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Oregon. A National Leader in Sustainability

For four decades environmental issues and sustainable enterprise have been
central to the Oregon brand. Green has now become mainstream, and
threads of green are woven throughout the fabric of 7he Bite of Oregon.

Thanks go to these exemplary sponsors...
who recognized the power of sustainability as a market driver through their
generous support for the greening of the Bite of Oregon in 2007

An enthusiastic leader in the introduction and promotion of compostible
serviceware

A Northwest restaurant chain whose core business premise is serving
Fresh, Local and Sustainable products

N
/{GE/ One of the nation’s leaders in marketing renewable power

Portland General Electric

2007 Highlights

For the fourth year, the entire festival was
powered entirely by PGE renewable power.
A record number of visitors signed up for
renewable power in 2007.

WASTE DIVERSION RATES

100%

o Recycling rates doubled in 2007! Just under
o half of all festival waste was diverted from
0 landfill.
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How Do You Even Begin To Himinate Waste From A Festival
That Packs 55,000 Visitors Into Three City Blocks in Three Days !?

DIVERTING AN
OVERWHEIMING
W ASTE STREAM

DOWN M
W aste goj¥g out

Think of an event like a river. Upstream is where everything
comes in. Downstream is where it goes out. At every bend in the
river, look for small opportunities to reduce environmental impact.
Fnd people who are passionate about helping.

Control the supplies used by vendors, including energy!

o All the consumable supplies used on the Oregon Chef Stage were
compostible

0 Certain specific types of organic waste were targeted for sorting by
vendors: coffee grounds, lemon rinds, and peach pits

o0 Threefourths of the Bite’s 80 participating restaurants, wineries and
exhibitors signed a Sustainability Pledge to minimize their
environmental impact in a variety of ways.

o Eghtitems of compostible serviceware were offered by SYSCO to
vendors at advantaged prices

Limit the number of sorting stations; select a few categories; make
sorting easy; use volunteers to monitor
0 Based on past studies, we targeted
plastic beverage cups as Public
Enemy #1 for 2007.
0 We set up three simple categories for
sorting: cups, bottles, and trash
0 60 volunteers took shifts monitoring
recycling containers

Identify niche recyclers; put eager hands to work
0 Volunteersrinsed and stacked 17,000 of 30,000 of them!
0 Specialty recyclers were located to
accept

organic food scraps
plastic beverage cups

plastic table skirting
cooking oil
rescued food on Sunday night
o] Everythlng going out was weighed

and measured



Our Goal:A Zero-W aste Festival By 2009

AIMING HIGH...Zero Waste by 2009
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W atch for these innovationsin 2008...
o0 More items added to the list of food scraps to be collected and composted
o Northwest Natural offsets the carbon impact of natural gas used at the Bite
0 Huge strides in the appearance and performance of compostible plates, cups, glasses
and utensils make it more feasible for vendors to shift to these supplies
o Improvementsin composting technology increase the list of items aceptable for
composting

TheBiteof Oregon
celebrating Oregon’s bounty
is the state’s premier culinary festival and a signature fundrasier
for Special Olympics Oregon

www.biteoforegon.com

For questions or more information, contact: Peter Samson, psamson@soor.org



