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Abstract

Over one third of food produced in the U.S. goes
unsold or uneaten, including a large portion of
high-quality food that could be donated to indivi-
duals utilizing the charitable food system. This
formative research study explored barriers to
donation and created strategies to improve dona-
tion among frontline grocery retailer workers. In
this study, we conducted in-depth interviews with
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grocery retail workers (# = 28), corporate leader-
ship (# = 6), and donation partners (# = 5), and a
series of in-person meetings with a cohort of 10
frontline worker “Champions” from a large U.S.
grocery retail chain to identify common barriers to
food donation and co-design strategies to reduce
wasted food and improve food donation in their
stores. We created four strategies: (1) conduct new
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trainings; (2) utilize updated donation guidelines
with posters and detailed handouts; (3) strengthen
connections between donation partners, associates,
and stores; and (4) run a donation incentives con-
test. Additionally, Champions highlighted the need
for open, clear, timely, accessible, and reciprocal
communication and feedback as essential to the
success of all four strategies. As organic waste ban
policies expand, grocery retailers will need to
increase the use of alternative solutions, such as
donating, to manage surplus food. This project
breaks new ground by not only working to identify
and address the barriers faced and prioritized by
frontline workers, but also by centering the work-
ers themselves to create responsive strategies.

Keywords

human-centered design, participatory research,
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Introduction

Nearly one in seven U.S. households experiences
food insecurity, or not having enough food for an
active, healthy life (Rabbitt et al., 2025). Although
eliminating food insecurity would require systemic
changes and a fundamental shift toward sustainable
food systems and economic development (Holt-
Giménez, 2019), many interventions currently exist
to alleviate food insecurity. In the U.S., food inse-
curity is addressed via two main strategies: distribu-
tion of economic benefits (e.g., Supplemental
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Nutrition Assistance Program) and direct provision
of charitable foods. The charitable food system
provides food to over 40 million people per year
(UConn Rudd Center for Food Policy and Health,
n.d.). Food banks and direct distribution partners
(e.g., food pantties, soup kitchens) rely heavily on
donations from corporate grocery tretailers, manu-
facturers, wholesalers, and farmers. Despite these
efforts, there is still a significant portion of safe and
nutritious food that could be, but currently is not,
donated. This paper focuses on strategies to
improve the efficiency of grocery retailers in divert-
ing high-quality food to individuals expetiencing
food insecurity through the charitable food system.

Surplus Food and Wasted Food in Grocery Retail
Over one third of food produced by the U.S. food
system each year goes unsold or uneaten, defined
as “surplus food.” Although a small portion of this
food is donated or fed to animals, the majority
becomes what is defined as “wasted food,” ending
up in landfills, incinerators, sewers, compost piles,
anaerobic digesters, spread on land, or left in the
fields (ReFED, 2025). In 2023, grocery retail gener-
ated 4.5 million tons of surplus food, and although
approximately one fifth was donated to local food
banks and food pantries, the majority was wasted
(ReFED, 2024).

Grocery retailers face financial losses from sur-
plus food. Unsold food contributes to retail
“shrink,” a term used in the industry to desctibe
the total dollar amount lost from causes other than
sales (Johnston, 2023), including discarding and
donating food. Shrink also includes money lost in
the investment in logistics, storage, and labor for
food that never gets sold (Johnston, 2023). Wasted
food incurs additional costs from waste hauling
and disposal fees at landfills and/or fees related to
diversion to composting or anaerobic digestion
companies. Shrink is generally used as a key indica-
tor of departmental, store, and retailer performance
(Teller et al., 2018).

There is a growing body of literature focused
on reducing surplus food in grocery retail, includ-
ing improving forecasting for more accurate ordet-
ing, enhancing food packaging, and changing con-
sumers’ buying habits (De Moraes et al., 2020;
Filimonau & Gherbin, 2020; Huang et al., 2021;

Advance online publication



Journal of Agriculture, Food Systems, and Community Development

ISSN: 2152-0801 online
https:/ /foodsystemsjournal.org

Riesenegger et al., 2023). These studies focus pri-
marily on prevention of wasted food, which aligns
with best practices outlined by the U.S. Environ-
mental Protection Agency Wasted Food Scale (U.S.
EPA, 2026). However, grocery retailers face a
dilemma; surplus food is regarded as a natural side
effect in retail corporations, who aim to offer a
broad variety of products and ensure product qual-
ity. Customer demands drive retailers to prioritize
availability, uniformity, and variety of products, as
well as displays that provide a perception of over-
flowing abundance (Riesenegger & Hiibner, 2022).
Many retailers also maintain brand protection
through high standards for freshness of the foods
they sell.

Food Donation in Grocery Retail

To manage surplus food, grocery retailers turn to
food donation, which substantially cuts waste haul-
ing and diversion costs. Additionally, many retailers
include food donation in their Environmental,
Social, Governance plans, which contain written
commitments to benefit local communities and the
environment. Donation in grocery retail happens in
two steps. First, frontline workers pull foods from
shelves and store them, usually by refrigeration or
freezing. Typically, foods that are close to, but not
yet past, the date on the date label are donated. In
contrast, foods that are perceived to be past their
prime or that have passed the date on the date
label, are thrown away. Next, food must be trans-
ported from the individual stores to local food
donation partners (e.g., food banks and food pan-
tries). Stores make contracts with food donation
partners to pick up food on a regular basis (e.g.,
one or two times per week).

Successful donation depends on communica-
tion and coordination across multiple operational
and logistical steps. Store-level data on the quality
and types of foods wasted in grocery retail is pro-
prietary and therefore difficult to access, so it is not
publicly known how much food that is currently
wasted could be donated. However, retailers follow
strict standards of item appearance and shape. As a
result, there is likely a large amount of edible and
high-quality food that could be donated. Addition-
ally, there is likely wide variability across retailers
and stores in the amount of food that is donated,

Advance online publication

based on differences in corporate and store-level
operations and expectations, in addition to front-
line workers” knowledge and expertise, buy-in, and
ability to complete required tasks.

To our knowledge, no previous research has
focused on improving the food donation process
in grocery retail stores. A few studies have focused
on the practicalities of implementing solutions to
wasted food, including involving those most
involved in wasted food management, such as store
managers (Gruber et al., 2016) and frontline work-
ers (Ceryes et al., 2021). Further, three projects led
by the Pacific Coast Food Waste Commitment
(PCFWC) engaged frontline workers in the process
of developing solutions to reduce wasted food
(Packer, 2025; PCFWC, 2022, 2024). Howevert,
these studies and projects were not conducted in
grocery retail settings nor did they focus specifically
on improving the donation process.

Current Study

In this paper, we describe the results of a study
conducted in partnership with “Company X,” a
U.S. grocery retail company that operates stores in
over half of U.S. states. Company X operates a
food donation program, a companywide initiative
that aims to donate edible food that might other-
wise be discarded. The program was initially intro-
duced several years ago. However, after the
COVID-19 pandemic, the company began imple-
menting an updated version of its food donation
program across all stores. Even after the updates,
some stores continued donating few or no prod-
ucts. Through the Food Donation Champions pro-
ject, Johns Hopkins University, the Maryland Insti-
tute College of Art, and Company X collaborated
to explore and address this issue. We convened 10
frontline workers (henceforth, Food Donation
Champions, or Champions) from four stores in the
company’s Hastern Seaboard region to explore the
existing food donation program and identify strate-
gies to improve in-store utilization of the program
by frontline workers.

We answer the following questions: (1) What
are common barriers to food donation faced by
frontline workers? (2) What strategies do frontline
workers recommend to reduce wasted food and
improve food donation in their stores?



Journal of Agriculture, Food Systems, and Community Development

ISSN: 2152-0801 online
https://foodsystemsjournal.org

Materials and Methods

We previously published a full description of meth-
ods elsewhere that describes our process, including
epistemology, positionality, sampling, participant
engagement, data collection, and data analysis
(Harper et al., 2025). To avoid duplication, we
provide a brief explanation of methods below.

Approach

This project combined research methods from
design, public health, and anthropology (National
Science Foundation, 2024), and followed the
human-centered design (HCD) process
(IDEO.org, 2015). HCD is a collaborative, creative
process dedicated to understanding the experiences
of people at the heart of an issue or problem and
designing interventions that better serve their
needs and/or alleviate challenges they atre facing
(IDEO.org, 2015). HCD views problems through
the perspective of the people directly impacted by a
problem (in this case, the Champions), positions
their lived experience as expertise, and involves
them as co-creators and experts throughout the
design process.

Participants

Company X selected four stores in the Fastern
Seaboard region to participate in this study.
Selected stores were in urban (# = 1), rural (z = 2),
and suburban (# = 1) communities and had vatious
sales volumes (i.e., high-volume stores sell more
than low-volume stores). Additionally, the four
stores were selected because they either donated no
items or inconsistently participated in the program
prior to the beginning of the study. Throughout
the study, we collected data from four groups of
participants: (1) Food Donation Champions

(n = 10); (2) Non-Champion workers, including
frontline workers and store directors (# = 20);

(3) members of Company X national- and regional-
level corporate leadership whose main jobs or
components of their jobs focused on food waste
reduction (7 = 6); and (4) donation partners, which
included food banks and/or pantries who picked
up and distributed donated food from the four
stores in the study (# = 5). Recruitment began in
May 2023 and ended in August 2023.

Data Collection and Analysis

We conducted in-store research between June 2023
and August 2023, and members of the research
team visited each study store five times during this
period. Each visit lasted between two and four
hours. At each visit, we conducted two to thtree in-
depth interviews for a total of 30 interviews. We
also participated in “interactive observations” dur-
ing each store visit, in which members of the
research team were led around the department
and/or store by a worker to describe and illustrate
their daily tasks. We also conducted unstructured
interviews with five donation partners, including at
least one who received food from each study store.
Finally, we conducted interviews with six members
of corporate leadership at various levels (national,
regional, and subregional). We synthesized data us-
ing deductive and inductive thematic analysis
(Proudfoot, 2022).

We held six in-person meetings with Champi-
ons over the 10-month study period. Meetings
aligned with the steps of the HCD process
(IDEO.org, 2015): initial research (two meetings),
synthesis, ideation, prototyping, and sharing results.
During these meetings, Champions helped the
research team with data collection and analysis,
including creating and reviewing in-depth interview
guides and assisting with the synthesis and inter-
pretation of data. Additionally, Champions brain-
stormed solutions and collaboratively developed
prototypes that aimed to reduce wasted food and
improve food donation. The research team tested
the desirability, usability, and feasibility of each
prototype in stores with Champions before finaliz-
ing the prototypes into the four strategies and one
recommendation presented in this paper. Champi-
ons and the research team co-presented the results
of the study to Company X corporate leadership at
the final in-person meeting.

This research was determined exempt by the
Johns Hopkins University Institutional Review
Board (IRB #24459). The IRB approved the use of
oral consent procedures in lieu of written consent
and approved all oral consent forms. Oral consent
was obtained by researchers during the first meet-
ing with Champions and at the beginning of indi-
vidual interviews with each participant.
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Results

In the following sections, organized based on the
four final strategies and one recommendation co-
created by Champions and researchers, we (1) de-
scribe the barriers to donation described by the
Champions, non-Champions, Company X leader-
ship, and donation partners; and (2) outline the
strategies co-designed by Champions and the
research team to respond to these issues.

Strategy 1: Conduct New Trainings for the Food
Donation Program

The first strategy involved conducting new train-
ings for all company employees to better under-
stand and implement the food donation program.

Barriers to Donation

Although workers use date labels to decide what
foods may be fit or unfit for sale, they were unsure
if these rules always corresponded to what foods
may be donated. Workers felt that they received
unclear guidance from corporate leadership and
used their own knowledge and expertise of food
safety protocols, as well as their subjective judg-
ment and personal values, to determine if an item
close to or past its date label was safe and fresh
enough to donate. For example, many workers
opted to discard food rather than donate it, largely
citing personal judgment calls (“I wouldn’t feed
that to my family” [Store 1, Department Manager])
and potential safety concerns. Additionally, individ-
uals in each department had differing opinions on
what should be donated, as well as varying levels of
understanding and buy-in to the donation program.
This led to differences in the types and quality of
foods being donated.

Although there was an updated training for the
food donation program in recent years, workers
said that it provided insufficient guidance. Specifi-
cally, they noted that the training, which was con-
ducted virtually with approximately 200 depart-
ment managers across the region, did not provide
adequate details about program processes and did
not offer adequate time for workers to ask ques-
tions. Additionally, workers felt that there was
insufficient training of regional- and subregional-
level leadership. They noted that, because corpo-
rate leadership was largely unaware of the program,
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there was an overall weak company culture around
donations, which included inconsistent messaging
about whether workers should be donating consist-
ently and how much they should be donating.
Many workers described feeling confused about
whether increasing donations was viewed positively
or negatively by the company. Some department-
level workers noted that they were actively discour-
aged or even reprimanded by their bosses for
donating because increasing donations was pet-
ceived as increasing shrink, whereas others were
rebuked for not donating at all:

I mean, shrink is shrink. It doesn’t matter if it’s
[discarded] or donated. If it’s not sold, it’s
shrink. [Store 3, Department Manager, refer-
ring to a perception of corporate views|

Additionally, workers in some departments
noted that their performance was evaluated both
based on their ability to produce the exact numbers
of items dictated by the in-store production soft-
ware and to sell all the items they produced. How-
ever, some workers expressed frustration about
being required to produce certain numbers of items
despite knowing these items were unpopular
among customers. They noted that, when the
products did not sell, they were then reprimanded
for overproducing.

Many workers at the department level also felt
unsure about whom to ask when they had ques-
tions about the donation program; they said that
their managers typically did not know:

I think we had a virtual meeting [for the food
donation program roll out] and we went
through it, but it was very, very vague. We had
a lot of questions. We were reaching out, like
we were reaching out to people, and |[...] they
didn’t have the answers. [Store 1, Department
Manager]

Workers perceived this problem as reflecting
insufficient training at the leadership level.

Strategy to Improve Donation
To address these challenges, the Champions rec-
ommended that the company conduct new train-
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ings about the food donation program for all
employees at a//levels to aligh communication,
expectations, and processes. They noted that such
trainings would strengthen the culture of donation
by demonstrating leadership’s commitment to the
program and would build worker motivation and
engagement.

The Champions helped create preliminary cut-
ricula (Appendix A) for eight training modules
adapted to the needs of subregional, regional, and
national corporate leadership, as well as regional
department specialists, store directors, department
managers, inventory managers, and cashiers and
courtesy clerks. The trainings cover the following
topics: the importance of the food donation pro-
gram; donation food safety and quality; food dona-
tion processes; challenges faced by frontline work-
ers; participation in donation contests and incen-
tives; strengthening connections with donation
partners; and roles, responsibilities, and chain of
command. The Champions felt strongly that for
department managers and their direct supervisors,
training should be hands-on, noting that this would
be most effective in building knowledge and keep-
ing workers engaged. Additionally, the Champions
noted that it was important to include time for
those being trained to ask questions and provide
feedback about their experiences working with the
program.

Members of corporate leadership were in favor
of additional trainings to clarify the donation pro-
cess, but they felt that the strategy created by work-
ers was too intensive. Specifically, they noted that
only store-level workers should receive the training
“because corporate should already know the pro-
cess.” They also noted that in-person trainings may
be logistically difficult and too costly to conduct.

Strategy 2: Utilize Updated Donation Guidelines
with Posters and Detailed Handouts

The second strategy involved utilizing posters and
informational handouts to educate and remind in-
store workers about Company X’s updated
donation guidelines.

Barriers to Donation
In addition to enhanced training, many workers
wanted a daily reference they could use to inform

or remind them of which items may be donated.
Although the company had provided written guide-
lines after the initial training, most workers we
talked to did not know about the guidelines or how
to access them. Those who did have a copy of the
guidelines felt that they were confusing, did not
apply to their department, contradicted what they
had been instructed to do in their stores, ot contra-
dicted their own ideas about what to donate (e.g.,
noting that food could still be safely eaten after its
sell-by date). Additionally, we observed that the
donation guidelines were not standardized across
stores or clearly understood by all workers. For
example, laminated signs in the bakery departments
of two stores we visited explicitly stated that cakes
may not be donated, but department managers at
the other two stores did not have signs and
regularly donated cakes.

Members of corporate leadership recognized
that workers needed clarity around what items
could be donated. One member of corporate lead-
ership described the situation by saying,

It turned into “whisper down the lane”
because some departments are different than
others. Dairy and frozen are different, along
with grocery. So, things just kind of got mixed
up. [In] some of the stores, the store director
printed out the guidelines, handed them out,
and said, “Here, make that happen,” or, “Here,
start donating” [without providing additional
guidance|. [Member of leadership]

Strategy to Improve Donation

To standardize information about the food dona-
tion program, the Champions recommended that
the company provide posters with department-spe-
cific donation guidelines, adapted to the workers’
nuanced questions (Appendix B). In addition to
hanging laminated posters, departments would also
keep more detailed donation handouts available for
reference (Appendix C). Building on the company’s
earlier materials, the research team and Champions
co-created new Donations Guidelines Posters and
Detailed Handouts. The Guidelines Posters pro-
vide simplified overviews of donation guidelines,
including item types, storage requirements, timing
of donations, and what strictly should not be
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donated, to be used as a quick reference when
department managers pull items for donation or
trash. The Detailed Handouts provide a more com-
prehensive description of the process and guide-
lines and could be used as a reference tool for
complex or unusual questions about donatable
items. These responded to the workers’ specific
questions and concerns about department-specific
donation rules (e.g., which cakes can be donated,
and how long can they be refrigerated or frozen
before pick-up?) and the process for donating (e.g.,
should items be scanned before or after being
placed on the reduced-price rack?). The new post-
ers and handouts aimed to create a uniform
approach to donations within and across all stores.

Members of corporate leadership were in favor
of this strategy, noting that it would be realistic and
cost-effective strategy that could be rolled out
relatively quickly.

Strategy 3: Strengthen Connections between
Donation Partners, Workers, and Stores

The third strategy involved building relationships
and strengthening connections with donation part-
ners, such as local food banks and food pantries.

Barriers to Donation

Almost all workers with whom we spoke did not
know what happened to donated food after it left
the store, which reduced their inclination to donate
food. Further, workers expressed concerns about
the maintenance of food safety protocols after the
food leaves the store and about the credibility and
motives of donation partners, including potential
misuse of the program. They had many misconcep-
tions about who received the food from donation
partners and what they did with it. One department
manager stated,

The only thing that I can think of as a negative
thing [about the donation program] is people
getting it that don’t need it and now they don’t
have to come in the store and buy food be-
cause they just received free food. Again, it’s a
fine line because if people don’t come and buy
food, I'm out of a job. [Store 4, Department
Manager]
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Another reported concern was that stores did
not have clear and consistent information about
each donation partner, including food needs and
preferences, and pick-up days.

The Champions discussed these sentiments
extensively at the first two in-person meetings. To
address these fears and answer questions posed by
the Champions, researchers visited and talked with
at least one of each participating store’s donation
partners and presented the information gathered
and pictures taken at those visits to the Champions
at the third meeting. This was a turning point for
many Champions, who, for the first time, learned
where donated food goes, who receives it, and the
conditions under which it is provided. Many noted
they were deeply moved by the presentation
because it revealed the real need for donated food
in their own communities. They mentioned that if
other workers knew more about the donation part-
ners and saw their work firsthand, they would be
less skeptical and more motivated to consistently
contribute to the donation program.

Strategy to Improve Donations

The goals of this strategy were to cultivate an
engaging and trusting relationship between dona-
tion partners and workers; enhance the donation
culture in stores; improve transparency in the
donation process; and encourage store workers at
all levels to actively participate in the donation
program. The Champions suggested a multi-
pronged approach to this strategy, including

(1) three distinct opportunities for workers to learn
about donation partners and (2) an onboarding
form for new donation partners to enhance
communication about their capacity, needs, and
specifications. Each approach is described in more
detail below.

(1.A) Paid Immersive Training with Donation Partners: In
this opportunity, department managers and/or
other key workers in charge of food donation
would receive a fixed number of paid training
hours per year designated for on-site training at
one of their store’s donation partner locations (e.g.,
local food pantry). Champions recognized that this
strategy may be expensive when applied across the
corporation, particularly with the tight margins in
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grocery retail, and noted that one half-day (4 houts)
per year would be sufficient. Activities at donation
partner locations would depend on what is needed
on the visit day (e.g., pantry set-up, food
distribution, etc.). (See Appendix D.)

(1B) In-Store Teach-In: Recognizing that all workers
would not be able to participate in the immersive
trainings due to cost and logistics, Champions sug-
gested that donation partners visit stores and
deliver a 15- to 20-minute presentation similar to
the one we presented at their meeting. This presen-
tation would share information and photos about
the donation partner (their mission, goals, who
they serve, donation needs, etc.). These teach-ins
would give all workers the chance to learn about
partners and to ask questions. (See Appendix D.)

(1C) In-Store Customer-Facing Event: Champions also
suggested that donation partners host customer-
facing tables or booths in the front of stores. The
tables would provide information about the organi-
zation and how they collaborate with the store,
helping to build an understanding of community
needs and strengthen buy-in for donations among
both workers and customers. (Appendix D).

(2) Donation Partner Onboarding Form: In addition to
the learning opportunities, Champions suggested
creating a form that would collect standardized
information from all donation partners at the time
of onboarding. The form would serve as an
acknowledgment of food safety protocols and
would gather donation partner-specific infor-
mation, including food needs and preferences,
pick-up schedules, and interest and willingness to
participate in in-store events and to host the
immersive training (Appendix D).

Members of corporate leadership were recep-
tive to some aspects of this strategy, including the
in-store teach-ins and events, as well as the
onboarding form. However, they noted that the
paid immersive training would be too expensive
and logistics would be infeasible.

Strategy 4: Run a Donation Incentive Contest
The fourth strategy involved creating and imple-

menting a donation incentive contest for in-store
workers.

Barriers to Donation

Workers and leadership both acknowledged that
there was ample surplus food that could still be
donated rather than thrown out. Some workers
noted that if the training was enhanced and the
guidelines were clearer, they would participate in
the donation program simply because it is ex-
pected of them (for example, “I think most people
were just doing the donations because it’s a part of
the job” [Store 2, Department Manager]). How-
ever, other department managers noted that they
had little incentive to donate items and felt
apathetic toward the donation program, noting
that—even after learning about the guidelines—
they still preferred to trash items that could have
been donated because they perceived that they
were less likely to get in trouble. Additionally,
some workers felt that donating items was incon-
venient and that they did not have time to do it
amidst all their other expected daily tasks.
Although the company sought to address this by
creating a simplified process for scanning and
tracking donations, workers expressed that it was
still not part of their daily routine. This combina-
tion of perceived inconvenience and feelings of
apathy disincentivized some workers from
regularly donating.

Strategy to Improve Donation

To build motivation for consistently donating and
to solidify donating as a habit, the Champions sug-
gested the use of a donation incentive contest
(Appendix E). The contest would use structured
incentives to solidify behavior changes for workers
involved in the food donation process. This idea
originated from existing companywide contests
that encourage employees to sell specific products
(e.g., whichever store in the district sells the most
watermelon during a certain timeframe, wins). The
Champions recommended teaching workers about
the contest during the enhanced trainings and run-
ning the contest consistently for at least a year after
it is implemented. They noted that after one yeat, it
may be possible to increase the time between con-
tests or gradually phase it out altogether. Again,

Advance online publication



Journal of Agriculture, Food Systems, and Community Development

ISSN: 2152-0801 online
https:/ /foodsystemsjournal.org

workers were conscious of developing strategies
that would be low-cost for the company in the long
run.

During the contest, Champions suggested that
each store and department work with leadership to
articulate contextually appropriate weekly donation
goals. Champions noted that working with leader-
ship to develop goals would mitigate their fear of
being reprimanded for donation-related shrink,
because these donation goals would focus on in-
creasing the proportion of their pre-existing shrink
that is donated. For example, if the bakery current-
ly donates 10% of their total shrink, they may set a
goal to increase donations to 40% of their total
shrink. These proportional goals would decrease
the number of donatable items from being trashed
without incentivizing workers to donate items that
would otherwise be sold. Champions noted that
the specific percentage goals must take into consid-
eration store and department characteristics (e.g., a
lower-volume store vs. a higher-volume store; the
department type and amount of food viable for
donation, such as seafood vs. deli). The donation
incentive contest would operate at the store level: if
all but two departments in a store meet their
weekly donation goals, the store would earn a
point. This rule was created in recognition that not
all departments have items to donate on a weekly
basis. Unlike the existing companywide contests
that only reward specific department managers, for
the donation incentive contest, winning stores
would receive recognition as well as pizza parties
or other nonmonetary incentives (e.g., in-store
coupons, other free food from outside vendors).

Unlike the paid immersive training with dona-
tion partners, leadership felt that this idea was
more financially feasible. They noted that provid-
ing recognition as a prize felt the most feasible, but
that other incentives the workers suggested may be
too costly when implemented across the company.

Additional Recommendation: Enhance
Communications and Feedback

Mechanisms about Donations

The Champions and other workers we spoke with
described challenges related to communication and
feedback, such as difficulty getting clear informa-
tion about donations, delayed responses to their
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questions or requests regarding food donation poli-
cies and processes, and limited opportunity for
input and feedback. Some workers also expressed a
desire for greater receptivity to the input and ideas
they provide. The researchers and Champions rec-
ognized that enhanced communication was a nec-
essary component of all strategies and therefore
decided to frame it as a broader recommendation
rather than as a separate strategy itself. We recom-
mended prioritizing the following principles related
to communication and feedback:

(a) Prioritizing interactive communication and feed-
back. Workers felt that ongoing support
from leadership helped them feel secure
and welcome in sharing input about the
food donation program without concern
of recourse. Dissemination of the Cham-
pion-developed strategies may also
demonstrate that workers’ ideas and
expertise are valued.

(b) Developing clearer processes, spaces, opportunities,
and points of contact for workers to raise
questions, share ideas and input, provide
feedback, and ensute accountability, re-
sponsiveness, and follow-through. Work-
ers noted that it would be helpful to have a
specific person at the subregional level that
they could communicate with about
donations.

(c) Further increasing worker access to tools and tech-
nologies (e.g., phones, iPads, computers) to
enable ongoing and timely communication
and feedback about the food donation
program, including options for anonymity,
as well as day-to-day communications
about the donation process and other
work-related issues.

Workers noted that utilizing these enhanced
communication principles in the context of the
food donation program might also set a precedent
for using similar approaches to improve other
company programs and operations.

Discussion
In this project, we used a worker-centered ap-
proach to explore common barriers to food do-
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nation faced by frontline grocery retail workers and
describe co-created strategies to improve food
donation. In response to the prioritized barriers to
donation, workers recommended four strategies,
including conducting new trainings; utilizing
updated donation guidelines with posters and
detailed handouts; strengthening connections
between donation partners, workers, and stores;
and running a donation incentives contest. Addi-
tionally, the Champions highlighted the need for
timely, accessible, and reciprocal communication
and feedback as essential to the success of all four
strategies and to the food donation program
generally.

At first glance, these strategies may not seem
groundbreaking or surprising. For example, train-
ing workers is a widely recognized, perhaps even
obvious, method for improving performance and
outcomes (Elnaga & Imran, 2013). However, the
strategies presented here are unique in that they
were developed by workers, for workers, and in that
they are based on the direct daily experience of
engaging in the food donation process. We found
that there were large differences in the details and
emphasis of strategies currently used by corporate
leadership, who may or may not have recent front-
line worker experience, and those created by the
Champions. This was most clearly demonstrated in
the previous training and current donation guide-
lines, which workers found largely insufficient.

The specific strategies developed by the Cham-
pions in this study align with outcomes of previous
research. De Moraes et al. (2020) outline numerous
ways to reduce and/or prevent retail waste in their
comprehensive review, including providing training
schemes and advanced professional training and
workshops on waste reduction (Strategy 1). Two
research articles included in the review, Derqui et
al. (2016) and Gébel et al. (2015), emphasized the
need to extend these activities to employees
throughout the chain of command. Additionally,
the U.S. Food Waste Pact (2024) found that hold-
ing competitions within or between stores, recog-
nizing employees for meeting food waste targets
and milestones, and using monetary incentives to
reward food waste reduction achievements were
successful strategies to engage employees in
reducing wasted food (Strategy 4).
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To our knowledge, no previous research stud-
ies have focused on strengthening relationships
between donation partners and workers (Strategy
3). One strategy for strengthening this relationship
might be offering frontline staff paid time off to
volunteer. In a survey of 120 companies in various
industries, approximately 60% reported having vol-
unteer “time off” policies, in which employees
spend a set number of hours per year volunteering
while still receiving their regular compensation
(America’s Charities, 2018). This strategy would
require retailers to allocate additional resources to
cover time for workers, which may be difficult for
grocery retail companies, who notoriously have
tight profit margins. At the same time, companies
may experience benefits that justify the additional
investment. For example, volunteer time off and
similar employee volunteerism policies have shown
to increase productivity, employee engagement,
and improve hiring and retention (Rodell, 2021).
Additionally, companies benefit by improving their
image in the community and increasing trust and
morale among employees (Cycyota et al., 2016;
Goémez Santos & Fernandez, 2017). The company
also benefits from increased skills acquisition by
employees (Gémez Santos & Fernandez, 2017).
Considering this evidence, providing paid time to
visit donation partner sites may prove beneficial
beyond improvements to the food donation
program.

Next Steps for Research, Policy, and Practice
This was a formative research study conducted
with the purpose of developing strategies to
improve food donation; our goal was not to evalu-
ate the strategies’ effectiveness or implementation.
Therefore, future studies should focus on evaluat-
ing the extent to which the strategies improve the
quantity and quality of donated foods. Additionally,
studies should assess the external, internal, and
individual factors necessary for implementation
(Damschroder et al., 2022), as well as specific
implementation outcomes (Proctor et al., 2013).
Although this study was conducted with one major
grocery retail chain, the strategies may be applica-
ble to other retailers. We strongly recommend that
any grocery retailer interested in implementing any
or all the strategies presented here maintain the
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philosophical and practical commitment to centet-
ing frontline workers’ input, perspectives, opinions,
and repeated feedback in their process.

Prior to implementing the strategies at scale,
we recommend rigorous pilot testing to assure that
the strategies are appropriately adapted. For exam-
ple, literature on extrinsic motivation suggests
behavior often reverts once incentives are removed
(Winkler-Schor & Brauer, 2024). Thus, although
the workers suggested tapering the donation incen-
tive contest after one year, it may be necessary to
continue the contest to ensure long-term participa-
tion. Pilots should take place in a variety of stores
and contexts (e.g., mix of high- and low-volume
stores; urban, suburban, and rural stores; stores
that are currently donating at various levels).

Additionally, there is a need for policy change
and accompanying education regarding date labels.
In the study stores, workers were required to dis-
card foods if they were past the date label. Food
date labels are not federally standardized (except
for baby formula) and do not provide guidance
about food safety. However, many retailers and
consumers use date labels as if they were objective
measutes of safety and/or quality, leading to
increased waste at the retail and household levels.
Although most donated food can be safely eaten
well past the date on its label, many retailers and
consumers believe that such food is unsafe or
unpalatable. This can prevent retailers from donat-
ing food in the first place and create dignity issues
for recipients who may feel they are receiving low-
quality food (Neff et al., 2025). Additionally,
approximately a quarter of food retailers hold mis-
placed fears about liability related to food dona-
tion, despite federal protections under the Bill
Emerson Good Samaritan Food Donation Act
(Natural Resources Defense Council & Harvard
Law School Food Law and Policy Clinic, 2017).
Federal standardization of date labels, accompanied
by education targeting retailers and consumer,
would clarify which foods are safe to eat and could
lead to increased food donation and reductions in
wasted food.

Strengths and Limitations

The biggest strength in this study was the inclusion
of workers in every step of the research process,
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from identifying the problems to creating the pro-
posed solutions, ensuring the strategies are based
on workers’ own experiences and insights. Front-
line workers bring a wealth of expertise and insight
to their work, but far too often their potential is
not recognized or factualized. Although Company
X and other retail corporations state that they
engage workers by listening to and incorporating
feedback into their daily processes and new initia-
tives, there is still room for improvement. In our
experience, there were major differences between
worker-engaged and worker-centered approaches, both
in terms of process and outcomes. The former can
be largely symbolic and reactive, while the latter,
illustrated in this study, can be highly motivating
and impactful. We encourage all retailers to adopt
more worker-centered processes and strategy
development which, when facilitated authentically
and intentionally, can result in improved ecological,
financial, operational, and societal outcomes.

Additionally, the HCD process allowed the
research team to learn from the expertise of front-
line workers; the resulting understanding improved
the rigor of the analysis of interview and observa-
tional data. The project also benefited from collect-
ing data from numerous groups (e.g., corporate
leadership, donation partners), providing a more
comprehensive understanding of the strengths and
weaknesses of the existing food donation program
and of other issues than could be obtained from
workers alone. One limitation we may have en-
countered in our data collection is the Hawthorne
Effect, which occurs when people behave differ-
ently because they know they are being watched
(Spencer & Mahtani, 2017). Although we were
unable to completely mitigate this type of bias, we
triangulated the results of our observations with
results from our in-depth interviews across all
stores and included only results that were con-
sistent across both data collection methods.

One limitation is that the four strategies reflect
insights from only the four participating stores,
which previously donated little to nothing, and
thus are not representative of Company X’s full
retail chain. Nonetheless, basing the project within
such stores aligns with one best practice in HCD:
to “design for the extremes,” which involves creat-
ing interventions that can perform effectively in the
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most challenging situations. When we design for
extreme users, we assume that solving for the most
challenging barriers will improve everyone’s experi-
ence. Accordingly, while these strategies might be
most impactful in stores with limited donations, all
may benefit. Additionally, we did not assess dona-
tion batriers in other stores or companies and can-
not be sure these barriers are industrywide or that
the strategies created by workers in this study
address the main barriers in all grocery retailers.
However, a previous study of workers from vari-
ous grocery retail chains found similar barriers,
such as worker lack of awareness, inflexible pro-
curement requirements, and unclear policies on
waste prevention (Ceryes et al., 2021). Additionally,
the U.S. Food Waste Pact (2024) conducted sector-
specific interviews within their 15 signatories
(including Walmart, Aramark, Ahold Delhaize) and
found similar strategies for wasted food reduction,
such as training workers, holding competitions,
recognizing workers for meeting waste reduction
targets, and providing monetary rewards.

A final limitation is that corporate leadership
expressed resistance to all but one proposed strat-
egy, with feedback centered primarily on cost. This
reflects a misalignment between worker-recom-
mended solutions and company investment priori-
ties. Piloting these strategies would allow compa-
nies to assess their effectiveness and conduct a full
cost-benefit analysis, which may reveal additional
social and financial gains. For example, we hypoth-
esize that investing time and money for workers to
learn about and build connections with their store’s
donation partners (Strategy 3) would help build
mutual trust and increase the amount of unsold
food going to donation partners, which in turn,
would reduce each store’s waste hauling costs, in
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Appendices

Appendix A. Sample of the Curriculum Outline Developed for Strategy 1: Conduct New Trainings
for the Food Donation Program

Next stops for strategy: These outlines should be further developed into detalled training curricula,
It will be valuable to have associates provide input on these curricula prior to plloting and
Iimplementation.

Strategy 1: Conduct New Trainings for the
Donation Program

These training guides have been created by emphasizing the following key principles. The training

In the spring and summer of 2023, the project used an ~driven program should prioritizo:
'P the of food g and - = Strengthening the culture of donation at , Including by demonstrating leadership
stores in the region. Through the project, shared their experiences

commitment to food donation, and by building motivation and engagement
Keeping the training program rooted in Insights from store-level ! lived
on-the-ground experience and expertise

Providing the information and skills associates need to play their roles in the

with and perspsctives on existing practices, bright spots, and challengss in the retail sstting that
information to co-design strategies o strengthen donations.

Based on the e expertise, and fons, the Program

Champions pricnized developing guides for al ‘and leadership at tobe - Including time and space for those being trained to ask questions and provide feedback.
retrained about the Donation Program. The program’s success. - Combining multiple modalties and provide backup resources, to make trainings relevant,
requires and leadership o understand program procsdures and their own roles within engaging and effective

the program, know which be soid, donated, or - Resching atall lovels

discarded. Success may be further strengthened basad on knowledge of the program's social
benefits, which the training provides. emphasized that it is important for leadership at all
levels 1o be trained to create collective knowledge and buy-in 50 that they can provide guidance 1o
those who report o them. Cross-level iraining will also conlribute 1o a more positive culture of food
donations within the . as every of the

food donation and its impact in the community.

were adamant that for Department Managers and Operations Specialists, in-person,
hands-on trainings would be most effective in building knowledge and engagement. At other levels,
virtual training via Microsoft Teams may be sufficient. Recorded trainings could be used for
refreshers. We recommend a training hierarchy (Figure 1) in which the
and the

from about a Store Directors prortze.

and Division leaders prioifize what their National leadrs pricrifize. Ift s clear that this is a prioriy
to all levels of leadership, then that will ulimately impact the associates in stores who making
decisions about what is and is not donated.

would train other members of National Corporate, Division Food Safety Directors, Division
The . would select district-level
Champions (a new role, explained below), and would train those Champions as well
as District Presidents. The new Champions would train both Store Directors and
Operations Specialists from each department. The Store Directors would train

This document provides outines of eight raining programs adapied 1o the needs of at , while the Operations Specialists would train Department Managers.

all levels of (National Corporate. Division Corporate. District Corporate.

Operation Specialists, Store Directors, Department Managers, the of ensuring remain engaged, via
). The trainings cover:

Interactive, hands-on, and relevant information and activities, and/or by keeping each training
session relatively short. Further, training facilitators and planners need to ensure that
attendees prioritize this training and minimize distractions (6.g., requiring participants to turn
on their video, closing out of emall inboxes and other messaging apps, silencing phones, etc.)

Based on the importance of these trainings, we recommend they be mandatory at all levels, to be

completed as the first step of the re-rollout. Makeup sessions may be necessary to accommodate
‘Opportunity for Q/A all assoclates.

DRAFT — 1 DRAFT —2

Division-Level Leadership Training
Donation Program Re-Rollout STRUCTURE
Audience:  Division Presidents + Division Food Safety Directors + Division Champions.
Mestings: One 60-90 min training for full group; One 30-60 minute training for Divisicn
Champicns regarding additional rales
Format: Microsoft Teams meetings
Led by

Training Hierarchy for the

CONTENT
rview hrink nd im
- Owerview of food insecurity nationally
| - Magnitude; effecis on physical, mental heaith

sidents

Division Food Division f}, National - Overview of food waste nationally and in retail .
Safaty Directors Prosidents Corporate - Magnitude, including % from retall; effects on environment
- Donations, shrink, and waste at
- Total amounts

- impacts of donation:
- Financial impacts for
- Costto landfil and manage waste; cost differences between hauling to
landfi, divert composting, and donating

2 Food Donation Pmlamlﬂgi_o_md_hn_m
- “With all the above in mind, jon program...”

- Overview of goals

Contents - General goals

Division-Level L Training. 5 Specific goals (E.g., Every department in every stare actively participates in
Additional Training for Division Champlons to Select and Train District Level donating; goals for frequency and amount)

- commitment to food donation; banefits of this commitment

Figure 1: Training Hierarchy

National-Level Corporate Training. - Financial savings, tax benefits
District L Training. - Community goodwill -
Additional Training for District Champions.. - Environmental goodwill
District-Level: Op Training, - Addresses bans on sending organic waste to landfil in some statesflocalities

Store-Lavel: Store Director Tr
Manager Training.

- Can'tforget that primary goal is sales, but when food can't be
sold, donation is far better than the altematives,

Lovel Training. - are greatest asset to the donation program
Recelver Training. - Daily actions create program success
: Department-Level Associates, Training. - expertise and experience leads 1o real world solutions that are helpful in
Summary of Roles and Chain of 9 nd in further

- Examples of existing partnerships between stores and Donation Partners
- Include 1-2 examples of Donation Partners and their impact (with photos)

Note: The Division-Level training is elaborated most fully, The sections for all other trainings

Indicate ways to adapt that template. - Desoribe current donation data, including general trends regarding donation level by Division

DRAFT — 3 DRAFT —4
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Appendix B. Sample of the Donation Guidelines Posters Developed for Strategy 2
Posters were developed for all department in the stores.

DONATING DELI ITEMS

om

DONATING BAKERY ITEMS
oo

DONATING DAIRY ITEMS

mn o Em

o roparedin storo Fickad up within
with vinegar, dairy, or | (L) 24 hours pasr the
frosh inarediants

dote b,

o) Picked up or frozen

Store ot 41° F or less It Yogurt, sour cream,

”m-ul'smm Al bakery items,
whle awaiing pick up.

ifomms with doiy or
D0 ot frenze. and shelf-stable breod,

fhe date label

postries, and cokes

butter,

Picked up within 7 days
sami-saft ond soft e

tore o1 41°F o fen
1 plckup i within 7 doys,
Otherwise freeze e, Ll o] ot freae.

heese, cruom chesse,

Pre-packuged (5] Ficked up within? days i i O ond milk allernatives
s e e e —
D i T meovesven e ok o e e ik ersom, ond o Eotook S s atetcton
. Deli meat and @ Picked up or frozen Store at 41° F or less if A chock hoi-and-he the dote label. Do not freeze.
Covemror o< i 34 oy S wors
profeins made and the date kabel freeze them. betore donating it . e o AT
ek T — S — S
Wiepeks:Donate missck 1o ht ot these uidelines, . utmeverd (B v sas pos W ochug & i dop
Peme y Prog , anl butter sticks the dote latel Otherwise freere
s O N v v s v
without v e - - DO NOT DONATE ITEMS IF THEY ARE: o
71 el 1§ con e denctec o
f— e e 00
e s T

receive credit befare donating

Mispicks: Derate mispick ifems hat mest these guideiines.

DO NOT DONATE ITEMS IF THEY Al

DONATING

rox e [ |

9 ) (")

Vendor/Warsheuss Credit: Always check If an ftem con
receive credit bators donating it

Discolored, moldy, Leaking flid Involved ina recall  Irregulor o bod ador
of contain bugs.
woiled®
Domaged or el baroabs ?ﬁu‘,n:‘: Leaking fluid Domaged or solled®  Lrregular or bod odor
sl poned il mnom el
not purchased tyf
ey () oo e ) rxamammees

PRODUCE ITEMS

Pre-cut produce packaged ©)
prior fo store arrival

Picked up or frozen within 24 hours Store at 41° F or less if pickup is
past the date label. within 24 hours. Otherwise freeze.

Soy products and other refrigerated (1)
items like dressings and juices

Picked up or frozen within'§ days Stora at 41 F orless if pickup i
past the date label within 5 days. Otherwi

. Shelf-stable items )

Picked up within 7 days past the
date lobel, Store at room femperature.

Sturdy produce sold individually ©)
or in bags at room temperatur

Softer produce sold

ot room temperature

Produce sold in clamshell containers

Temperature-controlled
produce and yogurt parfaits

Recovery Programs: Follow °
protocol for recovery program:
R e

item (such as yogurt parfait) did not

sell, it can be donated.

DO NOT DONATE ITEMS IF THEY ARE:

AL A

Not in original or

A ®

Leaking fluid

Involved in a recall

Picked up within 24 hours past the
date lobel. (if applicable)

Store at 417 F or less while
awaiting pick up. De not freeze.

For produce sold in bags: If  few ore bad, compost the bad items, sell the rest
individually, or donate them if they cannot be sold.

For produce sold in clamshall containers: If o few are bad, pull the moldy items

and either replace them to sel the full container or donate the partially full container.

Store softer produce and yogurt parfaits for donation with other fragile irems
where they will not be domaged.

Vendor/Warehouse Credit: Always Mispicks: Donate mispick items that

check if an item can raceive vendor meet these guidelines.

or warehouse credit before donating

it. Cut fruit: Fruit that has been cut and
in store can be donated, as

long as it meets these guidelines.

N0
& A

Irreguiar or bad ador

please see.
‘can be danated and da not need their own date labels. . thedetailed . Donation Guidelines Handsut

16

For Cashiers and
Please bring any items customers
decide not to purchase back to their
respective departments as soon as possible,
especially refrigerated and frozen items.

A timely return to each department
ensures we waste less food.

Thank You!
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Appendix C. Sample of the Donation Guidelines Detailed Handouts Developed for Strategy 2
Detailed Handouts were developed for every department in the store.

Donating Produce ltems

Please do NOT donate items if they are:

Discolored

Leaking fluid
Involved in a recall

Maldy or contain bugs/insects
Give off an irregular or bad odor

Overly soft or mushy or have large soft or mushy spots

A refrigerated item that has not been stored at 41° F or less or has been stored outside

of refrigeration for more than 4 hours

Packa
Packaging
compromised

is expanded/bloated
is damaged or soiled to where it is opened and the food is or could be

© For products that contain a bag inside a box: If the outer box has baen
damaged or opened but the bag inside is still intact, you can donate it.

o For products that contain individually wrapped items: If the outer package
has been opened or damaged, but the individually wrapped items are still intact,

you can donate them.
Not in their original or store-made packaging
Usually have a product and/or date label or code but it is missing

o For individually packaged items that come in a larger box: the date may be

listed on the box. It is still okay to donate if

idually packaged items do not

have a date as long as the date is listed on the larger box.

[See next page for additional guidelines]

the full clamsheil container or (b) donate the partially full
container.

If the clamshell is expanded or enlarged do not donate.

Picked up within 24 hours past the date label.

If donation pickup is within 24 hours, store at 41° F or less
while awaiting pick up. Otherwise, if donation pickup is in
more than 24 hours, freeze at 32° or less for up to one
month.

Yogurt parfaits

Picked up within 24 hours past the date label.

Store at 41° F or less while awaiting pick up. Do not let
them sit out unrefrigerated for any length of time, even
while culling/pulling other products from the floor.

Store in a box with other fragile items like bagged salads
and put somewhere where that box will not get damaged.

Refrigerated soy products (such
as tofu, satan, tofurkey)

Picked up or frozen within 5 days past the date label.

f donation pickup is within 24 hours, store at 41° F or less
while awaiting pick up. Otherwise, if donation pickup is in
more than 24 hours, freeze at 32° or less for up to one
month.

Picked up within 7 days past the date label.

Store shelf-stable items for donation pick-up at room
temperature.

Store refrigerated items at 41° F o less while awaiting pick
up

[See next page for additional guidelines]

Advance online publication

Donating Produce Items

Please DO donate:

ltem Type

Timing, Storage, and Additional Guidelines

Sturdy produce that is sold
individually and stored in bins at
room temperature (Such as
whole oranges, apples, bananas,
lemons, limes, onions, whole
melons)

Store at 41° F or less while awalting pick up.

Sturdy produce that is sold in
bags or sacks at room
temperature (Such as potatoes,
onions, lemons, apples)

Store at 417 F or less while awaiting pick up.

If you have a sack or bag of produce and o or a few in
the bag are bad, open the bag and compost the items that
are bad. If the rest of the bag can be sold individually, place
them out an the floor. If they cannot be sold individually,
donate them.

Softer praduce stored at raom
temperature (Such as peaches,
plums, nectarines, tomatoes,
berries)

Store at 41° F or less while awaiting pick up.

Store in a box with other fragile items like bagged salads
and put somewhere where that box will not get damaged.

Be mindful that soft produce is especially prone to damage
and texture changes. If an item has a soft spot, it will not be
able to wait long for pick up.

Depending on the item, it may need to be picked up within
24 hours after itis pullec/culled from the department floar.

Produce sold in clamshell
containers (Such as cherry
tomatoes, strawberries,
blusberries, blackbarries)

Picked up within 24 hours past the date label (if applicable).
Store at 41° F or less while awaiting pick up. Store in a box
with other fragile items like bagged salads and put
samewhere where that box will not get damaged.

If there are a few bad items within a clamshell of produce,
remove the moldy items and either (a) replace them to sell

Donating Produce Items

Additional Guidance

Vendor/Warehouse Credit: If an item can receive vendor/warehouse reclamation credit, make
sure it does. If the credit has been received and the vendor/warehouse does not want the item
and is ok with it being donated, then the item may be donated. DO NOT

Recovery Programs: If an item can be recovered into another product for sale, do that first.
Examples include recovering cherry tomatoes into a vegetable tray or recovering a partially bad
melon into a cut fruit bowl. If the product cannot be recovered or there is already a large stock
of the recovery product, then you may donate the items.

* If the product is a recovered item but did not sell and it is still within the acceptable

date range, it can be donated.

Cut fruit: Fruit that has been cut and packaged in store (such as watermelon, mixed fruit
clamshells, etc.) can be donated as long as it meets the criteria above.

Mispicks: Mispick items within the acceptable date range should be donated.
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Appendix D. Service Blueprint was Developed to Demonstrate the Donation Partner Inmersive Training

Figure D1. First of the Three Services or Events in Strategy 3 to Strengthen Connections between Donation
Partners, Workers, and Stores

&

What has
to happen?

‘Who makes
it happen?

Additional
Considerations

What resources
are needed?

;E Preparing for the Training Time to Train!
8 The actions described on this process must be compieted within each Fiscal Year. The actions described on this process must be completed within each Fiscal Year.
Store Directors and
Each Wihthelt ¢ the request s spproved, Department Department Manager participates in the Immersive Training in person  Department Manager submits their
s Roted shoukthe | |'ston Dorietion Parksyecss) wd ihelr Sty Diveceor Managers prepare for the training. at the Donation Partner's facilty. training confirmation.
Immersive Training to take part n the Immersive Training. ; K "9 d
hours they are allotted.
[ — srg he rine pr—
o e it curs iolovp-r AR~ oo = ol e
- i Mo reacaate Wrmen mwetuier  The St Dvecr MO St DOPTNN  Gegaremers o eDowon  puicomenme  Miregen heve Tne Dspamnt e Depatmen:
emilio ot sores 0 thew darey e Mo Shsand ord v SRS o comowimed | el Twowswe 'SURTICR MU e o Monoge gvesther  Masager completes Pert
Tl e 1 00T N el chia, oo, e Dipanars a2 e e Tocwvmen 0 oo
omenter ey, Sedledte oo (SUNS aneroha e peonang denks w0t
@ requrea oy e iaDouton  Dewmarin presiy
B e B e L et - X i - e o e g
‘oposec dotn. b Donation Porteer, k. sty hous.
Assocates eceve & notiscaton faciites. sl -’
e onine sy wi [ e ———
Favosion oo Fan tosEheoe
o i g s Wi [y ey
A— he vame dey. however.
- same ime.

Donwion Parine Tranng Conte wation Form

ieker access 1o ontne system

Figure D2. This Service Blueprint was Developed to Demonstrate the Donation Partner Teach-In Visits, the
Second of the Three Services or Events in Strategy 3 to Strengthen Connections between Donation
Partners, Workers, and Stores

b22 %

18

Planning and Preparing for the Visit

one month prior to the beginning of each Fiscal Yoar.

The actions described in this column should all be completed at least

During the Teach-In Visit

The actions described I this column should all be completed
ot the beginning of each Fiscal Yoor

What has “Teachin® visit A loads &
to happen? based on both of their avadabilitios. othor o the
e
ol it ST il one
OoretonFanerve | o i ot mecpsonomogw | | The v o
omsomiibcnd e evant, e Store Dwrector space for gather for the session, listen

Who makes email or phane, e -l o Sk Oivcko confems e ey et workers ey store 1015 @ s hiey
it happen? ooy pelbmmnsonslspranb o up, and gathers eligible Donation Partner

o Py ety - R - oy ot ¢ Oonoien Pusiont Contact and set up, session. session.

Onboarding Formk. ......"""'..:”..:.-..."" ta

The *Teachin® will [ nd Include information such as:
003 ot e o Teach i vt 00ch e Yo
An averviow ot Pretrenof e b
Additi e vk Tapeniet  pomenaien P o e bt Draen
Watory ther e sore ek end Tocaren o okt
Considerations mhson, etc oo procens o oston) o
et o any hange 1 ot ey e
Access 10 the break room, conference room, of larger common area where the
Contact information and preferred contact method for each Donation Partner. This information can be found in the Donation Partner Agroement Form. Teachqn presentation can occur.

What resources Screen and applicable devices to project visuals and/or easels or places 1o hang of display physical
are needed? Visual aids,

The store’s spatial

available locations for

Donation Partner slide deck (I a screen is avallable or physical presentation materiais) and other

Informational handouts If needed/desired.
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Figure D3. This Service Blueprint was Developed to Demonstrate the Donation Partner In-Store Events,
the Third of the Three Services or Events in Strategy 3 to Strengthen Connections between Donation
Partners, Workers, and Stores

What has

Planning and Preparing for the Event

The actions described on this process must be completed
one month prior each event, multiple times  year

to happen?

=

On the Day of the Event

Each event should last a minimum of 4 hours 10 ensure the maxmum amount of Customers,
associates, and community members engage with the donation partners.

The Donation Partner sets up a table/both for the event and provides customers and workers with information

The Donation
pary The Store Director
1OGBUCS e etrenn The Sare Ovector event, the Store The Store. Interacts with workers and
pe=g representative(s) armve ‘associ
evertheSlore oL ey other ' Director shows otifies e BSSOCBIES (oo to promote their
Who makes ‘emall or phone, time, and Director the store 10-15 minutes D and customers over the ,_ 7l
prior e intercom system thatthe O 0"zou0n. Share ways
it happen? depending on their Space for the boothiable, . Partner where sy volunteer and donate, and
Y A table andor any other e they can set up i g information about
proforonces (see by either the storo o the. available to come in Store Director ari how long
‘materiais the store is. : and assists them. their partnership with the
for the event. st ‘and stan setting up. they will be present. ;
Onboarding Form). et iy neoc ot e evert £eMng focse vact.
The Store Director g During these events, Donation Parneris may:
Workers should be encouraged by the Store Director
T ey e e Sy and Department Managers to interact with the Donation
¥ 60prou 1 reeced by sy “The Donuton Partner Partner at some point during their time at the store.
- =R A S A
=2 ortavke o o s, moe e e st 0o/ Share information and ot ek This does not have to be an extended interaction that
e e mmenue | R areron | bandout materiss to devac senvce o geting thelc work
mee SRR ST s TUmoeIeI maRmvoes Cooh customers and workers oy accomplished, but shoukd sow them to leem sbaut the
> 30w nor Pave 13 e ORI, N ‘organization and ask any questions.
A et Tartper tem Py when rere s ot o cumtomer T S
e
o e tcimd Fliers, banner, and visuals provided by Donation Partnersis)
%© [ eeoIHCRe Spota 1 o tae space. chars, tbles  requied. etc
©  are needed? ' o .
Soatal as: tadle space, chairs, tables, required, etc.
= Any flers or information the store wants the food donation il initiotives.

Figure D4. The Donation Partner Onboarding Form, Developed as Part of Strategy 3 to Strengthen
Connections between Donation Partners, Workers, and Stores; the Form was also Designed in

Black and White

Donation Partner Onboarding Form

‘Background Information
Your

o

Qualified 501(c)(3)? ] vas Na
Primary point of contact: Name:

Emait

Phona number

Proferred mode(s) of communication: Email ] Text

Delivery driver [

Phone Call

Phona number

Avalkable days snd times for pickup:

[ ow Mon Tee |

[ rime ] |
Donation Preferences

Please indicate which of the following Items you sccept (check sl that apply):

Product ’

Floral arrangemants, plants, garsening ltems
Vitaming

(Gver the caunter medicina (Buprofen, cough
modicine, etc.}

Pt products (refrigeratedun-relrigerated
pot food, pel tays, pet shampoo, eic.)

Homa, haaith, and beauty products

Baty produats (formuia, diapers, etc.)

Food items without a label [e.g. Date label s
hard to read, was removed ar is not present)

Yogurt parfolts.

Seafood items

Advance online publication

Donation Partner Onboarding Form

Donation Learning Opportunities

Join us to strengthen our food donation program!

We value our Donation Partnars’ contributions to the community. Let's collaborate 10 enhance
our efforts. Please review the opportunities below and consider sharing your organization's
impact with our team to inspire greater support for food donations.

form customers about how they can be involved?

Donation Partner Onboarding Form .
Food Recovery Agreement Terms

This form serves as confirmation of the agreement between the donor and the non-profit
organization regarding the transfer of foods and goods, ensuring compliance with regulations
for safe food handiing during all food recovery activities. By signing this form, both parties
scknowledge that all food recovery Items and surplus peoducts from Grocery
stores are donated In good faith to Individuals in need, without any liabillty atiached effective
as of the Indicated date below. Kindiy review and sign the terms of agreement for mutual
understanding and adharence,

Duties of Grocary Stores (Food Donors)
+ The donor shuld make food and other goods avaiable to the recipient at no cost
foods are food

prior to donation.

+ The donor acknowledges preservation and proper storage of foods and goods according to
federal, state, and kocal regulations for safe food handiing.

Duties of the Non-Profit Organization (Food Recipients)

+ The recipient inspection of goods and their condition.

+ The recipient acknowledges preservation snd proper storage of f00ds and goods according
to federal, state, and kocal requlations for safe food handiing.

+ The reciplent is andfor ge to

5 h et Mabs. Fm e leen Rore iy ek vy adhera 1o proper transportation standards for parishablo food and goods. This protocol
Xyoki oot store: applies to transportation durations of 30 minutes or longer from the donor location.
Donor{ ¥
Donor Signature:
¥ " stores to
Improve donations? D
Yes, Im intarested Maybe, 16 Bko to learn more No, thank you

It yos, please indicate your preferred day(s) and time(s) for the session:
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Appendix E. Service Blueprints

Figure E1. This Service Blueprint was Developed to Demonstrate the 12-Week Model of the Donation
Incentive Contest for Strategy 4

(] £
‘=== Preparing for the contest 54

A MONTH BSFORS TV CONTERT STARTS

7 End of the contest

oo —

[——— AT 07 e Jr T —
DOD What happens? Gesamert s v a5 0 S Wi
frstompintd i o,
Frirant e o
bscind ek of demations 10 34
o e || Mot e Ton D e s S m e
e TheDuwen fanephuntionio o on v e, s  mene
PUCKGE #0 DRCE s e s Parmer PO —~ b SISO N of s ey
Srvtomnte  Lei e [T o + oy s
| T e Py e | e T e st v 34
R e S i e wrker o &l
o0 bor wiarage et womveste 0 T e e wh ot b aared W © oty s ot e oy o Vo domation o
oy " P —— RS s o e
s — e s e s o

010,00 A TV o o th ke Dot

4 e S of mach ween.

Figure E2. This Service Blueprint was Developed to Demonstrate the Quarterly Model of the Donation
Incentive Contest for Strategy 4

== Preparing for the contest
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BEFORS IT STARTS

I I I T

Tras s maght vory rom bon
ks progress throl

DURNG THE WEBX ar e
POy wpont. Baatsent lspsgin st Aa storet wna carmec as poms o i
e fach Gt v 0 see ey et A0 et 4 aarmedln
enry st gom om ‘exgecive deperments R L
cesarmen. Hisroye: o0 g 10w th orza.
@ s g N St ThDonson  The onaton
Sy Bt o Esch doparments weeby Putverpacks  Parner moy
who does it? e Tt i e donation gaal s arato based PGS the shetves, Pociage indflace e ABOWRY | lcmmons | rocono s copy
s s — cerwons e P
Wompmou  SOTUINUTOIN e ocmon | waoter oWk ofthe doneton oy
S entr ™ i vehicemnd  paperwors from
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- Pkt o e Y v Sy S
iy i oy bogeming ofthe comest. whatcan mnd cannch be P o rmcomedthe ot copy 10 s
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