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Food waste is front and center 
these days, thanks to media  
attention and retailers’ own 
self-scrutiny.
That’s why it’s especially important for grocerant depart-
ments to monitor what happens to prepared foods that 
can’t be sold, says David Fikes, vice president of consum-
er/community affairs and communications for the Food 
Marketing Institute (FMI), which partnered with the 
National Restaurant Association and the Grocery Manu-
facturers Association to create the Food Waste Reduction 
Alliance (FWRA). The goal: an efficient operation that 
reduces, donates and recycles leftover prepared foods.

An ounce of prevention
Prepared food operations have the perfect opportunity to 
redirect some of what may otherwise be wasted. It starts 
with getting a handle on the actual amounts of food 
involved, say experts.

“The things we can measure, we can manage,” says An-
drew Shakman, co-founder and chief executive officer of 
food waste tracking and prevention company LeanPath 
in Portland, Ore. The firm’s technology measures food 
waste and includes systems to automate the process of 
recording, with scales connected to a camera.

With hard numbers in hand about when and why waste 
occurs, grocerants are in a position to optimize their 
operations, says Shakman. At a salad bar, for example, 
weight data can help determine when to reduce the line 
from two to one. “Having everything fully available right 
up to the end of service leads to waste,” he says.

Shakman also suggests using smaller serving 
vessels for prepared foods that correspond to the 
amount of product actually expected to sell. “You 
tend to produce to the size of the vessel for certain 
merchandising. Go to a smaller vessel,” he says.

Creatively repurposing excess product in the 
kitchen will also help decrease the amount of waste 
generated, says Shakman. Vegetable trimmings, for 
instance, can become an ingredient in soup stock, 
juices and veggie burgers. Coffee grounds can do 
double duty for iced coffee later on, while odds and 
ends of cake or pie layered with whipped cream 
make a perfect parfait. Rather than toss leftover 
bread at the end of the day, save it to create crou-
tons or bread pudding. 

Waste not, 
want not

Give leftover prepared foods a second life—
or prevent extras in the first place.

“The things we  
can measure,  
we can manage.” 
— Andrew  
Shakman,  
LeanPath
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Recycling scraps into compost 
Composting is one of the hottest recycling methods 
around, and Wegmans Food Markets Inc., Rochester, 
N.Y., is among the food retailers using it for waste from 
its grocerant department.

“In highly prepared foods, there’s a lot of cutting, 
slicing and dicing, resulting in inedible trim. We have a 
composting program for that,” says Jason Wadsworth, 
Wegmans sustainability manager and retail chair for the 
FWRA. The chain’s composting numbers continue to 
rise, from 18 million pounds of food waste diverted from 
landfills in 2014 to an estimated 19 million pounds in 
2015. 

Four-wheel totes, located at Wegmans’ food prep sites so 
workers can deposit inedible scraps for composting, serve 
as a much more visible reminder of food waste than a plas-
tic-lined garbage can with a lid. “It’s a teachable moment to 
change your behavior,” says Wadsworth. “It’s a hierarchy of 
food waste in one bin. It makes you ask, ‘Should that be in 
compost, or could it have been donated?’”

When the compost bin is full, workers wheel it to the 
back dock for collection. The composting company then 
tips the tote into a dump truck with a lift gate. “That 
truck has a power washer built into it, cleaning and 
sanitizing the totes while they dump. That’s important 
for bringing the totes back into the departments to collect 
more scraps,” Wadsworth says. 

want not

Source: Food Waste Reduction Alliance

For every

$1,000
of revenue

grocery stores 
generate,

10 lbs.
of food waste

is created

Grocery stores and food waste

What happens to the unsold, 
wasted food once it’s diverted?

More than

40%
of wasted food from 

grocery stores is
donated or

recycled

23.3%
Feeds hungry families

26.2%
Animal feed 24.6%

Composted

10.3%
Biofuel
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Compost 
materials from 
three clusters of 
Wegmans stores 
located in Roch-
ester and Buffalo, 
N.Y., even go through 
anaerobic digesters at 
one of two dairy farms 
to create renewable energy. 
The farms are able to run on 
that energy. “Now we’re talking 
about how to buy the energy 
back. That would close the loop,” 
Wadsworth says. 

Develop a donation 
partnership
Donating surplus prepared foods can be 
challenging for retailers, from concerns about 
how long the product will last after it leaves the 
store to the logistics of getting food to organiza-
tions that feed the hungry. Additionally, there may 
not be enough storage space to keep prepared foods 
viably until they are picked up.  

“You’ll find that there are not a lot of folks in grocery that 
are donating prepared foods—packaged or unpackaged,” 
says Wadsworth. “However, packaged prepared foods 
provides an opportunity that wasn’t there before.” 

On the other 
hand, restau-

rants such as 
Yum! Brands, 

with more than 
41,000 outlets in 125 

countries, have donated 
fresh food for years. 

Through the company’s 
Harvest Program found-

ed in 1992, Pizza Hut, KFC 
and Taco Bell restaurants have 

donated more than 183 million 
pounds of food with a fair market 

value of $860 million as of 2015, says 
Tyler Hampton, manager of Yum! 

Brands Foundation in Louisville.

At Pizza Hut and KFC locations, food is 
prepared and held under warmers until 

customers order it. Once the food reaches its 
predetermined hold time, it has to be taken 

off the line. Employees place that food into 
non-branded containers and then into the freez-

er. Once a week, a charity organization picks up the 
food containers for repurposing or reheating.

Food retailers have been slower to adopt these kinds of 
programs, says FMI’s Fikes, in part because they have so 

many more products compared with restaurants’ more 
limited menus. There is also a very real fear of making 
someone sick and the lawsuits that could result, he adds. 
Even though a Good Samaritan law is designed to protect 
good-faith food donors from legal liability for illness, the 
law hasn’t been put to the test in this area. “No one wants 
to be the test case for that,” says Fikes. “You could win in 
court, but lose in public opinion if someone got sick from 
your food.”

At Wegmans, Wadsworth says he’s working to counter that 
perception. “There really is little risk, because restaurants 
have been doing it for years with no issue. It’s all about the 
process and how the food to donate is handled.” G

With hard numbers in hand about when 
and why waste occurs, grocerants are in a 

position to optimize their operations.

“No one wants to be 
the test case for [the 

Good Samaritan law 
for food donors].” 

— David Fikes, Food 
Marketing Institute

Reuse
Items that are not for sale, but can

be used in another department

Donate
To food banks and

other organizations

Donate  
To farmers for

animals or
compost

Landfill

Sell
All product available for sale

The hierarchy of food recycling
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HILLPHOENIX & UNIFIED BRANDS create streamlined 

retail foodservice profit centers for supermarkets.

From DESIGN and MERCHANDISING to MENU 

DEVELOPMENT and EQUIPMENT, our team transforms 

food service departments into a retail culinary destination. 

Join us at the Grocerant Summit

October 25 & 26

HILLPHOENIX.COM UNIFIEDBRANDS.NET


