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STUDY AREA

FASSA1C RIVER

source: NJ History Partnership
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MINI MARKET .

RAUL GROCERY .

SUPER SUPERMARKET 2.

7

CIANCI GROCERY .

. VICTOR’S GROCERY STORE
AMERICAS FOOD MARKET .

3
TANA’S FOOD MARKET . . . ASIAN MUSIC & GROCERY

1 x .75 mile (approx)
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TOTAL = 1,813 pieces coLLECTED

B Soft Drinks

B Mon-Carbonated Drinks
M Beer

B Liquor

B Fast Food

B Sodium Snacks

B Sugar Snacks

B Vices




SOFT DRINKS = 18.9% (343)

C&C

FPepsi

Coke

Red Bull
Maonster

7 Up

Canada Dry
Sierra Mist
Minute Made
Seagrams
Sprite

Fanta
Mountain Dew
Sunkist

ASWW

Inca Kola
Hawaiian Funch
Or. Pepper
Sidral Mundet
Mug

Welch
Champagne Caola
Misc.

M Upper
B Lower

80

*showing 23/23 brands



NON-CARBONATED = 18.9% (343)
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*showing 12/35 brands



BEER = 18.2% (330)

B Lower

B Upper
" Total

45
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15

*showing 13/29 brands
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Misc.

LIQUOR = 9.8% (98)

Bacardi

E&d

Faul
Masaon

smirnoff

Dailys

Majorska

Skyy

*showing 8/17 brands



FAST FOOD = 9.8% (178)

B Cunkin Donuts
W Burger King
B VcDonalds

B V/hite Castle
B Taco Bell

. Starbucks

*showing 6/16 brands



SODIUM SNACKS = 13.9% (247)

B Wise
B Doritos
B Cheetos
B Lays
B Sun Chips
B Andy Capps
B Cuaker
W Fritos
Slim Jim

*showing 9/33 brands



Lady Linda
Rice Krispie Treat
Snickers
Feeses

Little Debbie
M1 81
Swedish Fish
Oreos

F"og Tarts
kittles

Mestle
Hershey
Chips Ahoy
Good Humor
Sour Patch
Charlaston Chew
Keebler
Airheads
Millkyway

Fing Pop
Freezies
Scooby Doo
Flava lce
Spearmint Gum
Soft Batch
Entenmanns
Laffy Taffy
Certs

Welch Snack
Mow and Later
Wonka

A &W

Tasty Kake
Kool Pops
Mike and lke's
Feanut Chews
Sara Lee
Halls

Kitkat

3 Musketeers
Grandmas
Lindens
Drakes

100 Grand
Famous Amos
Starburst

SNACKS

= 7.8% (139)

12

19 *showing 46/46 brands



- yet a number of food optlons are near the S|te
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- one’s def|n|t|on of access may stretch onIy as far as

the nearest Burger Klng or bodega S ? /»:.*
s e *

A \

| ™






swm#f“%y;f

«g4 ALE. BY YR




» T R
‘ & BA TTLE OF THE BRAND<
LN ) B

- Create '‘contest’ amongst S|m|Iar brands

T ./
0 AR W
- WhICh oompanles were most frequent?

< . e i w
y i“ 2 r ﬁ s Ll L ,

- Lrtter as a form of free advertlsrng
Thes R Lot 3 e
- Corporate responS|b|I|ty for entlre I|feoyole of product

B ot il $‘ ' Y “*'-"." sk e
. ﬁ ﬁ R &
- Suggestlon to sponsor sections of the Raceway

o

L \- F's = ! a

**



THE WINNERS:

b
Dy

AMERICA RUNS ON DUNKIN""

%) LiDyLINDA




LETTER TO COMPANIES

In May 2011, a survey of litter was conducted within the city of Paterson, NJ. The site of focus was a now empty canal
system, that previously flowed with water and powered Paterson's many mills and factories through the industrial
revolution. The canal system, known as the Raceway, now lies empty - except for some small vegetation and
exceptional amounts of littered trash. Data was kept on how frequently different food and beverage brands appeared
amongst the litter, and then divided into seven appropriate categories (Soft Drinks, Non-Carbonated Drinks, Beer,
Liquor, Fast food, Sodium Snacks, and Sugar Snacks). Putting similar, and already competing, brands against one
another, we used the survey of trash to create a Battle of the Brands.

Today we write to you, Dunkin Donuts, to inform and congratulate you on your victory in the 2011 Paterson Raceway
Battle of the Brands (fast-food category). With a total of 69 Dunkin Donuts products counted, you successfully defeated
a number of rival fast-food companies that had less litter in the Raceway, including Burger King (58), McDonalds (26),
White Castle (6), Starbucks (4), Taco Bell (4), and Subway (1). (Across all categories a total of 1,850 items of litter
were counted. For a complete list of data from the project, as well as Battle of the Brands winners in other categories
please see the attached spreadsheet.)

We congratulate you on your victory but also feel you may owe the city of Paterson as well. After all, all that litter is
occupying a historic and once vital site, and it is acting as free, unpaid for advertising for your firm. Pedestrians walking
by will see more Dunkin Donuts logos, than Starbucks, Wawa, or other competing chains. Companies that profited
from the Raceway in the past, the great mills powered by its flowing waters, helped Paterson grow and drove its
economy. Perhaps your situation is also an opportunity to give back. Here is a simple suggestion to do just that and
benefit both Dunkin Donuts and Paterson in the process:

Dunkin Donuts sponsor a section of the Raceway. Similar to highway sponsorships, the company (Dunkin Donuts) will
make a reasonable donation to the city of Paterson, maintain the designated section of the Raceway through monthly
cleanups (possibly employing local work force for such), and provide easy to access garbage and recycling units (there
is a number of plastic, glass, and aluminum containers present), as well as some proper signage stating that this area
is sponsored by Dunkin Donuts. Payback on the investment for Dunkin Donuts comes in the form of positive PR and a
more effective form of advertising than the littered styrofoam cups and to-go bags you would be helping to rid the
Raceway of. Of course, this is only one suggestion and we welcome any ideas you may have of your own.

Again, we would like to thank you for your unparalleled performance in the 2011 Battle of the Brands, and
consideration of the above proposal to give back to this great historical site that was ever so gracious in their role as
host to the contest. We look forward to your response.

Sincerely,
Will Elkins & Devin Reitsma
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