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Executive Director
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GreenBlue is an
environmental nonprofit

dedicated to empowering a
diversity of stakeholders to
promote a more sustainable
materials economy.
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Brands Fill
the Trust Void

2012 2013 2014 2015 2016 2017

)

=e—Businesses

2018 2019 2020 2021 2022

Over 28 countries surveyed, brands have earned
trust while it stays stagnant for institutions.
While trust is a powerful differentiator, it also
comes with greater responsibilities.

2023 2024 2025 2026
Government =e—=Media =e=NGCO's

*Edelman www.edelman.com/trust/25years



Responsibility Through the Consumer Lens

76%

Hold companies
responsible for
making changes
that positively
impact
environment

)

83%

Believe that
companies
should be

responsible for
end-of-life
disposal of items

75%

Of consumers
want to be seen
as someone who

buys & uses
environmentally
friendly products

*ERM Shelton 2024, US



say their primary

motivation for conscious
buying is personal and

environmental benefits

Source: NIQ Global Health and Wellness Survey 1 O/

is the premium
they'd be willing

actually made
to pay for a purchase

sustainable goods

Source: PwC'’s Voice of the Consumer Survey 2024
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Optimizing Transparency Design with
Consumer to only throughout compatibility
Packaged essential supply chain, with existing
material use of recycled infrastructure
GOOdS needed content iIn Mind
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Material
Choice &
Tube
Recyclability

Toothpaste tubes, once
considered non-recyclable
and destined for landfill,
have now entered a new era
of sustainability.

s\cjohnsnn

When Progress
Meets Practice

33%  64%

Reduction in Plastic packaging
virgin plastic is recyclable

72”% ZERO

Emissions Manufacturing
reduction waste to landfill



SPC ~Tl= A forum for tackling Private Brand supply chain

. - sourcing challenges and opportunities,
Retaller = connecting retailers and packaging converters
Forum O‘_O to identify innovation needs and scale solutions.
52 Ahold N
amazon Walmart g @ Delhaize DOLLAR TREE
Film & Source Refill-at-home Reuse Systems
Flexibles Reduction Solutions for Retails
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287

Collected

1.96 4

Million Tonnes -IG%

Plastic Waste
Generated Recycled

' ) Canada Plastics Pact (CPP) 2024 Progress Report
|



Ambitious Goals Target Disposal, Recycled Content

TARGET 3 TARGET 4

Undertake ambitious actions to Ensure an average of at least
ensure that at least 50% of plastic 30% recycled content by weight
packaging is effectively recycled across all plastic packaging.
or compostable.
o % ., .
12%_ 16% 50% 10%_ " " 12% 30%
- Target 3 progress Target 4 progress
T
20197 2022 Goal 2023 5421 2922 Goal
In 2023, the average amount of post-consurmer recycled (PCR)
Based on the maost current and reliable data available, the naticnal content (by weight) across plastic packaging used by CPP Partners
recycling rate in deposit return, residential, and industrial, was 10%. Thisisa 2% decline in PCR use from our 2022 annual
commercial, and institutional systems is estimated at 169% in 2022, report: reasons for this decline are explored on page 21.

l ) Canada Plastics Pact (CPP) 2024 Progress Report



Recycled
Content
Claims
Study

NAVIGATE

ERM
SHELTON

March 2025 research showed that consumers

don’t understand recycled content, and
mostly importantly, it concluded that, once

they understood it, recycled content became

the #1 most important packaging attribute
impacting purchase decisions.

Mills . International

L 2
& General ondeléz, KraftJHeinz
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Where we want to be

Packaging attributes such as recycled
content influence consumer choice

New Collaborative Coming 2026!

Recycled
Content



Recycled
QJ Content Toolkit

Transform recycled content from a
misunderstood packaging attribute into a
compelling consumer benefit.

THE DO'S AND DON'TS OF RECYCLED CONTENT CLAIMS

v Educate consumers on what recycled content X Don't assume consumers understand what
s, even consider using the definition recyched content mea ns

Adm to at least hit the consumer sweet spot Deon't use the chasing arrows symbol for

H -E @ of 25% - 75% recycled content recycled content claims
E g Provide the exact perc of recycled Don't bother communicating recycled

content, it's reqy Irl:db\f heGr!e Guides X nt that falls below 10%

i color changes that when X Daon't forget to verify your claims with your
you use recycled content legal team when necessary

If recyclability isn't possible, aim for 67.5% X Don't lead with plastic reduction, it resonates
: ; ? recycled content to offset the trade-off less if consumers are still holding plastic®

Give claims room to shine, separating
recycled content and recyclability on-pack

. . The Plastics Caveat:
Tedl your unique story, narrative-based claims
resonate most with consumers.

) 2 *Our research found an important risk when

citing plastic reduction as the “impact” of
ing that is made from plastic. Even
though your packaging may significantly
reduce plastic waste, at the end of the day,
the consumer’s experience of holding plastic
‘will be their most prominent takeaway.

Support claims with third-party

V" that bulld trust and recognition

Keep claims substantial — saving 100 trees is

) ¥ ot substantial if you use 100,000 trees

Mitigate Risk While
Building Future Value

Portfolio innovation won't just be about
cost savings — it will be essential for
mManaging reputational and financial risk.

Visualizing EPR's Bigger Cost Implications
M Original Cost M Cost Increase

+20

O ®
gg%. .:':

e

-~ @mEahs

Original Cost Mew EPR Fees Original Cost Lower EPR Fees on Mew Material — Equipment
jew Material Costs hanges
Staying With Original Material Switching to Lower-Fee Material



Supply Chain
Questions

The impact of
harmonization
initiatives on private
label and CPG’s in
Canada

O



1,000 U.S. consumers shared reactions
to North America’s most recognizable

recyclability label.

MOST FREQUENTLY CITED BARRIERS TO RECYCLING

No recycling bin

Unsure which items are reyclable

Too inconvenient

Unsure how clean product needs to be

Instructions unclear

How Bold Instructions
Can Unlock Better
Disposal Habits

isposal

lllllll
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How Bold Instructions Can

Unlock Better Disposal Habits




What can we achieve
through realistic

- &0

Unrealistic Realistic Realistic Unrealistic
Pessimism Pessimism Optimism Optimism

)



Initiative to Develop ) oreenblue
Harmonized On- __

Pack Recycling (:’clar @ ey
Labels for Canada

Research aims to make recycling easier for Canadians - 3 ' _
through clear, consistent packaging labels. Recycles RECYCLE



OO W IMZS
%i"mé Portland, OR | April 13-15

) greenblue events

2027

rc CAAEPR
q J ADVAN FORUM

Co-located in MKE, WI | Sept 28-30




Thank you!

www.greenblue.org
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