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STAFF REPORT 
To:   SBWMA Board Members 
From:   Joe La Mariana, Executive Director 
Date:   January 30, 2020 Board of Directors Meeting 
Subject:  Executive Director’s Report 
 

Staff and Agency partners are currently operating in a period of extreme high volume supporting numerous critical 
path projects, programs and facility initiatives since our last Board meeting. Here are highlights: 
 

1. Administration & Finance:      
a. Mid-Year 2019/2020 Budget Adjustments 

Great news--No tip-fee adjustments are recommended. Details are provided in agenda item 9B. 
 

b. CAEATFA Grant 
The Agency will realize over $60k in sales tax reimbursement benefits on O2E equipment purchased to 
date. We’re also seeking additional sales tax savings on the BHS MRF Phase I and II equipment as well, 
but we have learned that this state funding program is currently being restructured and, therefore, not 
currently accepting applications—but Grant’s on it! Agenda item 11C addresses this issue. 
 

c. Senior Facility Projects Engineer recruitment – Position filled 
Due to an extreme number of complex capital and facility projects planned and anticipated during the next 
3-5 years, the Board recently approved this limited term, new senior-level Engineering position. Matt 
Southworth was hired and joined the Agency in December. Matt has 30+ years of local solid waste facility 
experience and earned his BSCE in Civil Engineering (University of Minnesota) and his MS in Civil 
Engineering (MIT).  

 

2. Committee Updates:  
a. Finance Committee Meeting (January 14th)    

The Finance Committee reviewed the findings and recommendations of the annual independent financial 
audit by Maze and Associates (Maze) of the SBWMA’s financial operations. Maze presented their 
“unqualified” findings from the audit and stated that they were extremely impressed with the smooth 
transition of the Agency’s financial services (A/R, A/P, cash management, investment review, etc.) 
between the City of San Carlos and the City of Redwood City. Kudos to Sr. Finance Manager, John 
Mangini, for managing this process and, of course, the stellar teams at both cities in their priority handling 
of our finances. We are very grateful for their professional approaches towards our business needs. The 
Committee also reviewed the Agency’s mid-year budget adjustment recommendations (agenda item 9B); 
adopted annual investment policy recommendations; and received a presentation by HF&H on the SB 
1383 Gap Analysis. 

 
b. Legislative/Regulatory Committee (January 14th --Executive Committee Mtg) 
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Staff continues to work closely with Agency lobbyists, EEC, on Agency co-sponsored AB 1509 
(Mullin) with co-sponsors, the State, and other key stakeholders on finding common ground on the scope 
of the bill to ensure passage of the bill at its next committee hearing in the State Senate this spring. In 
helping secure support and passage of AB 1509, EEC has facilitated a meeting with Staff and Melissa 
Immel, Deputy Legislative Secretary & Chief of Legislative Operations for the Governor’s Office to discuss 
our bill on January 28.  
 
The SBWMA has also proudly signed onto the California Recycling and Plastic Pollution Reduction Act of 
2020 which is a new statewide ballot initiative that needs 600,000 valid voters to qualify it for the 
November 2020 ballot. This ballot measure’s goals are incredibility ambitious and, by my way of thinking, 
absolutely necessary! Our modern society has a bigtime plastics problem that’s directly affecting our 
health, our environment, our food production, and so many other quality-of-life issues-long term solutions 
simply cannot come soon enough! Recology deserves high praise for leading this initiative.  
 
Agenda item 13B provides details of legislative activities and bills that our legislative advocate, EEC, is 
currently tracking for us. 

 
c. Pub Ed/Outreach Subcommittee (January 16th) 

The Pub Ed & Outreach Subcommittee met to discuss current outreach and education campaigns and 
solicit feedback from members regarding upcoming outreach campaigns, strategies, and tactics. Future 
topics include working on the 2021-2023 Public Education Plan.  

 
d. Technical Advisory Committee (no meeting held) 
e. Zero Waste Committee (no meeting held) 
 

3. Collection and Recycling Program Support and Compliance:              
a. Town of Atherton 

On January 15th, the Town of Atherton reviewed the results of their recent collection services RFP and will 
continue this discussion at their February council meeting.   
 

b. Community Outreach and Environmental Education 
i. San Mateo County’s 2020 Household Hazardous Waste Temporary Drop off Event Schedule 

has been released. Attachment A identifies all SMC Temporary HHW 2020 events, including 11 
of these events being hosted in the SBWMA service area. 
 

ii. SB 1383 Action Planning Update 
Staff continues working with HFH Consulting in the identification and scoping of program 
requirements and costs mandated for SB 1383 implementation. This topic was reviewed at the 
January 14th Finance Committee meeting. Final regs are have been submitted for state legal review 
and are expected to be published in March. Based on this timing, a final SB 1383 Implementation 
Plan will be presented for SBWMA Board consideration at the April Board meeting. 
 

iii. In-Schools Program Update 
This Winter, the Environmental Education Team rolled out new programs in seven schools, three 
elementary schools in the Burlingame Schools District (McKinley, Roosevelt, Washington), three in 
San Carlos School District (Brittan Acres, Arroyo, White Oaks), and one in the San Mateo-Foster 
City Schools District (Park School). For the year, the Team has conducted a total of nine new roll-
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outs and six re-fresher trainings. Currently, the Environmental Ed Team is supporting five Green 
Teams at schools by conducting trainings for students and parent volunteers, leading games and 
activities at their meetings, hosting celebrations, and helping with scheduling. The team has also 
held two training workshops for custodians and continue to actively coordinate with custodial teams 
and facility managers. 
 

iv. Batteries! 
Outreach and Education 
The Agency once again ran local newspaper ads during the holidays to promote safe and proper 
handling of used household batteries. In addition, the Agency entered into a contract with S Groner 
Associates to develop a large-scale battery outreach and education campaign set to launch by 
Earth Day 2020. 
 
Multi-Family Battery Collection Buckets 
Recology has increased its multi-family battery buckets from 92 in 2017 to 151 on 2018 to 227 
accounts in 2019. To date, 264 buckets have been delivered as some accounts have multiple 
buckets.  
 
 

v. Compost Campaign Results – Rethink Compost: Every meal. Every day. 
RethinkWaste and Recology jointly ran an outreach and education campaign from September to 
November 2019 aimed to educate, inform, and provide resources to single-family home residents 
about why proper composting matters and how to compost correctly. The campaign consisted of 
many successful components, including the RethinkCompost.org website, sign-up for a compost e-
newsletter, pledging to compost 30 days, and promotion of Recology’s free compost kitchen pail. A 
full campaign summary can be found in Attachment B. 
 

vi. San Mateo County’s Disposable Foodware Ordinance Initiative 
The San Mateo County Board of Supervisors is set to hear the first reading of the Ordinance at its 
January 28 meeting. The SMC’s Office of Sustainability (OOS) has been leading the charge in 
drafting this Ordinance that bans non-recyclable foodware at food establishments located in 
unincorporated areas in the County. This ordinance is in complete alignment with our Agency’s 
mission and waste reduction goals. 

  
4. Shoreway Operations and Contract Management  

a. SBR Compensations Adjustment Request 
Per section 7.11 of the Shoreway Operating Agreement, SBR sent the SBWMA a letter dated January 10, 
2020 requesting a compensation adjustment for extraordinary expenses relating to China’s National 
Sword policy and anticipated CARB regulations that require new vehicles in 2023. 
 

b. Shoreway Buyback Center Update—Center was Temporary Closed beginning August 16th\ 
The Agency engaged the services of R3 Consulting to provide an analysis of alternatives for reception of 
CRV beverage containers for the SBWMA service area. Agenda item 11A gives a full analysis of the CRV 
redemption alternatives.  Based on this analysis and considerable program uncertainty at the state level, 
there is no recommendation to re-open the Shoreway Buyback Center at this time. 
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c. Organics-to-Energy Project 

These are truly exciting times at the Transfer Station! Installation of the stationary O2E project equipment 
will be completed during the next few weeks, although there are many essential specialized components 
still require delivery, installation, and completion (tanker trucks, loading equipment, fire suppression 
equipment) and integration into the operations. Once these final elements are completed and the City of 
San Carlos provides its final permit approvals, and our Waste Water Treatment Plant processing 
partnership agreements are finalized, we will enter into a full system check that should take about 4 
weeks. At this time, we’re envisioning full production of Commercial Source-Separated Organic (SSO) 
materials (from restaurants, etc.) to commence in March.  
 
Upon the successful installation of the MRF-Phase I equipment (estimated for late summer/early fall), 
organic-rich loads of trash will be pre-processed on this equipment, then blended to the SSO materials to 
fulfil the final component of this pilot project. The quality and quantities of the biogas yields generated from 
these activities will provide the basis for future recommendations to scale this operation up (or not). Based 
on this timeline, these recommendations are expected by year-end, or early 2021. See agenda item 13A. 

 
d. MRF Upgrades – Phase I 

The BHS equipment order has been placed, equipment manufacturing has begun with t installation to 
begin this spring and  expected to continue through the late summer and early fall. We are currently 
working our way through an unexpected structural engineering issue to satisfy the City of San Carlos’s 
Building department that may affect our project timeline. Assuming a timely and positive outcome that’s 
expected in this scenario, the timeline cited above should hold. Although incredibly challenging, all 
installation work will occur while the MRF is fully operational, with the exception of one week. The 
technical team will require at least one week of full facility access to provide essential system integration 
between the existing and new equipment, electrical systems, etc.. This shutdown is anticipated to be in 
April. Staff and SBR management are actively seeking agreements to temporarily handle our facility’s 250 
tons per day of recyclables during this period. See agenda item 13A for more information.  

 
e. Shoreway Sea Level Rise 

Like many low-lying properties and assets, the Agency’s Shoreway facility may be impacted by 
anticipated sea level rise (SLR) in the region. With Executive Committee support, Staff has contacted the 
San Mateo County Office of Sustainability’s team of SLR experts with a request to join their vulnerability 
assessment of many at-risk County facilities, including the San Carlos airport, a parcel that is immediately 
adjacent to our facility. This activity will be addressed in our 2020-2024 Long Range Plan (to be 
discussed at the February Board meeting).See Attachment C for a local SLR summary and relevant 
maps. 
 
 

f. Peninsula Clean Energy Eco-100 Opt Up 
Staff coordinated with SBR to opt-up the three Shoreway electricity accounts to Peninsula Clean Energy 
(PCE)’s Eco-100 service. Utilizing their 100% renewable, carbon-free electricity service is an 
improvement upon the 50% renewable, 90% carbon-free more-hydropower Eco-Plus current option we 
were opted-into by default a few years ago upon PCE’s creation. It entails paying a cost premium of $0.01 
per kilowatt-hour above the Eco-Plus option (which itself was slightly cheaper than original PG&E 
service).  
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Using 2018 data, that cost premium would translate to an extra expenditure of roughly $16,700 annually. 
This seems worthwhile given how opting-up is the simplest measure to minimize our carbon footprint, and 
arguably the most popular one as seen by how almost all of our Member Agencies have already opted-
up. For us, opting-up eliminates the five or so percent of our total Scope 1 and 2 GHG emissions 
attributed to site electricity use. 

 
 

Respectfully submitted, 
 

 
 

Joe La Mariana                                                                                                                                                        
Executive Director 
 

Attachments: 
Attachment A – 2020 Household Hazardous Waste Temporary Collection Events  
Attachment B – Rethink Compost Campaign Final Report 
Attachment C – RethinkWaste Initial Sea Level Rise Screening 
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Environmental Health Services  
Household Hazardous Waste Program 
2000 Alameda de las Pulgas, Suite #100  
San Mateo, CA 94403  
Phone: (650) 372-6200 | Fax: (650) 627-8244 
smchealth.org/hhw 

2020 HOUSEHOLD HAZARDOUS WASTE TEMPORARY COLLECTION EVENTS 
Events occur on Saturdays. Times vary by location. You must make an appointment 

online at smchealth.org/hhw, or by calling (650) 363-4718, select option 3. 
 The event address is disclosed to you after the appointment is made. 

SOUTH SAN FRANCISCO 
January 4th 
February 1st 

March 7th 
April 4th 
May 2nd 
June 6th 

August 1st 
October 3rd 

November 7th 
December 5th 

REDWOOD CITY 
January 25th 
March 28th 
May 9th 
July 25th 

September 26th 
November 14th 

EAST PALO ALTO 
May 30th 

LA HONDA 
July 11th 

FOSTER CITY 
April 25th 

PACIFICA 
January 18th 
March 21st 
April 18th 
May 16th 
June  20th 
July 18th 

August 15th 
September 19th 

October 17th 
November 21st 
December 19th 

DALY CITY 
March 14th 
June 13th 

September 12th 
December 12th 

MENLO PARK 
January 11th 

April 11th 
August 22nd 

HALF MOON BAY 
June 27th 

PORTOLA VALLEY 
October 10th 
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RETHINK COMPOST
EVERY MEAL. EVERY DAY.

CAMPAIGN REPORT SUMMARY | SEPTEMBER 15 THROUGH NOVEMBER 30, 2019

PREPARED BY
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SBWMA BOD PACKET 01/30/2020

____________________________________________________ __________________________________________________________ 
AGENDA ITEM: 7 ATTACHMENT B - p1



| P 2 |Prepared by SGA

RETHINK COMPOST CAMPAIGN SUMMARY
The RethinkWaste and Recology San Mateo County (Recology) co-branded Rethink Compost outreach campaign aimed 
to educate, inform and provide resources to single-family home residents within the service area about A) why proper 
composting matters and B) how to compost correctly.

Utilizing data found through the implementation of an in-field intercept survey, SGA proposed and helped launch a multi-
channel outreach and public education campaign targeting single-family household residents within the RethinkWaste 
service area to increase overall composting tonnage while reducing contamination.

Through the in-person survey and research, the main motivator for composting by residents in the service area was found 
to be doing what is best for the environment and making an environmental impact. The barriers to composting revolved 
around the perception that collection food scraps in the kitchen produced unwanted odors or attracted flies. It was also 
discovered that the age group less likely to compost was residents aged 36-45. The research findings laid the foundation of 
creating the campaign's messaging strategy, setting the target audience, and finalizing the campaign goals which were:

• Educate the audience on how to compost correctly
• Overcome the perceived barrier that kitchen composting produces unwanted odors and attracts flies
• Engage the audience on the environmental benefits of compost
• Increase overall compost tonnage within the service area

Various digital and traditional media channels were used to test messaging, drive traffic to the RethinkCompost.org 
subdomain site, and reach the target audience. These channels included:

• Facebook Advertising
• Google Ads
• YouTube Video Advertising (via Google Ads)
• Electronic Newsletter
• RethinkCompost.org Website
• Newspaper Advertising
• Direct Mail (Rethinker and Service Guide)

Overall, the first three goals of the campaign were achieved to some degree of success. Based on campaign results, we 
were able to reach a combined total of 119,5811 residents in the service area with compost education and information. 
The campaign addressed the negative perception of kitchen composting by creating a kitchen pail insert with usage and 
cleaning instructions and provided supplemental information on the RethinkCompost.org site. Part of the campaign 
included the promotion of Recology's free kitchen pails. This was supplemented by a user-friendly online order form on 
the site so eligible residents may order a brand new kitchen compost pail. The campaign engaged the audience by creating 
multiple calls-to-action on the website that included (1) signing up for a compost e-newsletter, (2) pledging to compost 
for 30 days, (3) sharing compost stories, (4) asking an expert compost-related questions, and (5) providing information on 
compost-related community events with the online calendar. Throughout the course of the campaign, the RethinkCompost.
org site received 2,477 users and 5,902 pageviews, with 50% of those site visits being on a mobile device.

To date, insufficient data has been collected to ascertain whether the campaign had a larger effect on increasing compost 
tonnage or decreasing compost contamination. This information should continue to be collected and analyzed within a five 
month time frame from the end of the campaign (roughly April/May 2020).

What follows is a summary of results from the aforementioned advertising campaign channels.

1 Total combined reach of Facebook and Google Ad campaigns. Number does not include Daily Journal ad impressions.
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“Subscribe”
Link Clicks: 142
Total Reach: 22,688
Impressions: 291,151
Ran for 65 days
Average CPC: $2.39
CTR: 0.04%

"Thanksgiving” 
Link Clicks: 28
Total Reach: 10,446
Impressions: 106,470
Ran for 22 days
Average CPC: $3.67
CTR: 0.03%

RETHINK COMPOST AD CAMPAIGN: FACEBOOK

“Close The Loop” 
Link Clicks: 182
Total Reach: 25,811
Impressions: 466,482
Ran for 60 days
Average CPC: $2.18
CTR: 0.05%

“Landfill” 
Link Clicks: 77
Total Reach: 19,894
Impressions: 215,397
Ran for 43 days
Average CPC: $2.18
CTR: 0.04%

“Reduce”
Link Clicks: 72
Total Reach: 18,364
Impressions: 160,651
Ran for 60 days
Average CPC: $2.02
CTR: 0.05%
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“Impact VIDEO” 
Link Clicks: 8
Total Reach: 3,197
Impressions: 8,164
Avg Video Watch time: 20 sec (54% of full 
video)
Ran for 25 days
Average CPC: $14.28
CTR: 0.29%

“Tips”
Link Clicks: 12
Total Reach: 7,818
Impressions: 28,990
Ran for 21 days
Average CPC: $2.52
CTR: 0.04%

“Kitchen Pail” 
Link Clicks: 11
Total Reach: 4,549
Impressions: 15,902
Ran for 14 days
Average CPC: $1.46
CTR: 0.08%

“Kitchen Pail VIDEO” 
Link Clicks: 140
Total Reach: 6,938
Impressions: 30,785
Avg Video Watch time: 19 sec (93% of full 
video)
Ran for 33 days
Average CPC: $2.53
CTR: 0.46%

“Impact”
Link Clicks: 31
Total Reach: 13,884
Impressions: 87,885
Ran for 46 days
Average CPC: $2.62
CTR: 0.04%

“Tips VIDEO” 
Link Clicks: 28
Total Reach: 5,160
Impressions: 13,129
Avg Video Watch time: 21 sec (48% of 
full video)
Ran for 30 days
Average CPC: $6.17
CTR: 0.27%

RETHINK COMPOST AD CAMPAIGN: FACEBOOK
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“Tips”
Link Clicks: 6
Total Reach: 3,107
Impressions: 10,245
Ran for 13 days
Average CPC: $1.86
CTR: 0.04%

TOTAL RESULTS FROM ALL FACEBOOK ADS

Clicks: 823 (1) 

Reach: 56,960 (2) 

Impressions: 1,675,573 (3) 

Total spent: $2,236.50 (4)

1. Number of clicks to the rethinkcompost.org site.

2. Number of unique individuals who saw the ads at least once.

3. Number of times the ad was on screen.

4. Total amount spent on the Facebook campaign.

“Pledge”
Link Clicks: 11
Total Reach: 7,660
Impressions: 41,920
Ran for 18 days
Average CPC: $3.84
CTR: 0.03%

RETHINK COMPOST AD CAMPAIGN: FACEBOOK

“Ask The Expert”
Link Clicks: 35
Total Reach: 14,456
Impressions: 116,860
Ran for 43 days
Average CPC: $3.44
CTR: 0.03%

OBSERVATIONS & RECOMMENDATIONS
The most successful ads that ran based on click through rate (CTR) were the 3 videos, with the Order A Kitchen Pail 
video performing the best. On average, videos tend to perform better than static images, but the fact that the Kitchen 
Pail video was half as long as the other two videos as well as the free offer were the leading factors to its performance.  
These video clips were also edited out from a longer compost video and not specifically created for this campaign.

SGA would recommend that videos be created that are specifically created for this compost campaigns. These videos 
should be no longer than 20 seconds and drive a specific call to action.

The most successful ad based on total clicks was the "Close The Loop" the static image ad with an environmental 
message. This aligns with the intercept research that was conducted prior to the campaign. The second most 
successful ad based on clicks was the "Subscribe" ad. Due to the fact that the number of e-newsletter subscriptions 
did not correlate to the number of clicks, it is to be assumed that the audience was enticed by the ad's message: "Are 
you looking for simple, helpful, and easy-to-use compost information, tips, and tricks that you can use everyday?" The 
language of simplicity of convenience should be used in other  iterations of this messaging to see if it attracts the same 
amount of audience engagement.
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“Environmental Impact”
Link Clicks: 327  |  Impressions: 10,042
Ran for 70 days  |  Average CPC: $2.23  |  CTR: 3.26%

“Free Kitchen Pail”
Link Clicks: 386  |  Impressions: 3,370
Ran for 25 days  |  Average CPC: $0.93  |  CTR: 11.45% 

“Thanksgiving”
Link Clicks: 30  |  Impressions 2,187
Ran for 16 days  |  Average CPC: $2.49  |  CTR: 1.37%

RETHINK COMPOST AD CAMPAIGN: GOOGLE ADS

“Ask the Expert”
Link Clicks: 39  |  Impressions: 1,037
Ran for 43 days  |  Average CPC: $2.51  |  CTR: 3.76%

“Take Our Pledge” 
Link Clicks: 3  |  Total Reach: 325
Ran for 14 days  |  Average CPC: $1.49 |  CTR: 0.92%

“Compost Story” 
Link Clicks: 10  |  Impressions: 1,082
Ran for 21 days  |  Average CPC: $1.46  |  CTR: 0.92%

“Subscribe” 
Link Clicks: 9  |  Impressions: 424
Ran for 21 days  |  Average CPC: $1.65  |  CTR: 2.12%
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TOTAL RESULTS FROM ALL GOOGLE ADS 

Clicks: 998 (1)

Impressions: 62,621 (2)

Total spent: $1,854.36 (3)

1. Number of unique clicks to the 
rethinkcompost.org site.

2. Number of times the ad was shown due to search results
3. Total amount spent on the Google Ads campaign to date.

“Free Kitchen Pail Video”
Link Clicks: 83  |  Views: 8,235
Ran for 32 days  |  Average CPV: $0.03 |  CTR: 1.0%

Video played to:
5 sec (25%): 91%
10 sec (50%): 37%
15 sec (75%): 28%
20 sec (100%): 21%

RETHINK COMPOST AD CAMPAIGN: YOUTUBE VIA GOOGLE ADS

OBSERVATIONS & RECOMMENDATIONS
During the course of the campaign, SGA ran multiple ads in different ad groups to test messaging and keywords. The 
search terms that received the largest amount of impressions and clicks was "recology san mateo" and just "recology" 
receiving a combined total of 227 clicks. I total of 540 search terms were used, but all others received single digital 
clicks. Future Google Ad campaigns should make sure to use both these keywords along with other relevant keywords 
or phrases. 

The most successful ad that achieved the highest click rate, lowest cost per click (CPC), and highest click through rate 
(CTR) was the "Free Kitchen Pail" ad. SGA would suggest running this same ad in the future to help promote the free 
kitchen pails and drive traffic to the website. The second most successful ad was the "Environmental Impact" ad which 
garnered over ten thousand impressions and over 300 clicks to the website. This again aligns with the intercept survey 
results which pinpointed environmental impact as the primary motivator for composting.

In comparison with Facebook, Google Ads proved to be a more effective platform for getting ad clicks, generating a 
significantly higher click through rate that Facebook, all using a smaller budget. SGA would recommend that a future 
campaign allot a larger budget towards Google Ads in comparison with Facebook advertising.

In addition to the Google Ad display advertising, SGA experimented showing a video ad on the YouTube platform 
through Google Video Advertising to help in reaching the 36-45 age group. While it managed to garner the third most 
amount of clicks of all the ads placed for a relatively low cost ($0.03 cost per view),  Facebook proved to be a more 
successful platform for this type of video advertising achieving 140 clicks with a higher average watch time. 

In terms of demographics, the Google Ads was shown to residents in all jurisdictions of the service area, with San 
Mateo and Redwood City garnering 544 total clicks (over 54% of all campaign clicks on Google Ads). This aligns with 
general population numbers in those cities.

_________________________________________________ 
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RETHINK COMPOST AD CAMPAIGN: GOOGLE ANALYTICS

TOP 10 PAGES VIEWED ON RETHINKCOMPOST SITE THROUGH THE LIFE OF THE CAMPAIGN

1. Ordering a Kitchen Pail: 1,385
2. Home: 821
3. Environmental Benefits: 504
4. Compost Giveaway: 448
5. Tips & Tricks: 393

6. Ask The Expert: 268
7. Kitchen Pail Maintenance & Alternatives: 234
8. Compost Pledge: 231
9. Contact Us: 172
10. Diminishing Landfill Capacity: 146

OBSERVATIONS & RECOMMENDATIONS
The multiple advertising channels we employed all had the same goal of driving traffic to the rethinkcompost.org 
website where residents could find more information about the different aspects of composting. The top three pages 
of the compost site correspond to the most effective ads SGA ran in the campaign leading visitors to the kitchen pail 
order page, home page, and the environmental benefits page.

Because there is very good source of information on this website, SGA recommends that RethinkWaste and Recology 
San Mateo County continue to link to this site. SGA recommends including a "compost" link under single family 
residents menu section of the RethinkWaste.org website and also adding a direct link to the home page in one for the 
circular button links. This would mean continuing to update the information and events posting on this site as needed. 
Another option is to copy the content over to the rethinkwaste.org site and have both sites fully integrated.
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RETHINK COMPOST AD CAMPAIGN: CONSTANTCONTACT

Email 1 of 3

Total Sent: 120 |  Total Open: 71  |  Open rate: 59.2%

Click rate: 38.5% (clicks indicated in pink circles below) 

Email 2 of 3

Total Sent: 116 |  Total Open: 70  |  Open rate: 60.3%

Click rate: 33.5% (clicks indicated in pink circles below) 
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CONSTANTCONTACT SUMMARY

Email 1 of 3: 
Open rate: 57%, click through rate: 38% 
Highest clicked link: Compost Pledge

Email 2 of 3: 
Open rate: 55%, click through rate: 20% 
Highest clicked link: Compost Giveaway

Email 3 of 3: 
Open rate: 45%, click through rate: 38% 
Highest clicked link: Videos

To date we have a total of 123 email subscribers

Email 3 of 3

Total Sent: 97  |  Total Open: 46  |  Open rate: 47.4%

Click rate: 38.1% (clicks indicated in pink circles below) 

RETHINK COMPOST AD CAMPAIGN: CONSTANTCONTACT

OBSERVATIONS & RECOMMENDATIONS
In order to drive opt-in email subscription, SGA 
place the option to subscribe to it's newsletter 
with every form on the rethinkcompost.org 
website. Of the 259 total forms submitted on the 
website, 47% of people decided to subscribe to the 
compost e-newsletter of their own accord signaling 
a willingness to learn more about composting 
and being more involved in the subject matter. 
And more interestingly, only 16 people (13% of 
all newsletter subscribers) subscribed using the 
specific "e-newsletter sign-up page" on the website. 
Providing residents additional outlets to subscribe 
proved very beneficial.

The e-newsletters were sent on a bi-weekly basis 
to new subscribers. SGA recommends continuing 
to send a compost e-newsletter on a minimum 
monthly frequency. SGA also recommends an 
email program that allows the set up an automated 
welcome email to streamline the send process. 
SGA also recommends promoting the e-newsletter 
sign-up on your social media channels to continue 
growing the subscriber base. Of the 123 email 
subscribers, the unsubscribe rate is 0% and the 
open and click rate are some of the highest that 
RethinkWaste has seen. Again, this indicates that 
the people who signed up for this newsletter are 
truly interested in receiving the information.
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WEBSITE FORM  SUBMISSION SUMMARY 
There has been a total of 165 forms submitted n the 
website with the breakdown listed below. 

• Ask the Expert: 9 (asked about: plastic-lined coffee
cups; business composting; Chinese take out
boxes; apartment composting; compostable bags;
using food disposal; what items are compostable;
produce stickers)

• Newsletter Sign-up: 16

• Contact Us: 1

• Kitchen Pail Order Form: 202 (5 form entries came
after the end of the ad campaign)

• Share your Compost Story: 2

• Compost Pledge: 31 (2 out of service area)

RETHINK COMPOST AD CAMPAIGN: FORM SUBMISSIONS

OBSERVATIONS & RECOMMENDATIONS
By far, the most popular form was the Kitchen Pail Order Form which received over 200 entries. The form submissions 
for the kitchen pail increased exponentially once the ads promoting the free kitchen pails started running. We can 
assume that residents were interested in this service but lacked the information until they saw the ads and were given 
the opportunity to easily order online. We can also assume that the residents who ordered these kitchen pails are 
also most likely to use them. SGA recommends sending a follow up email survey to the receiver of the kitchen pails to 
inquire about their compost behavior and how the kitchen pail has helped (or hindered) this behavior. It would also be 
a great time to see if they have any pending questions about composting. We would recommend sending something 
out in January/February 2020 timeframe. Together with making the ordering of a kitchen pail more accessible, the 
creation of the kitchen pail tip card insert (pictured below) is meant to aid residents in understanding how to care 
for their pails and which item do or don't go into the compost. Due to the success of the kitchen pail program, SGA 
recommends continuing the promotion of the free kitchen pail and the online kitchen pail order form. 

The compost pledge form garnered 31 pledge takers. It would great to do a follow up survey with these pledge takers 
as well and see if they report following through with the pledge and how their composting behavior changed after the 
pledge (comparing it to the pledge takers who won the $25 incentive) to see if the incentive made a significant change 
in behavior or attitude. These pledge takers could also be considered community champions who could be used to 
spread the composting message.

The "Share Your Compost Story" form was the least successful in terms of creating engagement. We received a total 
of 2 form submissions. While a good idea in theory, this idea is not something we'd suggest allocating budget to in the 
future. The idea may be reworked with further resources.

KITCHEN PAIL MAINTENANCE

廚餘桶維護

5 EASY WAYS TO CARE FOR YOUR KITCHEN PAIL FOR A GREAT COMPOSTING EXPERIENCE!

¡5 MANERAS FÁCILES DE CUIDAR SU CUBETA DE COCINAPARA UNA GRAN EXPERIENCIA HACIENDO ABONO!

5個保養廚餘桶的簡單方法，讓堆肥處理過得及容易又乾淨！

Line your kitchen pail with a BPI-certified bag, newspaper, or paper bag to keep it clean. 

No liners? No problem! Rinse or wipe pail clean as needed to keep it smelling fresh. 

Prefer to use the dishwasher? Go right ahead! This kitchen pail is dishwasher safe, but just make sure to avoid the heat dry setting.

Empty the contents of your kitchen pail into your green compost cart every 1-2 days to 
prevent odors.

Extend the 1-2 days suggested limit by placing your pail in the freezer! Freezing the contents of your kitchen pail prevents leaks and smells.

Cubra su cubeta de cocina con una bolsa con certificación BPI, periódico o bolsa de papel para mantenerla limpia. 

¿No tiene una bolsa con certificacion BPI? No hay problema! Enjuague o limpie la cubeta de cocina según sea necesario para mantenerla con un olor fresco. 

¿Prefieres usar el lavaplatos? ¡No se preocupe! Esta cubeta de cocina es apta para el 
lavaplatos, pero solo asegúrese de evitar el ajuste de calor seco.

Vacíe el contenido de su cubeta de cocina en su carrito de abono verde cada 1-2 días para evitar olores e insectos.

¡Extienda el límite sugerido de 1-2 días colocando su cubeta de cocina en el congelador! Congelar el contenido de su cubeta de cocina evita fugas y olores.

	 在廚餘桶內鋪墊	BPI	認證垃圾袋，報紙或紙袋，保持乾淨。

	 沒東西可墊?沒問題！必要時沖洗或擦拭廚餘桶，消除異味。

	 想用洗碗機清洗?繼續用吧!本廚餘桶適用於洗碗機，但切勿使用烘乾設定。

	 每1- 2天將廚餘桶內容物倒入綠色的堆肥推車，以免發臭。

	 將廚餘桶放入冷凍庫，可將建議時限延長	
1-2天!將堆肥桶容物冰凍起來，可防止外漏和發臭。

VISIT RETHINKCOMPOST.ORG FOR MORE HELPFUL TIPS AND INFORMATION.

VISITE RETHINKCOMPOST.ORG PARA MÁSCONSEJOS ÚTILES E INFORMACIÓN.

請瀏覽 RETHINKCOMPOST.ORG， 了解更多實用訣竅和資訊。

MANTENIMIENTO DE CUBETAS DE COCINA

#2

#1

#3

#4

#5

#1

#4

#2

#5

#3

#2

#3

#4

#5

#1

ACCEPTED ITEMS IN YOUR COMPOST CARTRethinkCompost.org | carts@recology.com

RETHINK COMPOST
EVERY MEAL. EVERY DAY.

USTED PUEDE HACER UN IMPACTO AMBIENTAL 

MEDIANTE EL ABONO. El abono de sus restos de 

comida y productos de papel sucios reduce los 

desechos que van a los vertederos y las emisiones de 

gases de efecto invernadero.

Use esta cubeta de cocina para recoger sus 

restos de comida y productos de papel sucios. 

Vacíe el contenido en el carrito de abono.

Printed on 100% post-consumer paper. 09/19

您可以透過堆肥為環保盡一份力。 

將食物殘渣和沾染食物的紙製品做堆肥處

理，可以減少掩埋場的垃圾量，還可減少溫

室氣體排放。

使用本廚餘桶收集食物殘渣和沾染食物的

紙製品。將桶內殘物倒入綠色的堆肥推車。

YOU CAN MAKE AN ENVIRONMENTAL IMPACT BY COMPOSTING. 

Composting your food scraps and food-soiled paper products reduces waste 

going to landfills and reduces greenhouse gas emissions. 

¡Por favor mantenga estos artículos fuera de su carrito de abono!  •  

Artículos aceptados en su carrito de abono   •  

請勿將這些物品丟入堆肥推車！

可丟入堆肥推車的物品

PLEASE KEEP THESE ITEMS OUT OF YOUR COMPOST CART!

Use this pail to collect your food scraps and food-soiled paper products. 

Empty the contents into the green compost cart.

Kitchen Pail Tip Card Insert
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YOU CAN MAKE A POSITIVE 
ENVIRONMENTAL IMPACT
by composting your food scraps 
and organic materials. 

RETHINK COMPOST
EVERY MEAL. EVERY DAY.

LEARN MORE AT: SMCSUSTAINABILITY.ORG/COMPOST

Looking to have a green, sustainable, and delicious
holiday? Check out the Guide To A Sustainable

Thanksgiving at RethinkCompost.org/thanksgiving.

RETHINK COMPOST
EVERY MEAL. EVERY DAY.

T hanksgivingGUIDE TO A SUSTAINABLET hanksgivingGUIDE TO A SUSTAINABLE

RETHINK COMPOST AD CAMPAIGN: DAILY JOURNAL ADVERTISING

OBSERVATIONS & RECOMMENDATIONS
Traditional print advertising plays a role in brand 
awareness, however, acquiring metrics or data 
to prove whether that ad was effective is much 
more difficult. SGA has no way to determine 
what results, if any, this "Environmental Impact" 
ad had on the campaign. One way would be 
to see if the Office of Sustainability can see 
if there was a spike in visits to their website 
smcsustainability.org/compost.

OBSERVATIONS & RECOMMENDATIONS
SGA can do a rough estimation that this ad may 
have acquired up to 23 link visits based on the 
page's total number of entrances (81) minus the 
ad link clicks from Facebook and Google Ad (58). 
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The Rethinker newsletter is dedicated to
educating residents and businesses regarding
waste reduction, reuse, and recycling. With
your help, we can meet our goal of diverting
waste from the landfill and maintain healthy,
livable communities.

RethinkWaste Administrative Offices
610 Elm Street, Suite 202 | San Carlos, CA 94070

Printed on recycled paper with soy-based inks

Want more compost tips and information? Visit RethinkCompost.org today.

FACT: The holiday season is once again upon us; 
a time for friends, family, food—and food 
leftovers! Here are some tips to help you along 
the way to minimize food waste and help make 
a positive environmental impact.

1. Shop with a plan. Know how many people 
you’re expecting, think about portion sizes 
and plan accordingly.

2. Coordinate recipes with friends and 
family so you don’t end up with three 
green bean casseroles. Setting up a 
shared online document is a great way to 
simultaneously plan the meal with friends 
and family.

3. Invite guests to bring reusable 
containers to take home leftovers.

4. Place your compost kitchen pail next to 
your garbage with a sign labeled “Food 
Scraps” so your guests know exactly what 
to do with their food scraps and food-
soiled paper. Don’t have a kitchen pail yet? 
Order one today at:  
RethinkCompost.org/order.

5. Due to possible increased volume during 
your holiday meal, consider using a 
bigger container with double-bagged 
paper or BPI-certified bags inside your 
container to minimize trips out to your 
green compost cart.

6. Did your pie come in a plain cardboard 
box? Uncoated or wax-coated cardboard 
is compostable—especially food-soiled or 
greasy boxes. 

According to a 2018/2019 
grand jury report, 71% of all 
waste that is landfilled in 
San Mateo County is organic 
material such as food scraps, 
paper, and yard trimmings. 
And when it comes to the 
holiday seasons between 
Thanksgiving and New Year’s, 
Americans throw out 25% 
more!

This is tough news to 
swallow, but you can help do 
your part by having a green, 
sustainable holiday season.

RETHINKER Fall/Winter 2019

Dear Rethinker Read
er,

From our family to yours, have 
a 

happy and healthy 
holiday season

filled with loved on
es and joy.

~The RethinkWaste Family

The Rethinker newsletter is dedicated to
educating residents and businesses regarding
waste reduction, reuse, and recycling. With
your help, we can meet our goal of diverting
waste from the landfill and maintain healthy,
livable communities.

RethinkWaste Administrative Offices
610 Elm Street, Suite 202 | San Carlos, CA 94070

Printed on recycled paper with soy-based inks

Want more compost tips and information? Visit RethinkCompost.org today.

FACT: The holiday season is once again upon us; 
a time for friends, family, food—and food 
leftovers! Here are some tips to help you along 
the way to minimize food waste and help make 
a positive environmental impact.

1. Shop with a plan. Know how many people
you’re expecting, think about portion sizes
and plan accordingly.

2. Coordinate recipes with friends and
family so you don’t end up with three
green bean casseroles. Setting up a
shared online document is a great way to
simultaneously plan the meal with friends
and family.

3. Invite guests to bring reusable
containers to take home leftovers.

4. Place your compost kitchen pail next to
your garbage with a sign labeled “Food
Scraps” so your guests know exactly what
to do with their food scraps and food-
soiled paper. Don’t have a kitchen pail yet?
Order one today at:
RethinkCompost.org/order.

5. Due to possible increased volume during
your holiday meal, consider using a
bigger container with double-bagged
paper or BPI-certified bags inside your
container to minimize trips out to your
green compost cart.

6. Did your pie come in a plain cardboard
box? Uncoated or wax-coated cardboard
is compostable—especially food-soiled or
greasy boxes.

According to a 2018/2019 
grand jury report, 71% of all 
waste that is landfilled in 
San Mateo County is organic 
material such as food scraps, 
paper, and yard trimmings. 
And when it comes to the 
holiday seasons between 
Thanksgiving and New Year’s, 
Americans throw out 25% 
more!

This is tough news to 
swallow, but you can help do 
your part by having a green, 
sustainable holiday season.

RETHINKER Fall/Winter 2019

Dear Rethinker Read
er,

From our family to yours, have 
a

happy and healthy 
holiday season 

filled with loved on
es and joy.

~The RethinkWaste Family
RETHINK COMPOST AD CAMPAIGN: RETHINKER FALL/WINTER 2019 NEWSLETTER

OBSERVATIONS & RECOMMENDATIONS
There was a substantial increase in the number of kitchen pail orders received once this Rethinker newsletter was 
mailed with the message of having a sustainable holiday meal with a link of how to order a kitchen pail. This mild 
reminder was just the thing residents needed to spur them into action. SGA recommends continuing to incorporate 
compost messaging to drive residents to the website and find more compost information.
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RETHINK COMPOST AD CAMPAIGN: SERVICE GUIDE

OBSERVATIONS & RECOMMENDATIONS
The creation of a service guide that incorporates 
compost information was a much needed piece 
of collateral to remind residents in the service 
area about which items go into which cart, as 
well as provide information about other services. 
This piece will be mailed out to all single-family 
households in the winter of 2020. SGA recommends 
either updating the website to link back to the 
compost subsite or integrating the compost 
information into the RethinkWaste.org website 
prior to the mailing.

Residents are provided small kitchen pails at no 
charge, to make it more convenient to collect 
compostable materials at home. Simply use 
the pail for food scraps and food soiled paper, 

then empty the contents into your green 
cart. Certified BPI compostable 

bags are acceptable.

Kitchen Pail

HOLIDAY TREES

may be placed NEXT 
TO YOUR GREEN CART 
from Jan. 2 to Jan. 31. 
Trees longer than 8 ft. 
in length will need to 
be cut up and placed 

next to your green cart. 
Smaller trees can be 
placed in green carts 

trunk-side up. 

USED HOUSEHOLD 
BATTERIES

and cell phones can 
go in a clear sealed 

bag ON TOP OF YOUR 
BLACK CART.

Put non-recyclable, non-organic, and  
non-toxic items in the black cart.

RECYCLE COMPOST LANDFILL

Need more help deciding 
which items go into what 

bin? Get answers at:

WHATBIN.COM

Put recyclable items loose in the blue cart EXCEPT 
for shredded paper—place that in a paper bag 

labeled “shredded paper.”

Put food scraps, food & beverage soiled paper, and 
yard/landscape materials in the green cart. 

No glass and plastics (including Bioplastics).

Glass Bottles 
& Jars

Plastic Containers 
#1-7

Metals Clean Paper Products

Food Scraps

Food & Beverage Soiled Paper

Yard Trimmings

Broken Ceramics, Mirrors, Toys

Snack Wrappers, Chip 
Bags, Juice/Soup Boxes

Foam Packaging  
& Bubble Wrap

Plastic Bags, Film, Cutlery, 
Straws, & Black Plastic

Pet Waste  
& Diapers

USED MOTOR OIL  
& FILTERS 

can be placed in a clear 
screw top container 

and clear zip-top bag 
NEXT TO THE BLUE 

CART. You may request 
a container and bag 

from Recology.
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Printed on 100%
 post consum

er paper.  
Please recycle again!   [ 12/19 ]

Para obtener inform
ación en  

español, visite: Recology.com

有
關

中
文

信
息

，請
訪

問： 
Recology.com

Dow
nload the Recology M

obile App
to look up or schedule services,  

pay your bill, set service rem
inders, 

and m
ore.

Recology.com
Carts@

Recology.com
(650) 595-3900

 225 Shorew
ay Road

San Carlos, CA 94070

FO
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F:Atherton, Belm
ont, Burlingam

e,  
East Palo Alto, Foster City, Hillsborough, M

enlo Park, 
Redw

ood City, San M
ateo, San Carlos,  

Parts of Unincorporated San M
ateo County,  

and W
est Bay Sanitary District
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RethinkWaste , 333 Shoreway Rd, San Carlos 

Initial Sea Level Rise Vulnerability Screening 

Prepared by San Mateo County Office of Sustainability 

12-16-2019 

 

A high level screening was performed for the Rethink Waste facility using BCDC’s Adapting to Rising 
Tides Explorer, which uses a flood model developed by AECOM. The benefit of this tool is that a single 
view can provide information on a range of storms and sea level rise without storms. 

 

At 12 inches of sea level rise or a king tide, some overtopping of levees and shoreline along Redwood 
Shores could occur.  

Rethink Waste 
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At 3 feet of sea level rise or a 50 year storm today, flooding could begin to impact US 101 north of the 
facility.  

 

 

 

 

 

 

 

 

Rethink Waste 
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At 48 inches of sea level rise, or 6 inches of sea level rise with a 1% storm today, or 12 inches of sea level 
rise and a 50 year storm, a significant threshold is reached and the facility and surrounding access roads 
flood. Flood depths range from 0 to 6 feet at this point. The scenario where 6 inches and a 1% storm 
flood the facility could occur as early as 2030. This scenario should be considered due to the potential 
implications to human health and Bay water quality should the facility flood. Additionally, impaired 
access to the facility could have significant financial implications.  

 

 

 

 

 

 

 

 

Rethink Waste 
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Proposed Scope of Work 

Based on this screening-level analysis, we propose the following activities to develop a facility specific 
vulnerability assessment and adaptation plan. This scope of work could be included in the County’s Sea 
Level Rise Policy Implementation Plan as an asset being developed in partnership with Rethink Waste. 

• Partner and stakeholder workshops 
o A number of initiatives are underway that could benefit the protection of the Rethink 

Waste facility in light of sea level rise. A series of stakeholder workshops would be 
beneficial at the scoping phase, vulnerability assessment phase and the adaptation 
planning phase. These include: 
 Redwood City will be going through a planning process for Redwood Shores for 

the shoreline, which could include sea level rise. 
 Samtrans is developing an adaptation plan for South Base for sea level rise and 

heat. 
 San Carlos Airport will need to consider sea level rise via the County’s Sea Level 

Rise Policy for County-Owned Assets 
 City of San Carlos is developing an Adaptation Plan and will be utilizing data 

from the County.  
 The Flood and Sea Level Rise District will be developing outreach strategies and 

a long term investment plan. 
 Additional stakeholders include: Marriott, RWC Fire Station, Hiller, Pullman, 

Coherus Biosciences. 
 

• Technical Assessment 
o The initial screening suggests that impacts to the facility could occur as early as 2030. A 

technical assessment should include the following components. 
 Assessment of existing and planned shoreline protection strategies. 
 Assessment of all sea level rise impacts, including changes in water elevation, 

storm events, inputs from upstream watersheds, groundwater table elevation, 
subsidence, and erosion.  

 Assessment of exposure, sensitivity, and adaptive capacity of the facility to 
absorb and respond to anticipated changes.  

 Assessment of potential risks to the adjacent communities were the facility to 
flood.  

 Assessment of impacts to business continuity and financial viability. 
 

• Adaptation Planning 
o Development of shoreline solutions that Rethink Waste could collaborate on with 

adjacent property owners, as identified through the stakeholder workshops.  
o Facility-level strategies for protection of the facility to consider operational changes, 

business continuity, structural solutions, stormwater management, and public 
education.  

o Consideration of joint funding opportunities. 
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