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Why Colorado Farmers
Want NYC Biosolids

WOOD PROCESSING EFFICIENGIES ~ LARGE-SCALE GROWERS ERPAND l}ﬂmPﬂST USE
MARKETS IMPROVE FOR RECYCLED GLASS ~ DECONSTRUCTION TAKES HOLD
COMPOSTING LIQUID MANUAE ~ FORCED AERATION AND ODOR CONTROL



ompost Marketing
Trends In The U.S.

Survey of 32 participants in the U.S.
Composting Council’s STA program reveals
landscapers and homeowners are the top
markets, with compost most commonly
used for turf and garden applications.

Ron Alexander

O GET a sense of compost mar-

keting trends, a survey was com-

pleted in March and April of the
32 composters participating in the
U.S. Composting Council’s Seal of
Testing Assurance (STA) program.
Composters may use an STA logo in
their marketing if they meet the pro-
gram’s testing and reporting re-
quirements, as well as health and
safety standards (see sidebar).

Of the 32 composters (see list of
participants), 31 are actively market-
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ing their product. Two participating
companies have multiple composting
facilities. One is Monrovia Nurseries,
which manufactures compost at
three of its nursery sites for use in its
container media. In total, the 35 fa-
cilities within the program manufac-
ture approximately one million cubic
yards (cy) of compost. They process a
variety of feedstocks, including yard
trimmings (15), biosolids (8), indus-
trial by-products (5), manure (4) and
plant debris (3).

Phota by Bob Rynk

Facilities surveyed, including Cedar
Grove Composting (above), process a
variety of feedstocks, including yard
trimmings, biosolids, industrial by-
products, manure and plant debris.

To better understand the context
in which this market development
information should be evaluated,
specific operational and market re-
lated data also were obtained. The
goal was to determine whether cer-
tain marketing trends were based
on the experience level of the partic-
ular composters.

Composter Background

All but one of the compaosters have
15 years of experience or less. Six
were operating for two years or less,
with the average experience level
being 7.7 years. We also sought to
determine when the composters ini-
tiated their active marketing pro-
grams in relation to when their fa-
cilities began operation. The
answers range from before the facil-
ity was operational to 15 years fol-
lowing the beginning of operations,
with an average of 4.3 years. This
time frame is longer than expected,
but based on data obtained from
newer composters, it appears to be
on the decline. In fact, 32 percent of
participants (10) started actively
marketing within the first year of
operation. The trend is promising,
illustrating shorter facility “start-
up” periods and an increased un-
derstanding of the need for market
development.
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Key Elements Of
The Seal Of Testing
Assurance Program

HE U.S. Composting Council

launched its Seal of Testing As-
surance (STA) Program in early
2000. The program has the follow-
ing elements:
1. Participants regularly sample and
test. Testing frequency is based on
the guantity of compost produced,
as follows: one to 6,250 tons —
once/quarter; 6,251 to 17,500
tons — once/60 days; 17,501 tons
and above — once/month.

2. Must be a "true” compost as de-
fined by the STA program.

3. Compost meets applicable state
and/or federal regulation to assure
public health/safety and environ-
mental protection. Applicable tests
must be completed f(e.q.,
pathogens, heavy metals, pesti-
cides, inerts). Participant’s facility
must be compliant with all applica-
ble regulations.

4. Testing will be completed at ap-
proved laboratories (list provided
by STA program).

5. Participants will offer “directions
for product use” at point of sale,
and will include a list of product in-
gredients.

6. All participants will make test re-
sults available to inquiring cus-
tomers. The STA program has a
“Compost Technical Data Sheet”
that promotes uniformity.

7. Participants must follow pro-
gram and logo use agreement
rules.

8. Participants pay an application
and licensing fee to join the pro-
gram. In 2000, participants are pay-
ing a flat $500 fee. Starting next
year, there will be a low application
fee, then a logo licensing fee based
on production volumes.

9. Participants have the right to use
the Seal of Testing Assurance Pro-
gram logo in their promoticnal ac-
tivities.

10. Participants are included in all
promotional activities of the pro-
gram.

For additional information on
the STA Program, call Ron Alexan-
der at (919) 367-8350, or visit the
U.S. Composting Council’s web-
site: wwwy.compostingcouncil.org,
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Program participants also were
asked how long it took their market-
ing programs to reach maturity.
(Maturity was defined as marketing
at least 75 percent of the facility’s
compost product annually.) The an-
swers ranged from less than a year
to as long as ten years; six facilities
had not yet reached maturlty These

“immature” marketing
programs are associat-
ed with newer facilities.
The one that took ten
years to reach maturity
is a small, understaffed
municipal site without
marketing personnel.
The average time to
reach maturation was
2.4 years.

Marketing Methods

Sixty-eight percent of
participants predomi-

Participating

ed, while sales to retailers (23 per-
cent) was lower than expected.

The most popular application for
compost identified during the sur-
vey was as a soil amendment, incor-
porated for use in turf and garden
applications. Ninety-seven percent
of respondents identified this appli-
cation as one of the top three end
; = uses. The next most pop-
ular compost applica-
tions were: use as mulch
(39 percent); growing
media component (32
percent); topdressing (26
percent); and garden bed
establishment (23 per-
cent). Ten percent of re-
spondents identified ero-
sion control as one of
their most popular ap-
plications, illustrating
significant growth in
this specific end use.

nantly are using in-
house staff to market

composters can display
the STA logo (upper left
on bag) on its products

The survey asked if
anyone had noticed any

their compost, 16 per- and literature.

cent are using brokers

or distributors, and 16 percent are
using a combination of both in-house
staff and brokers/distributors. The
larger composters primarily are the
ones using a combination of market-
ing strategies, while public entities
are primarily the ones using com-
post brokers. Overall, however, use
of brokers/distributors was not size
dependent.

Fifty-eight percent of partici-
pants are marketing their com-
post in bulk form only, while 42
percent market in bags and
bulk. None market only bagged
product. The high percentage of
baggers within the STA pro-
gram is not indicative of the en-
tire composting industry. Much
fewer than 42 percent of U.S. com-
posters are bagging. Our survey
finding may be more indicative of
the fact that the composters partici-
pating thus far in the STA program
are more experienced in compost
marketing.

Market Segments

Survey participants were asked to
gpecify the top three market seg-
ments (based on volume), as well as
the top three compost applications.
As expected, the most popular seg-
ment identified was landscapers (94
percent). Homeowners were identi-
fied 55 percent of the time, topsoil
manufacturers 32 percent, retailers
23 percent and nurseries 19 percent.
The 55 percent homeowner figure il-
lustrates that composters in the
STA program sell much of their
product directly to homeowners.
This figure was higher than expect-

marketing trends that
had affected their com-
post marketing program. The two
primary answers were increased ac-
ceptance of the product (retail and
wholesale), and customizing the
product for sale. In fact, 58 percent
of respondents stated they were cus-
tomizing their compost product as a
means to increase sales or value.
Most of these have been operating

Fifty-eight percent of participants

are marketing their compost in

bulk form only, while 42 percent

market in bags and bulk.

for five years or more. The opera-
tions are of various size, but 75 per-
cent produce at least 20,000 cy/year
of compost. This implies that larger,
more experienced facilities — hav-
ing already worked through “start-
up” challenges — are more prone to
customizing their product than
those which are not. Of the 58 per-
cent of composters customizing
product, 78 percent do secondary
screening and 61 percent manufac-
ture blends.

The surveyed composters also
identified compost end use trends
that they felt would influence their
programs. The number one trend
was use of compost in erosion con-
trol, followed by agriculture (both
traditional and certified organic)
and various blending scenarios. The
production of “higher tech” compost
blends (e.g., sports turf blends) was
specifically identified.
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Giobal Earth

Utopia, Ont., Canada

“GCOST EFFECTIVE, ENVIRONMENTALLY
SAFE ORGANIGS MANAGEMENT”

The MARVEL Composter is an automatic aerobic
system that operates as a batch process. Used for liquid
or solid manure management, the composting process

takes approximately four weeks, and the material is

then stored and cured for an additional four weeks.

« Compost Liquid or Solid Manure

+ Eliminate Odor Complaints

* Reduce Manure Storage Costs

« Eliminate Nutrient Leaching and Runoff
* Improve Seil Structure

« Create Harmony with Your Neighbor

Resolve Environmental Issues at Your
Landfill, Transfer Station, Farm,
Industrial Site or any On-Site Composting Facility

For more information contact:

Phone (705) 726-6551  Fax (705) 721-4091

Email globalearth@yahoo.com

BioCycle West Coast Conference 2001
Composting and Organics Recycling
Portland, Oregon - March 5, 6, 7, 2001

Abstracts of 300 words are invited on innovative pro-
jects, applications and research covering organic

residuals management.

We encourage participation from individuals repre-
senting compost facilities, wood processors, biobased
products, agriculture and horticulture, materials recy-
clers, public agencies and educational institutions,

food processing industry, organic residuals generators,

biosolids management,
- Please submit abstractshy

marketing consultants, October 1, 2008, attention of:

recycling organizations,  Conference Orgamizer
- BioCycle 419 State flve.

E-commerce. Emmaus, PR 18048

- email: biocycle@jgpress.com
-~ phone 610-967

66 BioCycLE

STA Program Participants

O date, the following com-
posting facilities are partici-

~ pating in the Seal of Testing

Assurance program: US Filter,
Baltimore, MD; City of Daven-
port, |A; Bentley Biodynamics,
Minden, NV; City of Amherst,
NY; Rosenholm-Wolfe Dairy,
Cochrane, Wi, Solid Waste
Authority of Palm Beach
County, West Palm Beach, FL;
Barnes Nursery, Huron, COH;
New England Organics, Fal-
mouth, ME; J.A. Rutter, Co.,

- Murraysville, PA; ERTH Prod-

ucts, (Peachtree City, GA),
Plains, GA site; Chamness
Technology, Inc., Edayville,
IA; Land Recovery, Inc.,
Puyallup, WA: City of
Hutchinson, MN; Inland Com-
posting & Organic Recycling,
Colton, CA; New Milford

“Farms, New Milford, CT; Rex-

ius Forest By-Products, Eu-
gene, OR; Huck’s HenBlends,
Lightfoot, VA; Organic Soil
Builders, (Avon Park, GA),
Lake Wales, FL site; Town of

Islip, NY; Clty of Logan, UT;
Loudin Composting, Chantil-
ly, VA; Texarkana Water Utili-
ties, Texarkana, TX; McGill
Environmental Services, Rose
Hill, NC; Southeast Public Ser-
vice Authority, Chesapeake,
VA; Cedar Grove Compost-
ing, Seattle, WA; Bluestem
Solid Waste Agency, Cedar
Rapids, 1A; Waste Manage-
ment of PA, Morrisville, PA;
Meckienburg County, Char-
lotte, NC; Agresource, Inc.,
{(Amesbury, MA), two Ipswich,
MA sites; Monrovia Nurseries
(three sites), Dayton, OR,
Azusa, CA, and Woodlake,
CA; City of Morganton, NC;
EKO Systems, Puunene, HI; as
well as five new sites: Moun-
tain Organic Materials, Can-
dler, NC; Global Environmen-
tal Solutions, Inc., Columbia,
LA; San Joaquin Composting,
Inc., Bakersfield, CA; Mary-
land Environmental Service,
Annapolis, MD; and City of
Charleston, WV,

Product Value

Survey participants were asked about the value of the
compost products marketed. Wholesale prices (larger or-
ders to professional end users) ranged from $2 to $18/cy,
with an average of $9.87/cy. These prices were quoted as
“picked up” at the composting facility. The average price
quoted (also the mean price) was higher than expected, and
is probably not indicative of the entire composting indus-
try. The retail price range was identified as $5 to $25/cy,
picked up, with an average of $17.08/cy. The average retail
price was lower than expected, but likely can be attributed
to the fact that many of the composters are selling directly
to the homeowners (no middleman or retailer). Although
compost marketed on a retail level may be sold for $10 to
$15/cy or higher, the stated average price is clearly a great
improvement over the average wholesale price. Finally,
survey participants were asked about their greatest mar-
keting challenges. The following were given: feedstock bi-
ases; trucking/transportation; consumer acceptance (get-
ting people to buy compost for the first time); public
education/uneducated potential customers; and in some
cases, not enough compost to sell.

Although the survey responses may not be indicative of the
entire composting industry, it is obvious that marketing-
minded composters are using more creative strategies to sell
their products. These examples, as well as the initiation of
programs such as the Seal of Testing Assurance, are excel-
lent examples of how U.S. composters have matured into
more mainstream suppliers of horticultural and agricultur-
al products. |

Ron Alexander is president of R. Alexander Associates, Inc. in
Apex, North Carolina. He is co-chair of the U.S. Composting
Council Market Development Committee, and manager of the
council’s Seal of Testing Assurance Program.
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