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Prologue: 
 
  

Zero Waste is becoming the new norm.  We will do it at 
work, at home and at play. 

 
Zero Waste is the best practice for managing operations 
because it leads to the efficient and sustainable use of 

resources, while turning wastes into assets.   



ZERO WASTE IN THE US 

Stats: 
~2.7 MM households in ~150 cities 
The number of food scrap composting programs in the US 
more than quadrupled from 2005 to 2010 

Massachusetts 
and Vermont - 

mandatory 
composting of 

commercial food 
waste due for 

2014 
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Zero Waste and Sustainability 
“Sustainable Saturdays” 

Chemistry Connects with Baseball 

How did a chemical 
company and baseball team 

come together?  



BASF is the sponsor of the Seattle Mariners Zero Waste program. 

Elements of sponsorship include educational and interactive events to enhance the 
fan experience at the games and to promote sustainability and zero waste.  

Innovative collaboration of more than 9 stakeholders. 

Program has resulted in positive media exposure & growth in understanding of the 
value of Zero Waste and sustainability. Invited by The White House to a panel 
discussion on greening the sports industry 

Mariners reporting cost savings of ~ 2MM dollars since 2005 

5 Sustainable Saturdays  

At Safeco Field 



SUSTAINABLE SATURDAYS 



Green Team – Scott Jenkins, Captain Plastic & Kid Compost 

Compostable Food Service Items 

Zero Waste Stations 
Stations Zéro déchet 

Compost Giveaway 



ZERO WASTE VALUE CLOUD 

COMPOSTABLES 

Brand Owners
Food, Lawn/Garden

Converters

Compounders

Waste Haulers
Waste Mgt. Co.

Regulators
City, State and Provincial 

Composters

Raw Material Suppliers
Resins, Inks, Metalizer, Adhesives,  

Consumers

Distributors

Retailers
Consumer goods,  Lawn & 
Garden 

Lawn/Leaf 
generators
Houses, lawn care 
companies

Compost Equipment Manufacturers
Green bin – Norseman
Shredder – Vermeer
Ag. Systems – filtrexx

Recyclers

Institutional Organic 
Diversion
School, Restaurants

Retailers
Consumer goods,  Lawn 
& Garden 

Consumers -
Homeowners Landscapers

Environmental 
Remediation
Projects

Building & 
Construction

Transportation 
Dept. Projects

Converter 
Equipment 
Manufacturers

Commercial 
Agriculture

Influencers
(bloggers, tweeters, NGOs)

Need to connect a broad group of stakeholders with diverse interests 
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SUSTAINABLE SATURDAY 

PARTNERS 
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12% 

18% 

25% 

31% 

38% 

81% 

70% 

FY11  $95,000 Saved and 974 Tons Recycled  



34% 

17% 17% 

10% 

7% 

6% 

5% 
4% Food Waste  34%

Yard Waste  17%

Landfill  17%

Cardboard & Office
Paper  10%

Misc. Recyclables  7%

Co-Mingle  6%

PET  5%

Construction Debris
4%

Organics = 51% (Food Waste + Yard Waste) 

WASTE PROFILE AT SAFECO 

FIELD 

Managing 
organic waste 
was key driver 
for diversion 
rates greater 
than 50% 



KEYS TO SUCCESS 

 Understand the value cloud for each 
stadium 

 Make sure each stakeholder has input 
and feels a sense of ownership in the 
ZW program. 

 Fan engagement and entertainment 

 Celebrate your successes 


