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KeyDriversand Influencers

Sustainable Packaging 2016

COP21 Blue Economy
Circular Economy Priceof QOll
A EUDirectives A Economic viability of recycling

A The New Plastics Economy Repor China Green Fence and the oversupr
of virgin resin

USEPA Sustainable Materials
Management Program Strategic Plan
October 2015

A Sustainable packaging
A Food waste reduction goal
A ReFedReport
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EU Circular Economy December 2, 2015

Consumer Choice Waste

Encourage reuse and repair of product4odity EPR to reflect enaf-life cost

Set common EU targets:

65% municipal/5% packaging was030
Harmonize calculations

Tackle false green claims

Support public green procurement

Sustainable Production Waste to Energy
Support sustainable sourcing Market Development
Support Biebased Create quality standards for recycled plas

Material Health
Track chemicals of concern
Food Waste

Innovation:l St LI { a9 Qa
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State of Green 2,
Busines2016 WS cReznaUsIESs2

df ever there was an inflection point in the
world of sustainable business, it took place
Decemberirt | NA abhe fir&l #nidJ the -
world seems on an inexorable course to
transform business as usdak

a fll, the question remainsAre companies truly stepping up
their efforts to address the full range of sustainability impacts,
or is it just a few leadersk 2 K | {h8& &m8$\&g, the outcomes
of COP21 mean that theace of change will likely accelerate
during the latter part of the decad® &

- By Joel Makower and the editors GfeenBiz.com
t° BREENBLUE produced in partnership witfrucost



COP 21

Significant opportunity for
business to contribute:

A Financially
A Best Practices
A Technologylransfer

GreenBiZApril 20, 2016
Big companies back clean power:

Apple, Google, Microsoft, Amazon,

lkea, Mars

Cities and States go 100%
renewable (Hawaii, San Diego)

(D GREENBLUE

Opportunities for:

Energy reduction

Support of alternative energy
Support for recycling

Support food waste reduction

Support for sustainable forest
management

o o Do I» Do P>

Zero waste to landfill



New Evidence that Sustainability Is
Good for Business
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What is Changing th&€onservation:

A Recognition that sustainability is good for business
A Understanding that being less bad is not good enough

A The easy wins where sustainability is aligned with cost
savings are more challenging to find.

A The recognition that sustainability needs to be
embedded into the business strategy not tacked on.

A Desire for transparency
A Big Data
A The Circular Economy

T GREENBLUE



How might webreakthe link between
economic growth and environmental

decay?

How might we create sustainable and
regenerative growth engines for the
future?

T GREENBLUE



What is a Circular Economy?

A circular economy is an industrial system that is restorative or
regenerative by intention andesign. Elen MacArthur Foundation
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as long as possible; waste and resources are minimized and resources are
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EU Circular Economy Package December 2, 2015
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McKinsey and Accenture
have estimated this to be a
trillion-dollar opportunity
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Why Circular?

A Economic Opportunity

A Resource Preservation

A Regenerative Business Models
A Because We Must

_take  make waste
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How DoWe Get There?

Sustainable Materials Management

use wisely ‘
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materials
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+NewBusiness Models
+Technologynablers
+Policy Frameworks
+Financial Incentives
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Examples

SAVORY

Reclaim, retain, and restore health of ecosystems WSTITUTE

Shift to renewable energy and materials NESPRESSO ASLM $
Return recovered blolog:cal resources to the blosphere @ P-REX

IBERDROLA

/\. Nearly New Car [“U‘

Reuse/secondhand
Prolong life through maintenance,
design for durability, upgradability, etc.

vShare assets (eg cars rooms appluances) Q

SRR autolib’ m“’ Bla BlaCar:

Increase performance/efficiency of product

. ; ey ol TR g
?hear?nove waste in production and supply @ I8 Eo Ouartah ,.
Leverage big data, automation, remote TOYOTA (2) BS8 &itns WIGP
sensing and steering

Remanufacture products or components o |
@ RENAULT
Recycle materials U S - :: W

Digest anaerobic . Q VEOLIA

Extract biochemicals from orgamc waste

Books music, travel, onlme shopplng. """I" N[”HX
autonomous vehicles etc. GO Sle CIsco

kindlle

s zalando @ mnes
Replace old with advanced non-renewable

materials l PHILIPS
Apply new technologies (e.g. 3D printing) s Lighting
Choose new product/service (e.g. multimodal SkyTr‘an e

transport) D S

McKinsey's "REsolve" framework, which isolates six strategies to incorporate circular economy concepts into a business.

Tk

SUSTAINABLE PACKAGING
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Circular Economy¥nabling Technologies

Digital

A Mobile, Cloud

A Track and Trace

A Big Data

Bio-Based (Carbohydrate Economhy
A Renewable

A CarbonCapture

Life and Material Science

A Recovery Technologies

T GREENBLUE



Circular Economyolicy Frameworks

EU Smart Regulation

A Incentives: Wast&®duction Separation and Collection
A Modernizing Wastéolicy

A Incentives for Design for Reuse and Remanufacture
A Chemicals Policy (Free of hazardous and problematic)
IncreaseRecycling Rates/Targets

A HarmonizingCategoriesof Materials and Metrics

A Understanding and Measuring Access

Finance and RisklanagementTools

A Design incentives for longer lasting products

A Strong Policy CreatesPredictable Environmerfor Investment

1) GREENBLUE



Circular Economyinancial Frameworks

Finance andRiskManagement tools and Flexible
Incentives

Green Bonds

Impactinvestors (Returns anidnpact)
PublicPrivate Partnerships
EliminateEnvironmentallyHarmful Subsidies
Feedin-Tariffs

CreatingMarkets for Secondary Raw Materials

o o Po Po Po Do o
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WOrkShOp Let 0s think about

a supply chain from waste
1.) Map our current supply chain

2.) Think about the most important
stakeholders in the chain
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Recycling Value Web?

Brand Value
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Who Is the most important
stakeholder?

Brand Value

Consumer -
Behavior Contamination
Design for
Recycling =
7 _\ \E GREEN GUIDES?
Access to
Recycling Markets

Policy

ke
A
opuy eafdaIzMOYy



The Value Chain Kev:  soimemmr

along our value
chain

Green boxes =

Influencers

— " Manufacturers

_ (landfills, recycling, - &converters i Howzl:er?:ydememﬁage& |
reprocessors) ‘ Trade ,

» associations
Collection
(& sorting) P—

e——
Nonprofits Government | Brandowners

(Local/state/federal;
(Variables: ones that we - ot . Individuate within ve

work with, or don't; varying agencies)

il ies, tactics, Th _
spggi‘a?;oﬁgamngaln egeqeral “Distributors.
public ,

Other

{Consultandies, other

GreenBlue projects and
entities, ot al)

Media AR GreenBlue

(Variables: medium; insider vs \ -
public audience; depth vs Tonen it tymilommens are

rt:r:::gfk:: :sogcvﬁroag gﬁ?ﬂf How2Recycle members. Big: small;
influence; whether we've influential; private label;
collaborated) nonparticipating: H2R champions;
\ Types of people in the general retailers; parent companies vs brands;
" public: Consumers of some or all prospective H2R members

TYGRENRE R




End of life: A Closer Look

Landfills |

<

Residual plastic
exporters (?)

T GREENBLUE

Brandowners
Retailers «- -~
/N
. GreenBlue

recycling
centers

Curbside
recyclables

‘ Rs & other “ collection
sortation facilities

Closed Loop Fund

Store Drop Off
for Plastic Films
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Workshop

Elements of Performance

1.) Quality Standards for Recycled
Plastics

How might we create a higher
guality stream?

- Create a voluntary
Incentive for improving the
recyclability of packaging
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WHAT IS

HowZ2Recycle?

how2recycle.info




Why How2Recycle was created

Most Recycling Recycling
Recyclables Still Labels are Not Information
End up in Yet is Hard to
Landfills Standardized Understand




Future goals for How2Recycle

Most Recyclables Still Recycling Labels are Not Recycling Information is
End up in Landfills Yet Standardized Hard to Understand
=

Develop the most precise & Drive design for Create a supply chain for
balanced recyclability recyclability manufacturing to support
g assessment protocol in the circular economy
% packaging industry
3




IS MAKING A DIFFERENCE
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83%

Of consumers from
How2Recycle



Over time, 940%
consumers tell us
that How2Recycle
has caused them
to recycle more,
and recycle more

accurately .

Mid 2014 Early 2015 Mid 2015 Early 2016

I



(1%

Of consumers
for using
HowZ2Recycle.



Sparks internal
conversation
about
recyclability

Helps brands
connect with their
consumers in a
new way

- Gives brands an easy

way to talk about
recyclability with
suppliers

Broadens
perspective on
material and
format choices

for packaging
innovation

Is a way to create

success stories for

your company and
your team




ReStart the Cycle

A HowZRecycle Initiative




