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Projects of GreenBlue

GreenBlue is an 
environmental nonprofit 
dedicated to empowering a 
diversity of stakeholders to 
promote a more sustainable 
materials economy.



1400+ Members of 
SPC & H2R

Brand | Retail | Manufacturer | Supplier | Gov’t | Education | Consultant | Converter



Driving 
Change 

Through 
Collaboration

Get involved 
with our 
Collaboratives!



A Source 
of Truth
Who does the 
consumer trust?



2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026

Businesses Government Media NGO's

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

Brands Fill 
the Trust Void

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. 



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

Responsibility Through the Consumer Lens

75%
Of consumers 

want to be seen 
as someone who 

buys & uses 
environmentally 
friendly products

*ERM Shelton 2024, US



61% The Say – Do Gap

>1%
actually made 

a purchase

say their primary 
motivation for conscious 
buying is personal and 
environmental benefits

9.7% is the premium 
they’d be willing 
to pay for 
sustainable goods

Source: NIQ Global Health and Wellness Survey

Source: PwC’s Voice of the Consumer Survey 2024



Who’s 
Leading 
the Way



Reduction

Private 
Label 

Consumer 
Packaged 
Goods

& Procurement Recyclability

Optimizing 
to only 

essential 
material 
needed

Transparency 
throughout 

supply chain, 
use of recycled 

content

Design with 
compatibility 
with existing 
infrastructure 

in mind



Packaging 
Circular 

Connector

Polypropylene 
Cups Earn 
Widely 
Recyclable 
Designation

Packaging 
Matrix

With help 
from partners 
including:



When Progress 
Meets Practice

Emissions 
reduction

Material 
Choice & 

Tube 
Recyclability

Toothpaste tubes, once 
considered non-recyclable 

and destined for landfill, 
have now entered a new era 

of sustainability.

72%
Manufacturing 

waste to landfill

ZERO

Reduction in 
virgin plastic

33%
Plastic packaging 

is recyclable

64%



SPC 
Retailer 
Forum

A forum for tackling Private Brand supply chain 
sourcing challenges and opportunities, 
connecting retailers and packaging converters 
to identify innovation needs and scale solutions.

Film & 
Flexibles

Source 
Reduction

Refill-at-home 
Solutions

Reuse Systems 
for Retails

Brief

1
Brief

2
Brief

3
Brief

4



EPR & 
Recycled 
Content 



Recycled
16%

1.96
Million Tonnes
Plastic Waste 
Generated

Canada Plastics Pact (CPP) 2024 Progress Report

Collected
28%



Recycled

Canada Plastics Pact (CPP) 2024 Progress Report

Collected

Ambitious Goals Target Disposal, Recycled Content





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

Recycled 
Content Toolkit

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

Mitigate Risk While 
Building Future Value



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



How Bold Instructions Can 
Unlock Better Disposal Habits

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



Realistic 
Optimism

Unrealistic 
Optimism

Unrealistic 
Pessimism

Realistic 
Pessimism

What can we achieve 
through realistic optimism?



Initiative to Develop 
Harmonized On-
Pack Recycling 
Labels for Canada

Research aims to make recycling easier for Canadians 
through clear, consistent packaging labels.
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Thank you!
www.greenblue.org
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