biggest motivator for behavior change. The
campaign messaging focused on that fact
with the message, “Food Waste Adds Up.
Know the Cost.”

Use Food Well - Recap Report

The drive to prevent food waste is gaining
momentum in Washington. The outcome
of Use Food Well led to an increase in
consumer food waste prevention behaviors
by 10%. Current registrations show more
partners than any other state who signed
up to participate in National Food Waste
Prevention Week.

The Use Food Well campaign addresses the
significant environmental, economic, and
social impacts of wasting food. By raising
awareness and promoting actionable
behaviors that will lead to widespread
behavior changes, Use Food Well can

help reduce greenhouse gas emissions,
conserve resources, and alleviate food
insecurity. Continuing to focus campaign
messaging on people of all ages, genders,
races, and incomes with a higher amount of
waste generated by families will effectively
increase consumer food waste prevention
in Washington state.
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SITUATION

Every year, Washingtonians toss out food that could
have been eaten, shared, or saved for later. Not because
they don’t care about the value of food, but because life
is busy and messages around food are not clear. People
consistently wonder what to do with their leftovers. Can
this be frozen? How could | take what is left in my fridge
and make it into something more interesting? For many,
the answers are not clear, and when you're balancing
tight budgets, busy days, and a lack of time or tools, food
ends up in the trash.

We approached food waste as something we could
change together, through practical tips, clear tools, and
encouragement that met people where they were - and
did not leave them there. At its heart, this campaign was
about restoring a sense of value to the food we bring
into our homes and the effort it takes to use it well.

BUILDING THE FOUNDATION: OUR APPROACH

From appearing in grocery stores around the state, on local television to creating animation
for social ads, every piece of the campaign was built to educate, inspire, and empower
people to reduce food waste.

Grounded in Research

Our campaign research strategy leveraged
both qualitative and quantitative
methodologies to gain broader insights of
current perceptions, behaviors, knowledge,
and interests surrounding food waste.
Through intense listening sessions,
literature reviews, interviews, surveys,
and qualitative research in both English
and Spanish, we validated and discovered
key behavioral insights that guided the
marketing plan and campaign messaging.

Use Food Well - Recap Report

Most people want to reduce food waste,
but feel overwhelmed by:

e Poor food storage knowledge
e Budget limitations
e Time constraints

Our research validated what marketers
have long known: saving money motivates
change. This confirmation around the cost
savings of food waste reduction reinforced
our decision to lead with cost-focused
messaging - making financial savings the
heart of our campaign strategy.
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Centering Equity and Representation

Frlom the beginning, we built the campaign around inclusion and cultural
:Ef::tn:he. ;).ur rese.arch, messgging, and creative content were designed to

, e |Yerse lived experiences people have with food. We understand that
people’s relationship with food is shaped by their culture, community, and acceass

How do you use food?

The Washington Department of Ecology
is conducting research to understand how
people in Washington use food. We will
use this information to support our food
waste reduction work. As a thank you for
participating, adult participants can enter
to win one of ten $100 gift cards at the end
of the survey.

To take the survey:

Type this link in the website address bar:
www.rebrand.ly/ WAFOOD2023 or

scan the QR code using
your smartphone or

tablet camera.

One entry per household.
Participants must be 18 or
older. Survey responses are
kept confidential.

Questions or concerns?
Please contact jade.monroe@ecy.wa.gov.

We prioritized equity by:

e Conducting research in both
English and Spanish.

e Testing initial creative concepts,
campaign names, and messaging with
diverse audiences which resulted in the
campaign name, Use Food Well.

e Developing personas that captured
cultural, economic, and family dynamics.

e Using warm, inspiring, judgement-free
messaging rooted in daily reality.

;Qué hace con sus alimentos?

El Departamento de Ecologia de
Washington estd llevando a cabo un
estudio para descubrir cémo utilizan los
alimentos los habitantes de Washington.
Esta informacién nos ayudard para
realizar nuestro trabajo que busca
reducir el desperdicio de alimentos.

En agradecimiento por participar, los
participantes adultos pueden participar
para ganar una de las diez tarjetas de
regalo de $100 al final de la encuesta.

Realice la encuesta de una

de las siguientes maneras:

Escriba este enlace en la barra de direcciones
de su navegador de internet: https://rebrand.
Iy/WAFOODZOZ3ES o escanee el cédigo QR
con la cdmara de su celular o tableta.

Un participante por hogar.
Los participantes deben ser
mayores de 18 afios. Las
respuestas a la encuesta
son confidenciales.

;Preguntas o dudas?

Envie un correo electrénico a
jade.monroe@ecy.wa.gov.

e Creating bilingual content that was practical,
respectful, and empowering that moved
people away from the food waste messages
so we could focus on prevention.

e Ensuring recipes and simple tips
reflected staple ingredients found
in most households, while also
incorporating culturally familiar items
across diverse backgrounds.

Keepi .
eeping equity at the center of our work helped ensure the campaign did not just reach

people, it resonated.

Use Food Well - Recap Report
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Developing the Brand and Story

Centered around our research findings, we developed a campaign identity and message
designed to resonate: Use Food Well. The name emphasizes everyday capability and
inspires action.

Our research showed that everyone wastes food in some way, but by digging deeper into
behaviors and motivations, we uncovered key audience segments that allowed us to be
even more strategic with our messaging and outreach. The identified personas included:

.

Middle-class, working Lower-income young adults Higher income adults who
families with children who who chase discounts value convenience and

buy in bulk and struggle with and bulk buy, driven by efficiency often rely on
leftovers and proper food stretching their budget and ready-made meals and look
storage, motivated by family maximizing value. for time-saving solutions.

health and cost savings.

These audience insights shaped our creative content. Using a positive cultural framework,
we reframed food waste as something we can prevent rather than feel guilty about. The
campaign focused on real-life challenges and delivered warm, approachable messaging
grounded with practical tips and key phrases that stick. We prioritized colorful visuals
that celebrated food’s value, rather than shaming waste.

The advertising messaging emphasized the impact of wasting food, supported by
simple, actionable steps:

1. Make a plan. 2. Store food properly. 3. Use what you buy.

We also tailored messaging to seasonal behaviors, such as launching a holiday campaign
with tips for using up leftovers, sharing extra food, and planning meals ahead to reduce
waste during increased spikes in food waste during the holidays.
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’ s Plan and Cook Store and Preserve Food Donation
Use Food Well English v
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® 4 3. Composting Businesses Resources

Your path to a waste-free kitchen.

Food waste adds up. W /
Know the cost. 1

When food goes in the trash, so do resources, time, and money.

Save all three with small changes to your daily habits. Get started

today.
Get planning and cooking tips Get food storage tips

Leveraging Our Owned Channels

Our owned channels, including the website Organic social media extended the campaign’s
and social media, were built to meet people reach into people’s daily lives. Our posts
where they were and help them take action. highlighted real-life solutions through:

The campaign website, UseFoodWell.org, e Snackable content like carousels,

served as a central hub for information and infographics, and quick videos with
resources. Developed to be immediately chef Joel Gamoran.

useful and accessible, the site featured: e Practical tips that reflected diverse

e Bilingual tools and tip sheets. food habits and cultural traditions.

e Quick videos and recipes. Together, these owned channels created a
year-round presence and ensured people had
the tools, encouragement, and motivation
they needed to reduce food waste at home.

e Partner resources.
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Partnership Strategy and Development

Once we had our message, we engaged trusted voices across Washington to help amplify it.

Our partnership with sustainable chef Joel Gamoran, founder of Homemade and host of PBS’s
Homemade Live, brought warmth and relatability to the campaign. Chef Joel’s practical content
inspired home cooks statewide and helped translate food waste prevention into everyday action.

We also secured a partnership with To maximize reach, we intentionally planned
Safeway/Albertsons based on their strong the launch to coincide with National Food
commitment to sustainability and food waste, Waste Prevention Week in April - a well-
which promoted the Use Food Well website established event that’s gained strong
through in-store signage and advertising. This  national attention. This timing enabled us
collaboration reached shoppers at the point to recruit 124+ community organizations to
of purchase, turning awareness into action participate in the week’s activities. Partners
right where food choices happen most. received toolkits, branding elements, and

materials to help them promote food waste

prevention within their own networks.
coucs 3 §§
WELL ./ U=

»
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Throughout the campaign, partners distributed materials, shared messaging across their own
channels, and reinforced practical food-saving tips that felt accessible and achievable. Partnership
efforts continued in Spring 2025 with the addition of the Washington State Farmers Market
Association, who distributed campaign materials to their members across the state.

FEED

In Spring 2025, we also expanded our reach by partnering with Washington State University
(WSU) to support a food waste awareness event to re-launch their Cougar Food Pantry on

the WSU Pullman Campus which provides students with free food and basic items for those
experiencing food insecurity. Safeway provided funding to help modernize the school’s on-
campus food pantry and stocked it with healthy food. The event also featured the WSU mascot
and representatives from Safeway and the Seattle Seahawks, creating a memorable experience
that highlighted food waste prevention, student food security, and community collaboration.
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Earned Media Strategy

Earned media efforts supported paid media

and partnership strategies. Leaning on our
partnerships, we leveraged storytelling to pitch
to local and regional media, which corresponded
with Food Waste Prevention Week and other
key moments to earn media coverage and
increase visibility of the campaign and partners.

Use Food Well - Recap Report

NORTHWEST

Earned media for the launch centered around
Western and Eastern Washington to ensure
that we reached key media markets on both
sides of the state. We leaned on chef Joel
Gamoran’s popularity on the West side of the
state and held a media event at his cooking
studio. On the east side of the state, we
partnered with the food bank 2nd Harvest.
We did a shoot at their studio followed by
interviews at a mobile market in Kennewick.

For the fall campaign, we leaned again on
our partnerships. We held a media event
at a newly opened Safeway in Seattle and
secured a segment on New Day, a popular
morning TV show, featuring chef Joel.
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Paid Media Strategy

The paid media strategy aimed to increase
awareness about the financial impacts

of food waste while driving traffic to
UseFoodWell.org. To maximize message
recall and encourage action, ads ran during
key touchpoints throughout the day. We also
leveraged a diverse mix of media offerings

in both English and Spanish to reach priority
audiences across Washington.

In addition, we tailored advertising
insertions to reflect the varying

media consumption habits across

regions, cultures, and demographics.
Advertisements were placed on digital
platforms including social media, digital
display networks (banner ads, native

ads, social media ads), video and audio
streaming, broadcast/linear TV and radio,
transit, grocery stores, and food magazines.
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Bringing It All to the Table

Can Cost
Your Family
$1,500 a Year

UseFoodWell.org

Sponsored by the Washington State Department of Ecology

Digital tactics, including display ads, social
media ads, search ads, and streaming of
audio and video spots, reached target
audiences across desktop, tablet, mobile,
and connected devices.

e Video spots were streaming digitally and

aired on broadcast and cable TV programs
that ranked well for the target audiences.

Audio spots streamed digitally and played
over the air on a mix of broadcast radio
station formats and genres across the state
that ranked well for the target audiences.

Full-page print ads appeared in lifestyle,
cooking, and food-focused magazines
to align the message with readers most
receptive to food-related content.

Out-of-home placements, including grocery
check out ads, window clings, and billboards,
engaged shoppers and commuters in
high-traffic areas across Washington.

Use Food Well

O4b

Together, these foundational efforts ensured the Use Food Well campaign launched with
purpose, clarity, and resonance. Grounded in research, guided by an actionable marketing
plan, fueled by strong partnerships, and delivered across diverse channels, the campaign met
Washington residents where they were at and moved them toward lasting behavior change.

Use Food Well - Recap Report
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REACHING RESIDENTS WHERE THEY ARE:
RESULTS

The campaign
Engagement Metrics == io leveraged paid,
earned, and
_ N owned channels
" to reach our

"After seeing information about the

Soclal media engagement, PR engagement, Use Food Well program launch on audiences where
Partnership Engagement Instagram | was inspired to begin
being even more mindful of reducing t h ey a | rea d y SCro I ,
PR oo Shemen) inferats P " food waste and fo also begin
. coverage showed interest in saving money and .
wasting less foods through creative recipes and recycling food scraps by using the WatC h 5 an d sSearc h .

storage solutions. food waste bins provided by the city

« The social media content re positive rather than just putting them in the

feedback through comments expressing admiration garbage bin."
for the campaign. - Pam & Lindsay

from Tacoma via emall/

Paid Media Results
Timing: April 1, 2024 - April 20, 2025

OVERVIEW
Media Tactic EstlmaFed Advertising
Impressions Value
Digital/Online
Social Media, Display Network, 35,231,997 $340,571 $446,131
Video and Audio Streaming
Broadcast/Linear Television 7,437,466 $143,777 $219,549
Broadcast/Linear Radio 4,644,497 $39,716 $70,413
Print/Food Magazines 753,238 $20,236 $29,760
Out of Home/Grocery stores 4,914,234 $50,000 $59,449
TOTAL 52,981,432 $594,300 $825,302

Use Food Well - Recap Report ECY 26-07-006 - Page 9




Owned Channel Results
Website

The Use Food Well website successfully reached Washingtonians across three
strategic campaign periods from April 2024 through June 2025, demonstrating
exceptional digital engagement and bilingual accessibility.

Key Highlights:

e Exceptional total reach: 172,000 page views and 137,000 users reached
during the 15 months of campaign activity.

e Growing engagement quality: User engagement time improved dramatically
in Spring 2025 (English: 133% increase to 14s, Spanish: 450% increase to 11s),
demonstrating effective website optimization.

e Partnership integration success: Referral traffic dominated both sites
(English: 38.45%, Spanish: 39.1%), with over 52,000 users driven through
partner collaboration.

e Content resonance: Holiday-themed content achieved highest traffic
volumes with 75,743 page views, indicating seasonal messaging effectiveness.

e Sustained user interest: 2,856 total file downloads and strong brand
recognition (27.46% direct traffic for English site) demonstrate users actively
seeking and using campaign resources.

Total Campaign Performance
(English: April 1, 2024 - June 23, 2025, Spanish: May 6, 2024 - June 23, 2025):

Audience Page Views Total Users Enga;\Z::f:Time
English 143,155 110,956 9s
Spanish 29,856 25,964 2s
TOTAL 172,360 137,208 5.5s

Use Food Well - Recap Report ECY 26-07-006 - Page 10




English Site Traffic Sources

Traffic Source Total Users New Users Percentage of Total
Referral 42,668 42,825 38.45%
Direct 30,464 29,934 27.46%
Organic Social 13,991 13,928 12.61%
Organic Shopping 10,897 10,918 9.82%
Organic Search 4,613 3,506 4.16%
Paid Search 3,162 3,162 2.85%
Unassigned 2,165 2,153 1.95%
Email 1,497 1,321 1.35%
Paid Social 1,470 1,460 1.32%
Display 66 62 0.06%
TOTAL 110,956 109,307 100%

Spanish Site Traffic Sources

Traffic Source Total Users New Users Percentage of Total
Referral 10,015 9,963 39.1%
Direct 5,544 5,410 21.64%
Organic Shopping 5,483 5,480 21.41%
Organic Social 3,556 3,534 13.88%
Organic Search 542 501 2.12%
Paid Social 509 504 1.99%
Unassigned 58 55 0.23%
Paid Search 14 12 0.05%
Email 1 0 <0.01%
TOTAL 25,964 25,459 100%
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Organic social content

The organic social media content received positive feedback with most reactions
being likes, hearts, and positive comments. Content topics ranged from tips for
reducing food waste to collaboration posts with partners like WSU and Joel Gamoran.

Est. . Additional
Platform . Reactions Comments
Impressions Engagement
Facebook 7,384 65 3 18
Instagram 6,173 220 6 128
Threads 817 20 0] 6
X/Twitter 2,583 14 1 133

Earned Media Results

Earned media helped leverage our partnerships to get additional coverage across the state,
building momentum and excitement around our program.

Three (3) million media impressions garnered through
coverage by all the major TV stations in the state, as well

Spring 2024 Launch as radio coverage on National Public Radio (NPR).

(Seattle, Tri-Cities,
Print and digital coverage included the Tri-City Herald

Spokane)
and national coverage through Yahoo! and the Journal of
Food & Beverages.
2024 Holiday Campaign 722,000 media impressions including coverage on
(Seattle) KUOW/NPR and NBC’s New Day program (KING-5 TV).

Use Food Well - Recap Report ECY 26-07-006 - Page 12




Partnerships

Partnerships helped the Use Food Well Campaign
reach more people at times where they were TWO YEARS IN
receptive to receiving our message—for example, ARG
when they were out shopping, looking for recipe
ideas from their favorite chef, or engaging with

their local government. Our partnerships had a ?
significant impact on our ability to reach more
people by taking advantage of leveraged funds sl il by

and established connections with our audiences.

Homemade Live!

Spring 2024

Sustainable chef, Joel Gamoran served as
spokesperson for the Use Food Well campaign
launch.

Four social media posts featuring chef Joel videos
throughout April promoting the Use Food Well
program launch.

Secured media coverage through media
events at the Homemade kitchen.

8,290 impressions, 249 likes, 8,861 plays,
and 372 interactions.

2024 Holiday Campaign

Reel posts on Instagram and Facebook explaining

how to repurpose leftover turkey into a turkey Post received 1,928 views, reached 1,450

accounts, and had 114 engagements.

barley soup.
2025 Spring Campaign
Developed a social video series with five custom- 8,000 impressions and 18,000 social
produced short and long-form videos for use on video views. Long-form videos were
social media and the Use Food Wel website. added to the Use Food Well website.
In-studio segments featuring Joel Gamoran 557,000 Homemade Live views and
showing simple ways to Use Food Well. 62,000 media impressions.
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Safeway/Albertsons

Spring 2024

Use Food Well signage promoting resources and
tips for reducing food waste at home throughout
all 180 Safeway and Albertsons stores in
Washington, resulting in more than 1,500 website
visits to the Use Food Well website.

. . , Mailing reached one million homes with Use Food

Mentions in customer circular . . .

Well messaging and a link to the website.
Three million media impressions from radio spots
during Seattle Mariners games at no cost to Ecology.

2024 Holiday Campaign

In-store signage

Radio ads during Seattle Mariners games
mentioning Use Food Well

Media coverage on KUOW-FM and NBC’s New
Day program, with a combined 722,000 media
impressions.

Earned media (PR)

2025 Spring Campaign

Father’s Day social media post 959 impressions and 23 engagements.

Inclusion in additional posts in summer Continued push of Use Food Well messaging

2025 through cooking club partnership with Homemade.
Use Food Well radio spots featured in Safeyvay agrged torun U.Se Food Well radio spots
. during Mariners games in the last two weeks of
Seattle Mariners games

June 2025.

Use Food Well - Recap Report
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Local Government/Community-Based Organizations (CBOs)/
Business Partnerships

Results

Organization

Spring 2024

Local
governments,
NGOs, CBOs,

and businesses

Recruited partners for National
Food Waste Prevention Week
and encouraged them to utilize
Use Food Well resources.

Successfully partnered with 124
businesses, local governments, and
NGOs. This was the most partners
of any state in the country during
National Food Waste Prevention
Awareness Month!

2024 Holiday Cam

paign

Holiday campaign newsletter

Worked with Ridwell on a Use
Food Well Thanksgiving-themed

Association

Ridwell featuring Use .FOOd Well message sent to over 100,000 email
messaging. .
subscribers.
King County Holiday Campaign social Ads resulted in 2,351 clicks, 238,000
Solid Waste media ads using Use Food Well impressions, and reached 93,887
Division content (English and Spanish). people.
2025 Spring Campaign
. Distributed Use Food Well toolkits
Washington
State Farmers to all 110 members markets across
Market Toolkit materials distribution. the state. Presented at two member

meetings to review the Use Food Well
program.

Partnered with Safeway,

Developed signage and displayed it
throughout campus including Use

and businesses

Food Well resources.

Wag;;r][iton Sfacﬁak\jviﬁ ‘?:Sptg:tiia?gn- Food Well messaging and links to the
University campus food pantry and to program webchg. Distributed U_se
. Food Well materials at a reopening
(WSU) spread the word about using
food well with students event to celebrate the updated food
) pantry.
Local Recruited partners for National We secured 1.10 partners for Foopl
. Waste Prevention Week 2025, which
governments, Waste Prevention Week and represented 107 organizations across
NGOs, CBOs, encouraged them to utilize Use P g

21 counties. This was the most in the
country for a second year in a row!

Use Food Well - Recap Report
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OUTCOMES AND IMPACT

The campaign was successful in achieving
behavior change. Research conducted following
the launch showed that 70% of people surveyed
had adopted food waste reduction behaviors,
and 31% had adopted new food waste behaviors
following the campaign launch. Our partnerships
drew attention from other organizations,
including the Seattle Seahawks, who saw the
value and impact of the campaign and were keen
to collaborate with us. The campaign received

a best in show at the national Public Relations
Society of America (PRSA) Silver Anvil Awards.

WHAT’S NEXT

The Use Food Well campaign has had

a significant impact on food waste
prevention and reduction in the last year.
In the future, Ecology hopes to take

what we've developed and continue to
build on momentum through additional
partnerships, statewide advertising, and
outreach to businesses. Paid media reached
English and Spanish communities, and
materials were developed with authenticity
in mind. We developed messaging and
recipes that represented different culture’s
foods and traditions and exceeded ADA
requirements in our outreach materials.

The Use Food Well campaign has shown

us the power of partnerships in achieving
behavior change success and has shown us
that we really are stronger when we work
together. The work we have done over the
past two years has built the foundation for
future campaigns and will be a significant
step forward in helping the state to reduce
food waste by half by 2030.

Use Food Well - Recap Report ECY 26-07-006 - Page 16



APPENDIX

Marketing Plan - ECY 24-07-041 (link)

Spring 2024 Recap - Flight 1
Holiday 2024 Recap - Flight 2
Spring 2025 Recap - Flight 3

In-flight debriefs are snapshots reflecting point-in-time performance
during active campaigns for optimization purposes. Metrics within
the flight debriefs will not collectively reflect final program totals,

as they do not represent the full duration of the media buy. For final
cumulative program metrics refer to Program Recap data.

Use Food Well - Recap Report
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https://apps.ecology.wa.gov/publications/summarypages/2407021.html

Spring 2024 Recap - Flight 1
Department of Ecology | Use Food Well

April 24,2024
Below is a summary of the paid and earned media coverage for the Department of Ecology (DOE) Use

Food Well Flight 1 that launched in April 2024.

LAUNCH WEEK SUMMARY

Paid Media

o Thefirst flight of the paid media campaign leveraged a mix of digital and traditional platforms,
with audio streaming, social media, and broadcast television and radio spots. This
diversification in media targeted different segments of the audience where they are most likely
to consume media.

e Overall, the first flight of the paid media campaign generated an estimated 4,984,257
impressions, with 3.5 million impressions coming from digital channels.

e Anestimated 1,258 television spots ran on 9 stations across the Seattle/Tacoma, Spokane, and
Yakima TV markets.

e Anestimated 568 radio spots ran on 10 stations in the Spokane, Puget Sound and Western, WA
markets.

Earned Media
o Earned mediareached across the state, consistently delivering the key messages of the
campaign launch:

0 Food waste impacts people, the environment, and our pocketbooks.

0 Washington has an ambitious goal to reduce food waste and that is why the Department
of Ecology is launching the Use Food Well campaign to help every person in Washington
be part of the solution.

0 There are simple things you can do to reduce food waste: Shop smart, meal plan, and
store food properly. You will find tips on our new website usefoodwell.org and in
Safeway and Albertson stores statewide.

e Allmajor broadcast TV stations in the Seattle market (KIRO-TV, KCPQ-TV, KOMO-TV, and KING-
TV with New Day) covered the launch story with a fun approach to reducing food waste,

Make It Meaningful | prrbiz.com
1501 Fourth Ave. Ste. 550, Seattle, WA 98101 RR
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leveraging the partnership with Sustainable Chef Joel Gamoran who gave tips and tricks on how
to use food scraps.

Local radio station coverage in Seattle includes KIRO radio, KOMO radio and KUOW. Stations
covered the campaign launch story.

Broadcast television stations in the Spokane and Yakima/Tri-Cities markets covered the Food
Waste Prevention Week story that highlighted the partnership with Second Harvest and the
launch of the campaign. Coverage ran on KXLY-TV, KNDU-TV, KVEW-TV, and KEPR-TV.

0 KXLY-TV aired four live hits during their morning show featuring food waste prevention
tips at the Second Harvest teaching kitchen in Spokane.

0 The coverage in Tri-Cities included footage at the Second Harvest mobile market in
Kennewick helping highlight the importance of food waste prevention in food security.

Journalist Michael LeCompte published an article covering the Second Harvest mobile market
on nonstoplocal.com (KNDU-TV).

Spokane Public Radio covered the Food Waste Prevention Week story.

Reporter Eric Rosane covered the launch story that appeared digitally and in printin the Tri-City
Herald, which has an estimated circulation of 212,390. The story was picked up by yahoo.com,
which further amplified the reach.

Spreading media engagement across the state during Food Waste Prevention week worked well
to keep the story in the news longer and help amplify the campaign resources.

Web Performance

The Use Food Well pages were the most visited pages on the Department of Ecology domain.

63% of website traffic accessed the Use Food Well pages using a mobile device, 26% through a
desktop, and 11% through a tablet.

Over 31,255 sessions occurred during April 1-14, 2024.



SUMMARY OF WHAT RAN

MediaMarket/  Ad/ Estimate
Media Language Media Type Coverage CoverageType  Description What's Running/Creative Impressions
Yahoo! Lifestyle, Eric Rosane WA Ecology’s ‘Use Food Well’ campalgn Ecology launched a new campaign this 1,411,000
month to cut v food waste in half by 2030. ....
Food and BeverageReport n/a
Journal of Food & Beverages n/a
Digital National Digital Global Food Industry Watch ... cutting board. Yes, you can even use those banana peels! Chef Joel Gamoran is the a
World Food Services Journal culinary for Ecology’s Use Food Well ... 202
International Food Services Reporter n/a
Food and beverage newsnetwork n/a
Earned Digital Total 1,411,202
Print/digital |Yakima Print & Digital Tri-City Herald Ecology’s ‘Use Food Well” Ecology anew this month to 212,390
cutunnecessary food waste in halfby ...
Earned Print/digital Total 212,390
KONG-TV (IND) New Day Northwest  |" .ask yOl.J though because this use foo.d w?ll campaig that's safeway, alberts | mean 885
this is a big deal. They're actually creating like a space ...
... ask you though because this use food well campaig that's safeway, alberts | mean 6,667
KING-TV (NBC) New Day Northwest this is a big deal. They're actually creating like a space ...
... food waste. It impacts society people, the environ wallets. In fact, stats show that 4,681
food waste costs the average family 1500 dollars a ...
o . " " -
KIRO-TV (CBS) News at 6pm ... cars. >> Today is the start of nat.|onal food waste prevention week. And if you follow 59,636
afew steps, you can save. Accordingto the ...
?
KCPQ-TV FOX 13 News At 5pm .food wa.ste ea.ch and every year? There.are efforts underway to change that, though. 21,154
This week is national Food Waste Prevention Week. And.....
o -
Seattle/Tacoma KCPQ-TV FOX 13 News At 4pm ... generates over 1 million tons of f.ood was.te eat?h and every year? But there are 15,003
efforts underway to change that. This week is National Food.....
KCPQ-TV FOX 13 News At 4pm ... to come here on Fox 13 rTew.s atfour, a.local pus.h to cut down on food waste. The 15,627
Department of Ecology callingin a celebrity chefwitha...
KIRO-TV (CBS) News at 4PM ... today is the start of national fo?d waste prevention week. And if you follow a few 23,738
steps, vou can save. >> The washington state department....
KIRO-TV (CBS) tlme.now is12.23 t?day is the start of national food waste prevention week. 28,962
Video According to the washington state department of ecology. the ...
KOMO 4 (ABC) News 6:00am The was.hlngton state depar.tment of ecology k|cl.<|ng off a new campaign and the same 32,643
way national food week begins. The use food while.....
S " P -
KOMO 4 (ABC) News 5:00am Th§ washington state depz.inment of ecology is kicking off a campaign aimed at 16,621
the national foodways prevention week . The goal of the
KHQ-TV (NBC) Department of Ecology kicked off its n?w Use Fo.od Well" campaign to reduce food 39,336
waste across the state at 2nd Harvest in Kennewickon...
KXLY-TV (ABC) 4 News Now Nightside |... surged more than 700 percent. It's food waste prevention week. Second harvest is 1,110
11p.m. teaming up with the department of ecology to share how vou ...
KXLY-TV (ABC) 4 News Now Nightside | ... it's food waste prevention week. Second harvest is teaming up with the department 3,460
6p.m. of ecology to share how vou can make the most of your ...
Spokane KXLY-TV (ABC) 4 News Now 6:45 a.m. 2590
Broadcast TV KXLY-TV (ABC) 4 News Now 6:15 a.m. 1,960
: """ | The Department of Ecology says you can become a "smart shopper" by preparing
i ahead of time before going to the grocery store.
e English KXLY-TV (ABC) 4 News Now 5:45 a.m. gomgothe grocery 1,420
920
KXLY-TV (ABC) 4 News Now 5:15 a.m.
Digital KNDU-TV (NBC) Nonstop Local,
igita Micheal LeCompte Department of Ecology Department of Ecology KENNEWICK, Wash.- The Department 47,804
KNDU-TV (NBC) Nonstop Local, of Ecology kicked off its new "Use Food Well" campaign to ... :
Micheal LeCompte
KNDO-TV The Department of Ecology kicked off its new "Use Food Well" campaign to reduce 8,309
food waste across...
The ecology department is partnering with second harvest and others to launch the 3,105
KNDO-TV(NBC) Wake Up NonStop | first ever statewide food waste reduction ...
Local The washington state department of ecology wants that answer to be no. Food waste 2,979
is a maior issue in washington. The ecology department ....
KNDO-TV (NBC) Family Feud The wa.shlr.1gton .state de.panment of ecology wants that answer to be no. Food waste 2,557
is a maior issue in washington. The ecology department ....
Yakima KEPR-TV (CBS) Action News at ... tons of food waste. Annually with 500,000 tons of that being edible food going into 600
Video 6:30am the landfillin. 3 finds that it's really everyone's ...
KEPR-TV (CBS) Action News at ... tons of food waste. Annually with 500,000 tons of that being edible food going into 600
5:30am the landfillin. 3 finds that it's really everyone's ...
KAPP-TV (ABC) Apple valley news now| ... do something fun with the money you save just by reducing that food waste from 200
at5am happening to begin with.") the 'washington state ...
KEPR-TV (CBS) Action News at 11 ... tons oY fo.od w.aste, Ann.ually with 500,000 tons of that being edible food going into 920
the landfillin. 3 finds that it's really everyone's ...
KAPP-TV (ABC) Apple valley news now | ... department of ecology was also there - as part of their "use food well" campaign. 1,170
atépm They're hoping to fight hunger - by making sure food isn' ...
KEPR-TV (CBS) Action News at 6 ... tons oY fo.od w.aste, Ann.ually with 500,000 tons of that being edible food going into 1,900
the landfillin. 3 finds that it's really everyone's ...
KAPP-TV (ABC) Apple valley news now | ... department of ecology was also there - as part of their "use food well" campaign. 515
at5pm They're hoping to fight hunger - by making sure food isn' ..
Earned Broadcast TV Total 347,092
Washington wants you to stop wasting food. The state food centres Jade Monroe says 61,045
KIRO radio 7:30 p.m. families could save about 15 100 dollars a year if they were more careful about buying
and cooking.
Washington wants you to stop wasting food. The state food centres Jade Monroe says 61,045
KIRO radio 6:30 p.m. families could save about 15 100 dollars a year if they were more careful about buying
and cooking.
Seattle/Tacoma KUOW-FM Washington's Department of Ecology wants you to think twice before throwing out 417,224
Broadcast Audio those kitchen scraps — they could be something delicious. ...
Radio KUOW-FM (Radio) at April 1st 2024 | Washington generates an estimated one million tonnes of food waste each year, the 185,100
5:05PM state Department of Ecology wants to cut thatin half by ...
KUOW-FM (Radio) at April 1st 2024 | ... centers Washington generates an estimated one million tonnes of food waste each 185,100
3:30PM vear, the state Department of Ecology wants to cut thatin ...
KNWN-FM Northwest News Radio at | ..., the State Department of Ecology, kicking off a new campaign the same day 142,500
April 1st 2024 2:08 PM National food Waste Prevention Week began. This is a goal of ...
Spokane Spokane Public Radio, Doug New education campaign aims to reduce food waste in Washington 3,500
Nadvornick
Earned Broadcast Radio Total, 1,055,514

Earned Total

3,026,198




Audio Streaming 15s & 30s Audio 205,256
Audio Spotify 15s & 30s Audio 50,000
Podcast 15s & 30s Audio 40,850
Banner Ad Displays 10 Versions of Banner Ads 1,419,643
Display Social Display Organic Post 4/1 & Organic Post 4/3 226,389
Native Native Display Ads 4 Versions of Native Ads 674,451
Digital Responsive Search Ads Responsive Text n/a
Social Media Meta (Facebook/Instagram) Image, Video, and Text 166,667
Social Online Video :30s Video Spot 72,778
Audio Streaming :30s General Spot 98,039
TikTok Vertical 15s Ad 83,333
Video
Snapchat Vertical 15s Ad 50,000
YouTube :30s General Spot 83,333
CTV/OTT :30s General Spot 390,549
Paid Digital Total| 3,561,286
KING-TV :30s General Spot 113,601
Seattle/Tacoma KIRO-TV :30s General Spot 67,377
KOMO-TV :30s General Spot 95,712
Paid English KHQ-TV :30s General Spot 39,336
Broadcast TV Video KREM-TV :30s General Spot 6,227
Spokane KSKN-TV :30s General Spot 3,588
KXLY-TV :30s General Spot 9,583
KAPP-TV :30s General Spot 798
Yakima KIMA-TV :30s General Spot 801
Broadcast TV Total 337,023
KAFE-FM :30s Audio n/a
Northest WA KGMI-FM :30s Audio n/a
KBKS-FM :30s Audio 239,296
KHTP-FM :30s Audio 234,413
Broadcast Seattie/Tacoma Audio KISW-FM :30s Audio 200,228
Radio KQMV-FM :30s Audio 310,109
KYYO-FM/KAYO :30s Audio n/a
Southwest WA KUKN-FM :30s Audio 17,818
KzzU-FM :30s Audio 43,263
Seokane KHTQ-FM :30s Audio 40,821
Broadcast Radio Total 1,085,948
Paid Total| 4,984,257
Social Media Chef Joel Gamoran/Home Made Chef Joel Gamoran: Social Media Content
Digital Statewide Newsletter Chef Joel G;:‘::Srlae:/:ome Made Chef Joel Gamoran: Newsletter 8290
Website MyNorthwest.com Safeway: Display Banner Ads 272,146
Digital Total 280,436
Partnerships|  English [ [ w0 | KIRO- AM/FM Safeway: 30s Spot 1,728,000
Broadcast Radio Total 1,728,000
Print ‘ | Circulars/mailer | Weekly circular Safeway: Display Ad 1,000,000
| POP Signage | In-store signage Safeway: Posters, clings, and banners 1,531 Clicks
PrintTotall 1,001,531

Partnerships Total

3,009,967




Holiday 2024 Recap - Flight 2
Department of Ecology | Use Food Well

SUMMARY

The Washington State Department of Ecology (Ecology)’s “Use Food Well” campaign seeks to reduce
food waste in Washington State by 50% by 2030. This statewide social marketing campaign focuses on
educating consumers and businesses about smarter shopping, effective food storage, and reducing
food waste. The campaign aims to drive a cultural and behavioral shift toward sustainable food supply
chain management, thereby supporting environmental and economic well-being.

Below is a summary of the paid and earned media coverage and partnership results for Ecology’s
second Use Food Well public education campaign. This second flight of media launched November 16,
2024 and ran through January 5, 2025.

Broadcast television and radio impressions are estimated based on the defined target audience (Adults
18-54), while earned media impressions (PR) are generally estimated for persons aged 12 and older.

MEDIA HIGHLIGHTS

e Total Estimated Impressions: 20,124,941
e Total Estimated Clicks: 37,276
e Total Broadcast Televisions Spots: 1,990 (631 bonus, no-charge spots)

e Total Broadcast Radio Spots: 355 (128 bonus, no-charge spots)

HOLIDAY CAMPAIGN SUMMARY

Paid Media

e The Holiday flight leveraged a mix of digital and traditional platforms, with audio streaming,
social media, and broadcast television and radio spots. This diversification in media targeted
different segments of the audience where they are most likely to consume media.

e Overall, the second flight generated an estimated 18,854,049 impressions, with 13.4 million
impressions coming from digital channels.

e Anestimated 1,990 (631 bonus) television spots ran on 9 stations across the Seattle/Tacoma,
Spokane, and Yakima TV markets.
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PRR

e Anestimated 355 (128 bonus) radio spots ran on 5 stations in the Spokane, Yakima, Tri-Cities,
and Wenatchee markets.

Earned Media

e FEarned mediareached across the state, consistently delivering the key messages of the
campaign launch:

0 Foodwaste impacts people, the environment, and our pocketbooks.
0 The Use Food Well campaign looks to decrease food waste during the holidays.

0 Good planning, efficient food usage, and proper food storage tips mean you can enjoy a
waste-free holiday season.

e Major broadcast TV station KING-TV covered the Holiday Campaign story with a fun approach to
reducing food waste, leveraging
the partnership with Celebrity
ChefJoel Gamoran, who shared
tips and tricks on how to create
a holiday cheeseboard without
the waste.

e Localradio station coveragein
the Seattle/Tacoma market on
the KUOW-FM radio station.
The station covered the

economic impact food waste
has on households during the
holiday season.

e Broadcast television station,
KNDO-TV, in the Yakima/Tri-
Cities market covered the story.

MORTHWEST

e Spanish TV spots ran during the holidays on Telemundo affiliate stations KAYU/KFFX/KCYU.

e Local Yakima journalist Michael LeCompte published an article covering tips for a waste-free
holiday on nonstoplocal.com (KNDU-TV).

e Reporter Samantha Vedders covered the holiday campaign story that appeared digitally in the
Tri-City Herald and The Bellingham Herald.

Web Performance

e The Use Food Well pages were the most visited pages on the Department of Ecology domain in
November and December.

o 56% of website visitors/users accessed the Use Food Well Holiday page using a mobile device,
39% through a desktop, and 5% through a tablet.

Holiday Campaign Summary



PRR

Over 75,700 sessions occurred on the Holiday page during November 2024 through January 5,

2025.

Partnership Performance

Holiday campaigh messaging was further amplified via partnerships with Homemade and Joel
Gamoran (https://homemadecooking.com/), as well as the King County Solid Waste Division.

Homemade posted a reel on Instagram and Facebook explaining how to repurpose leftover
turkey and other ingredients into a delicious turkey barley soup. They also provided a recipe that
was shared with their followers. The post was done as a collaboration with Homemade,
Gamoran, and Ecology.

O Results:
=  Views: 1,928
= Accounts Reached: 1,450
= Engagements: 114

The King County Solid Waste Division promoted the campaign by sharing social media ad
content provided by the Use Food Well team, further extending the reach of the program.

o Results:
= Impressions: 238,182
= Reach: 93,887
= Linkclicks: 2,351


https://homemadecooking.com/

Summary of What Ran: Flight 2 (Holiday Campaign 2024)

Media Language Media Type Media Market
Digital Statewide
English
Seattle/Tacoma
v
Spokane
Paid
Yakima
Radio Spokane
Digital Statewide
Spanish
v Yakima
TriCities
Radio Wenatchee
Yakima

Ad Type

Audio

Display

Native

Responsive Search

Social Media

Video

Video

Audio

Audio

Display
Native

Social Media

Video

Video

Audio

Description

Audio Streaming
Spotify

Podcast

Banner Ad Displays
Social Display
Native Display Ads

Search Ads

Meta (Facebook/Instagram)

Social Online Video
Audio Streaming
TikTok

Snapchat

YouTube

CTV/OTT

Effectv
KCPQ-TV
KING-TV
KIRO-TV
KOMO-TV
Comcast Cable
KAYU-TV
KHQ-TV
KREM-TV
KXLY-TV
KAPP-TV
KIMA-TV
KNDO-TV
Spectrum-TV

KZzZU-FM
KHTQ-FM

Audio Streaming

Banner Ad Displays
Native Display Ads

Meta (Facebook/Instagram)

YouTube
CTV/OTT

NFFX-TV

KZTB-FM
KZML-FM
KZTA-FM

What's Running/Creative
15s & 30s Audio
15s & 30s Audio
15s & 30s Audio

10 Versions of Banner Ads
Organic Post 4/1 & Organic Post 4/3
4 Versions of Native Ads

Responsive Text

Image, Video, and Text

:30s Video Spot
:30s General Spot
Vertical 15s Ad
Vertical 15s Ad
:30s General Spot
:30s General Spot
Paid Digital Total

:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
TV Total

:30s Audio
:30s Audio
Radio Total

:30s General Spot
15s & 30s Audio
10 Versions of Banner Ads

4 Versions of Native Ads
Image, Video, and Text

:30s General Spot
:30s General Spot
Digital Total

:30s General Spot
TV Total

:30s Audio
:30s Audio
:30s Audio
Radio Total

Paid Total

Estimate
Impressions
821,023
200,000
163,398
5,678,572
905,556

2,697,803

n/a

666,667

291,111
392,156
333,334
200,000
333,334
789,075

13,472,026

711,587
314,775
454,405
269,509
382,849
166,335
4,211
157,344
24,909
38,331
3,191
3,203
33,234
296,430
2,860,311

n/a
n/a

n/a

261,438
156,250
803,572
780,220
200,000

83,334
230,568
2,515,381

6,331
6,331

n/a
n/a
n/a

n/a

18,854,049



Media Market/ Ad/ Estimated
Media Language MediaType Coverage Coverage Type Description What's Running/Creative Impressions
My Bellingham Now Use Food Well campaign looks to 50,300
Bellingham de(,trease food waste during the
Print/digital Print & Digital , holidavs
The Bellingham Herald Ecology's Food Center Lead Jade 212,390
Yakima/Tri-Cities Tri-City Herald Monroe at Seattle-area Safeway...
Earned Print/digital Total 262,690
s KING-TV (NBC) New Day Create a holiday cheeseboard n/a
Earned English eattle/Tacoma Northwest without waste
Broadcast TV Video Washinstoni dtored 128,000
Yakima/Tri-Cities KNDO-TV ashingtonians urged to recuce ’
food waste this holiday season
Earned Broadcast TV Total 347,092
The average American family wastes 331,000
Broadcast i
, Seattle/Tacoma Digital KUOW-FM an estimated $3,000 worth of food
Radio each year. As we head into
Thankegiving
Earned Broadcast Radio Total 331,000
Earned Total 940,782
. Chef Joel Gamoran/Home |Chef Joel Gamoran: Social Media 1,928
Statewide
Digital Social Media Made . Content — : :
Partnerships English King County King County Solid Waste Solid Waste Division Social Media 328,182
Division Ads
Partnership Digital Total 330,110
Partnerships Total 330,110
Total Paid, Earned, and Partnership media 20,124,941




Spring 2025 Recap - Flight 3
Department of Ecology | Use Food Well

SUMMARY

The Washington State Department of Ecology (Ecology)’s “Use Food Well” campaign seeks to reduce
food waste in Washington State by 50% by 2030. This statewide social marketing campaign focuses on
educating consumers and businesses about smarter shopping, effective food storage, and reducing
food waste. The campaign aims to drive a cultural and behavioral shift toward sustainable food supply
chain management, thereby supporting environmental and economic well-being.

Below is a summary of the paid and earned media coverage and partnership results for Ecology’s third
Use Food Well public education campaign. This third flight of media launched April 7, 2025, and ran
through April 20, 2025, to coincide with Food Waste Prevention week (April 7-13).

Broadcast television and radio impressions are estimated based on the defined target audience (Adults
18-54), while earned media impressions (PR) are estimated for persons aged 12 and older.

MEDIA HIGHLIGHTS
e Total Estimated Impressions: 15,945,336

e Total Estimated Clicks: 19,962
e Total Broadcast Television Spots: 883 (309 bonus no-charge spots)

o Total Broadcast Radio Spots: 633 (287 bonus no-charge spots)

APRIL 2025 CAMPAIGN SUMMARY

Paid Media

e The April 2025 flight leveraged a mix of digital and traditional platforms, with audio streaming,
social media, and broadcast television and radio spots. This diversification in media targeted
different segments of the audience where they are most likely to consume media.

e Overall, the third flight generated an estimated 15,945,336 impressions, with 8.4 million
impressions coming from digital channels.

e Anestimated 883 (309 bonus) television spots ran on 13 stations across the Seattle/Tacoma,
Spokane, and Yakima TV markets.
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An estimated 633 (287 bonus) radio spots ran on 13 stations in the Spokane, Yakima, Tri-Cities,
and Wenatchee markets.

Partnership Performance

The April 2025 campaign was supported by ongoing partnerships with Safeway, Chef Joel
Gamoran, Homemade Live, Washington State University, and Washington State Farmer’s
Markets Association.

Chef Joel developed a series of both short and long-form videos with tips on how to reduce food
waste. These videos were pushed out through Chef Joel’s social media sites and housed on the
Use Food Well website.

o Results:
= |mpressions: 8,000
= Views: 18,000

Homemade Live! with Chef Joel, featured Use Food Well tips in in-studio segments as part of
their PBS show.

o Results:
= Impressions: 62,000
= Views: 557,000

Safeway promoted the campaign through a Father’s Day social media post and will feature Use
Food Wellin future radio spots to run during Mariners games in 2026.

o Results:
= Impressions: 959
= Engagements: 23

Use Food Well partnered with the Washington State Farmers Market Association to distribute
Use Food Well partner toolkits and promotional materials.

o Results:

= Distributed 110 partner toolkits and promotional materials to member markets
across the state.

Washington State University partnered with Use Food Well, Safeway and the Seattle Seahawks
to update the on-campus food pantry and to spread the word about using food well with
students.

o Results:

=  Developed signage and displayed it across campus with Use Food Well
messaging and links to the program website.



Summary of What Ran: Flight 3 (April 2025)

Media Language MediaType

Digital

English

Paid

Radio

Digital

Spanish

Radio

Media Market

Statewide

Seattle/Tacoma

Spokane

Yakima

Seattle/Tacoma

Spokane

Northwest WA

Southwest WA

Statewide

Yakima

TriCities
Wenatchee
Yakima

Ad Type

Audio

Display

Native
Responsive Search

Social Media

Video

Video

Audio

Audio
Display
Native

Social Media

Video

Video

Audio

Description

Audio Streaming
Spotify

Podcast

Banner Ad Displays

Social Display

Native Display Ads

Search Ads

Meta
(Facebook/Instagram)
Social Online Video

TikTok
Snapchat
YouTube
CTV/OTT

Effectv
KCPQ-TV
KING-TV
KIRO-TV
KOMO-TV
Comcast Cable
KAYU-TV
KHQ-TV
KREM-TV
KSKN-TV
KXLY-TV
KAPP-TV
KIMA-TV
KNDO-TV
Spectrum-TV

KBKS-FM
KHTP-FM
KISW-FM
KQMV-FM
KZzU-FM
KHTQ-FM
KAFE-FM
KGMI-FM
KYYO-FM/KAYO
KUKN-FM

Audio Streaming
Banner Ad Displays
Native Display Ads
Meta
(Facebook/Instagram)
YouTube

CTV/OTT

NFFX-TV

KZTB-FM
KZML-FM
KZTA-FM

What's Running/Creative
15s & 30s Audio
15s & 30s Audio
15s & 30s Audio

10 Versions of Banner Ads
Organic Post 4/1 & Organic
Post 4/3

4 Versions of Native Ads

Responsive Text
Image, Video, and Text

:30s Video Spot
Vertical 15s Ad
Vertical 15s Ad
:30s General Spot
:30s General Spot
Paid Digital Total

:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
:30s General Spot
TV Total

:30s Audio
:30s Audio
:30s Audio
:30s Audio
:30s Audio
:30s Audio
:30s Audio
:30s Audio
:30s Audio
:30s Audio
Radio Total

15s & 30s Audio
10 Versions of Banner Ads
4 Versions of Native Ads

Image, Video, and Text

:30s General Spot
:30s General Spot
Digital Total

:30s General Spot

TV Total
:30s Audio
:30s Audio
:30s Audio
Radio Total

Paid Total

Estimate
Impressions
591,563
58,939
81,669
2,506,668
435,681

1,634,676
8,070
729,852

144,999
149,202
82,795
196,285
558,789
7,179,188

644,210
157,388
358,692
227,925
343,513
162,747
3,159
147,761
24,111
13,550
30,023
111,826
1,076,733
108,305
3,409,941

883,919
937,651
799,327
620,217
115,369
108,856
n/a
n/a
n/a
17,818
3,483,157

257,111
265,365
397,379
194,381

40,490
84,034
1,238,760

325,125
6,331

n/a
n/a
n/a
n/a

15,317,377



Media Market/ [Ad/ Estimated
Media Language MediaType Coverage Coverage Type Description What's Running/Creative Impressions
. Chef Joel Chef Joel Gamoran: 5 Social 8,000
Statewide
Digital Social Media Gamoran/Home Made | Media Videos : :
. Safeway/Albertsons Father's Day Social Media 959
Statewide
Partnerships English Post
Live Stream  [Seattle/Tacoma |Video Chef Joel In-Studio Segments 619,000
Gamoran/Home Made
Partnership Digital Total 627,959
Partnerships Total 627,959
Total Paid, Earned, and Partnership media, 15,945,336
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