
US Composting 

Council 2013 
State of the Industry: How 

Food Waste Generators are 

Buying Organics Programs 

today. 



About Sweere Consulting 
Connecting the dots between generators, haulers, 

and recycling sites. 

 Generators:  

 Draft and Manage Recycling RFP’s 

 Program Management 

 Manifest Management and Dashboard Reporting 

 Haulers and Recycling Sites 

 Equipment Procurement 

 Permitting Support 

 Management 

 Sales Training and Support 

 Feedstock Procurement 

 Process Improvement 



Generator Type Defines Sales 

Approach 
 Pre Consumer:  

 Manufacturers 

 Grocery Stores 

 “Back of House” Restaurants 

 Post Consumer:  

 Schools and Government Buildings 

 Public Venues and Stadiums 

 Hospitals 

 Restaurants 



Approach 

Successful Organics Program 
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What kind of buyer 

are they: 

•Knowledgeable? 

•Issuing RFP? 

•Picking a Partner? 

•Sellable/ Need 

   Convincing? 

•Regional vs. 

   Corporate 

   Management 
 



Walmart & Sam’s Club 

Sustainability 

Buyers 

Operations 

Marketing 

Facilities 
Mgmt 

Solid Waste 

Energy 
Mgmt 

Compliance 

Store Mgmt 

Training 

 Corporate Mandate of 

Sustainability 

 Selected Management 

Company to RFP 

 Consistent Program 

Materials made 

Convenient 

 Corporate control         

and training 

 Haulers select recycling 

outlets help with Cost 

 

Source: BioCycle and USCC Presentations 2010-2012 



Target 

Source: Target Sustainability Report 

 Corporate Management 
Waste and Recycling 

Services 

 2012 issued RFP for Waste 

and included info on 

organics- Compost and 

AD only approved 

methods. 

 Registered waste haulers 

and brokers only 

included in RFP. 



Weis 
Corporately Managed Recycling Services. 

 Cost is barrier to 100% implementation until 

infrastructure develops. 

 Long term dedication to a strategic partnership. 

 Understanding the impacted cost buckets. 

 

Source: BioCycle Magazine January 2013 



Publix 
 Corporately managed organics program in “pilot” 

phase at select locations. 

 Florida regulation does inhibit (flow control/franchise). 

 Previously exclusive with Waste Management. 

 Publix values convenience 

   and therefore requires  

   multiple pickups per week, 

   which adds to cost  

 ineffectiveness of program. 

 

Source: Publix presentation at NC Recycling Conference, Nov 2012 



Kroger 
 Previously Regions determined recycling programs, 

recent nationwide RFP. 

 Pilots in Fred Myers, QFC, Ralphs, Food 4 Less, Kroger 

in Columbus, Mid-Atlantic and Atlanta developed 

regionally. 

 Clear Cost is Focus. 

 Sustainability in Suppliers- Fair Oaks Farm and 

Muscio Family Olive Co. 

 Reduced Waste Across Supply Chain by 67.4% since 

2009 (store reduction values not provided). 

Source: Kroger 2012 Sustainability Report 



Hy-Vee 
Corporately Supported, not required. 

 Store Managers decide if cost effective to 

participate in organics services. 

 Cost is driver. 

 Convenience is barrier for store managed 

programs. 

Source: http://www.hy-vee.com/company/sustainability/default.aspx 



Whole Foods Market 
 Sustainability built into core culture. 

 Individuals stores develop organics recycling programs. 

 Green Mission Team at nearly each store and some 

regions have Green Mission Specialists who coordinate 

larger programs.  

 Convenience and sustainable local partnerships  valued 

over cost.   

 Piloting waste to water machines where composting not 

an option due to lack of outlets or law (ex Florida).   

 Backhaul compostable products to Braselton DC then 

Longwood Plantation for composting. 

 



Successful Organics Infrastructure 
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The Future 



Robin Sweere, PMP, CSCA 

479-283-5206 
robin@sweereconsulting.com 

www.sweereconsulting.com 


