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How many companies have committed?

Companies

Committing to Action Commitments
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THANK YOU TO OUR DONORS!

CLIMATE COLLABORATIVE CATALYST

New Hope.

NETWORK.
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THANK YOU TO OUR DONORS!

Alter Eco

American Licorice
Company

Annie's

Associated Labels and
Packaging

Aurora Organic Dairy
Beneficial Results
Cheer Pack N.A.

Clif Bar & Company
Danone North America
Decker and Jessica Rolph
Dr. Bronner's

Eatsie.us

Elk Packaging

Gaia Herbs

General Mills

gimMe Snacks

Good Earth Natural
Foods

The Green Engineer, Inc.

Griffith Foods

Grove Collaborative
Guayaki

Happy Family Organics
Harvest Market
Hummingbird Wholesale
INFRA

Jimbo’s Naturally!
Justin’s

KeHE

Kimberton Whole Foods
Lotus Foods

Lundberg Family Farms

MegaFood

MOM's Organic Market
Nature's Path Foods
New Hope Network
New Morning Market
Numi Organic Tea
Nutiva

Organic India

Organic Valley
Outpost Natural Foods
Perfect Supplements
Planet FWD

Plastic Pollution Solutions
Plum Organics
Presence Marketing
Pure Strategies

REBBL

Rogue Creamery
Roplast Industries Inc
Safe Sterilization USA West
Sambazon

Stonyfield

Strategic Rise Partners
Straus Family Creamery
Studio Fab

Sweet Additions

Tiger Cool Express
Traditional Medicinals
UNFI

White Leaf Provisions
Whole Foods Market
WishGarden Herbs

Yellow Emperor
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KeHE Food Waste Project

Food Waste Seli-Assessment 10-step Food Waste Reduction
Tool Toolkit
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CO ND CYC LE pRODU 6 1F the United States went shopping in your stare, it would leave with five bags, drep two in the parking lat, and leave them there.

e SAVE FOOD & SAVE MONEY may seem crazy, but as a country we leave a aur . And s ot just food geing in . one
& A S A P Waste Less, Save More! How as
-99¢ i :::;:::qfﬁ:::ﬂ:;ﬂmi:mwihmmmmimnmﬂﬂ]?m\mmﬂﬁ},aﬂdwﬂmn@lﬂ‘nﬂﬂmr]llhiﬂﬂlllﬂﬂflmsﬂhmmlv:“ml IRetOilerS, YOU Con Toke STepS to
As retailers, and son effors, Thistoolkt ims Save Food and Money

0 :arm you with the basic information on steps to help you do just that, Tt's accompanied by a checklist 0 that you can do a quick self-audit, The good
news s yau're likely already doing many of the things listed here. The better news is there's even more you can do. Not everything will fit your stare, so
consider this a set of best practice fecommendation that can be used as 3 ool 10 spark your own ideas on what you can do.

The Retailer’s Food Recovery Hierarchy

The EPA created a hiararchy to frama priarities for addressing food waste. Tt is best, followsd
by donating faod, and then only after that, Faeding it to anirals or composting it Here, we'va intarpreted that higrarchy with a Gttle mare spacificity 12 August 2019
and in a way that applies more to retailers’ operations.
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Most
Preferred

Webinar

- « Waste Less, Save More!l How as
Retailers, You Can Take Steps 1o
T Save Food and Money
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https://www.climatecollaborative.com/recap_august_food_waste_2019

Moderator: Erin Callahan
Director,
Climate Collaborative

Dana Gunders
Executive Director,
ReFED

Justin Kacer
Sustainability Manager,
Sprouts Farmers Market

Speakers

Laura McCord

Ex. Director Sustainability & Corporate
Responsibility,

KeHE

Cave Suplicy
Founder,
Barnana
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Rethink Food Waste
Through Economics and Data

iInk Food W

The ReFED Insights Engine.
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Who We Are

We're a national nonprofit working to
end food loss and waste across the
food system by advancing
data-driven solutions to the problem.

CAPITAL & INNOVATION STAKEHOLDER ENGAGEMENT

O ur VI S | on DATA AND INSIGHTS

We envision a sustainable, resilient, and Leveraging data and Catalyzing capital to Mobilizing and
inclusive food system that insights to highlight spur innovation and connecting supporters to
optimizes environmental resources, ) _ .
minimizes climate impacts, and makes the supply chain scale high-impact take targeted action
best use of the food we grow. inefficiencies and initiatives

economic opportunities




COVID-19’s Effect on the Food System

Processors &

Manufacturers Distributors Grocery Retail

Processors & NictrikhiitAare
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COVID-19

FARMS:

=>\Waste increased as foodservice
demand dropped

=>Rise of e-commerce as farmers
and consumers look for alternative
channels.

=>Supply risk due to farm labor
shortage from immigration
restrictions or COVID-19

=>Closure of farmer’s markets
difficult for smaller farmers.

NOW

=>Planting less

—> Expectation of volatile markets

=> Online marketplace platforms

= Preference for shorter supply
chains




COVID-19

PROCESSORS & MANUFACTURERS

=>2-3 times normal demand from
grocery retailers.

=>Social distancing and employee
IlIness disrupted production.

NOW

=>Demand returned to new, elevated
normal
= Still face risk of potential closures




COVID-19

DISTRIBUTORS:

=>Large amount of surplus
food due to canceled
orders.

=>Distributors serving the
food service industry tried
to establish retail or
consumer channels.

NOW

—> Some new
models/relationships remain




COVID-19

GROCERY RETAIL

—>Demand surge meant fewer donations
to food banks.

—>E-commerce spiked as consumers
stay home.

=>Long fulfillment times for curbside
pickup and delivery.

NOW

=> Potential long-term shift toward eating at
home

—>Volatility in sales likely as schools and
work open and close

=—> Some portion of e-commerce shift will
remain

—> More dark stores; hybrid concepts



COVID-19

CONSUMERS:

=> Short-term, overall waste
Increases likely due to bulk
buying behaviors (e.g., spoilage,
past date product) and in-home
cooking (e.g., inedible parts,
unconsumed leftovers).

—> More cooking, including seeking
out new recipes, more planning,
and more use of leftovers

NOW
—> Improved food management

habits and increase in home
cooking could lead to less waste




What Worked?

v ReFED

® Flexibility

® Direct relationships
® Direct to consumer
® Food preservation
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v ReFED

1.Track Your Waste

2 .Use Detailed Data in Purchasing

3.Be Fanatical about Inventory

4 .Maintain Cold Temperatures

5.He|p Your Customers Waste Less at Home
6.Mark Down Shorter-Life Product

/ .Repurpose Near-Expiration Food
8.Donate as Much Food as Possible
9.Recyc|e Food Scraps

10.Enlist your Staff



Dana Gunders

Executive Director, ReFED
dana.gunders@refed.com

Rethink Food Waste

Through Economics and Data

¢ ReFED



Poll Questions
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SPROUTS ZERO WAGSTE

A Retailers Perspective

Justin Kacer, Sustainability Manager




SPROUTS FARMERS MARKET

“Healthy Living for Less”

Our purpose is to make healthy living affordable, accessible and
sustainable
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SPROUTS FARMERS MARKET

L3 |

344 stores
in 23 states

(as of March 29th, 2020)

B EXISTING MARKET

*Distribution Center



RESCUING FOOD TO HELP THOSE IN NEED

-




, THE CASE ZERO WAGSTE

1. Bridge the meal gap - 1 in 7 people in the U.S. rely on food banks for their next meal, that
number is even greater for children at 1 in 5!

2. Reduce impact on climate and conserve resources — Food waste represents 23% of total
landfill waste in the country and is a major contributor of methane emissions

3. Reduce cost — Retailers can offset trash costs and increase rebates through recycling

4. It's the right thing to do! We believe that we have a responsibility to have a positive impact

in our community and our environment




FOOD WASTE RECOVERY
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SOURCE REDUCTION

Minimize surplus food in stores

Implemented new systems to assist with
production planning, order quantities and shrink
reduction across the organization

FEED OUR COMMUNITIES
Donate unmarketable food to
hunger relief agencies

FOOD RESCUE PROGRAM
27MM 1bs. of food donated to local food
banks, equivalent to 23MM meals

FEED ANIMALS
Divert food scraps from waste
to animal feed

ANIMAL FEED
28 MM lbs. of food diverted to local cattle farms

INDUSTRIAL DIVERSION
Divert food scraps to digesters
for resource recovery

AEROBIC DIGESTERS
IMM Ibs. of food diverted from landfills to waste
water treatment facilities

COMPOSTING

Divert food scraps to create
nutrient-rich soil

D O VO €

COMPOSTING
7MM lbs. of food diverted to local composting facilities




| FOOD RESCUE PROGRAM

« Over 100M meals donated since 2013
« Developed with multi-stakeholder input
« Customized fracking system
« Formal training & signage

" AN 117“ “g /Qﬂ\\




FOOD WASTE TO FARMS

« Over 124M pounds of food recovered since 2014

« Partnered with a company that offered robust reporting, accessibility and
cleaning capability

« Net cost savings




/ERO WASTE SCORECARD

e

: Los Angeles North Z E R—P I N

Store# 214 ON WASTE

AUG/SEPT LANDFYILL DIVERSION RATE

50%

100% 4
m {
” 68% 2019 COMPANY GOAL: 65%
é - sesssmnrssnnnnsanssnnsnnnsG0 nnnannnn B0% ".“";ié;;."“.“"5.5.;;“" rrrsmmmmen CTILILIL] RN R R N R RSN EEREEEEREEEE
g 1 5% 54% 52% 52% 52% 51% 50% 50% 50% 49% .
% 40% -
3
20-% {
0% | :
427 412 255 220 212 280 413 405 218 455 273 415 214 223 I 456 419
Store Humber
DIVERSION STATUS BY PROGRAM
TOTAL LANDFILL CARDBOARD RECYCLING
DIVERSION STATUS XFOOD RESCUE NON - PRODUCE
XFOOD RESCUE PRODUCE
+FOOD WASTE RECYCLING
OTHER RECYCLABLES
~ ON TARGET NEEDS IMPROVEMENT X UNDERPERFORMING

“(Other Recyclables” include a combination of: Single-stream recycling, Meat Rendering and Soft-Plastics. Please note that not all stores have these programs active.



[ERO WASTE "ACTION PLAN"

Zero in On Waste Action Plan

Action plan to be completed by Assistant Perishable Manager and emailed to sustainability@sprouts.com

Date

Store Number

123

Landfill Diversion Rate (% of recyclables recovered)

38% (underperforming)

Target Landfill Diversion Rate

65% (Goal)

CURRENT TARGET
PROGRAM DIVERSION | DIVERSION DEPTS. (initial ev :;?:S::;‘Z?mr reviewing) Goal Date for Completion
Initial every action item arter reviewing|
RATE RATE
Compactor has a lock placed on it
Action items will be
Teams understand that all clean and dry cardboard must be baled completed by:
Cardboard Recyclin,
{Cardboard Bales) anagement has a process to monitor trash to ensure no cardboard is placed in compactor
ycling 20% 35% All M h P h dboard is pl di / /
Additional actions:
__ Assign relevant TMs to complete Food Rescue training on Sprouts Academy
Action items will be
___Teams understand they can donate edible shrink up to 2 days past code date completed by:
[?e,li __ Teams understand how to scan out “Food Rescue Shrink” properly J J
Food Rescue (Food a5 20% Ba?(gy
Donations) Grocery | — Setup Food Bank to pickup from store 5-6 days/week (if available)
Produce
___Invite Food Bank Partner to meet our team during a morning/afternoon huddle
Additional actions:
___Understand your store's food recycling program guidelines for cow chow, composting or digester (see
Sustainability Sharepoint site for additional details if needed) Action items will be
completed by:
Food Recycling [El;eill ___ Teams understand all twist ties, rubber bands, and packaging are to be removed prior to placing in bin / /
(Compost or Cow 4% 20% k Y
Chow) PBa de"" __ Teams understand to keep outdoor bins locked to prevent outside contamination
roauce
Additional actions:

, Assistant Perishable Manager at store agree to implement this action plan at my store.

(Scan signed copy and email to )

Signature

Date




RECOGNITION

Share inspiring stories and celebrate wins

AWARDS AND PARTNERSHIPS

20 EPA FOOD RECOVERY CHALLENGE AWARDS EPA FOOD LOSS € WASTE 2030 CHAMPION FEEDING AMERICA LEADERSHIP PARTNER

KEEPING IT GREEN

Team members like you are on the front lines, contributing to a
sustainable future for generations to come. Congratulations to our
Acts of Green winners — these passionate Sustainability Herces are
inspiring others to achieve sustainability in our stores!

Christopher Butrick, receiver gl Natasha Napolielio,
at store #312 - Boulder - - . § receiver at store
Arapahoe Ave  Colo 4 #6821 -Oviedo Fla

)

—

-~ Kristen Martin, produce clerk
o at store #265 -~ Modesto, Cahf.

-~

' )



Keys to Success

« Clearly communicate the Why of your material recovery

programs and align it with your company purpose
« Build Partnerships (internally & externally)
« Setup tracking & reporting systems
* |ncorporate performance into bonus structure
* Provide continuous feedback and support
« Focus on outliers

« Share inspiring stories and celebrate wins



Food Waste Amid
COVID

July 2020

Certified
frm—




PRIORTO COVID

(R epei
<y Spoiler Alert

D

Discount

Technology Impact
KeHE leverages data from Spoiler KeHE increases access to nutritious and
Alert’s platform to analyze trends in affordable food through partnerships with
excess inventory, increase sales value channel retailers and nonprofits
velocity, and reduce waste. in underserved communities.
@: KeHE

Certified
frm—



THE RESULTS

The Plan

Volume Productivity Customers
20% 70% 50%
increase in liquidation decrease in time to execute increase in new buyers
volume sell through rate liguidation cycles infroduced fo network

@i

19M lbs.
diverted

Resulis

1M meals
donated




INCREASING ACCESS TO AFFORDABLE NUTRITION




COVID IMPACT

« KeHE « Suppliers
« Donations varied  New item launches
« Sales increased with pantry « Retailer category reviews
loading + Shelf integrity
« Retailers respond to consumer + Inventory
demand

, « Sourcing Ingredients
« Forecasting tool
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WHAT WE HAVE LEARNED

« We found a way to lean into our excess and obsolete during COVID
and reduced that amount by 28.35%.

« Vendors who trimmed their assortment fared better.

« Retailers who are willing to do sku substitution during the time that
vendors are trying to recover are experiencing higher fill rates.

@O
Q; KeHE
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Food Waste is Bananas! ‘

Reducing food waste is the number one action we can all
take to help solve the climate crisis.' Raise your Food
Waste IQ and become a climate solutions shaper! Not OII'Y does YOIII‘ Catihe e Get creative
. ©
wallet take a hit - so This results in Recipe> 3 5
th 2 + P Vi in the kitchen.
does the environment. 25% 2 If you have food that is starting to
i 1

of planet-heating turn, get cooking! Bake banana or

zucchini or us
methane gases.® f ucchini bread or use up produce
in soups or pasta sauces.

of food that’s thrown away
ends up in landfills*

The average pounds
American of food

wastes per year.: W : h \

4

Chocolate Chips Tenhd
and aDash
of Cinnamon

© Choose brands that
pracﬁco upcycling. Make the most of your banana bunch with this recipe:
of all food in ' ol Brands like banana upcycle unused bamana.com/pages/banana-bread banana
i N ingredients that are perfectly good z
America is wasted. o s J ; and nutritious, just not the ideal O Don’t forget to compost your kitchen waste!

That's like buying five full appearance for consumer demand. Most municipalities now collect kitchen compost. banana

bags of groceries, only to
throw two of them away!*

G Plan meals in advance. To lear more, check out

For a family of four, Take stock of your pantry upcycledfood.org | drawdown.org | barnana.com bam ‘

this is equal to

$1,500

worth of uneaten
food per year.:

banana

before going to the store, make 1 Sromtoue on 3655 b o reomcrg e 3 Amaecars e Ao A Pour O A Gy L0 Sy Foce
T retpc | Satomn s e o

a shopping list, and buy only = e .

what you can use.

& U forrles worw §. mamn»md oo~ herw's how 33
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Moderator: Erin Callahan
Director,
Climate Collaborative

Dana Gunders
Executive Director,
ReFED

Justin Kacer
Sustainability Manager,
Sprouts Farmers Market

Discussion

Laura McCord

Ex. Director Sustainability & Corporate
Responsibility,

KeHE

Cave Suplicy
Founder,
Barnana
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o facebook.com/climatecollaborative

@ClimateColl
#climatecollaborative

@theclimatecollaborative

www.climatecollaborative.com
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