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The ABCs of EPR:

What consumers REALLY expect from
companies on packaging engof-use

Sustainability is our business



SUSTAINABILITY Gov. Polis signs Colorado’s EPR for
Maryland Passes Packaging EPR Law; Industry packaging bill

Groups Weigh In

g;\uw n @ & = @

Plastics: 2024 State Policy
Trends

EPR Is having a moment. e

May 7, 2024

Maryland Gov. Moore signs
packaging EPR into law

Maryland becomes the sixth state with an EPR for packaging law. It

“ GreenbizTalks

ramps up reimbursement between 2028 and 2030.

And that moment Is about t0 DECOME pommmomreremesrnee Lo o™
much more than a moment as EPR
continues to expand. Not only iIs EPR

here to stay, but its regulations will
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Extended Producer
Responsibility 101

SUSTAINABLE PACKAGING

influence and shapepackaging | P RePort Urges Federal 6 Legistation

transforming the packaging industry

g firms to rethink
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Packaging groups eye federal How Minnesota’s new
management for decades to come.

2025 Extended Producer
Responsibility law will work

r more mature EPR and

=d tariffs is front of mind for some pa
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deposit return poli
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) ) PO Home - Research - State Taxes * Extended Producer Responsibilty
MPCA confirms registration of Extended Producer Responsibility
Minnesota’s initial packaging producer September 26, 2024 - 34 min read
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a moment to explain the basics of what EPR
IS for those who might not know.
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EPR:

What is 1t? How IS It?
And where IS It?



EPR:What Is it?

Although the specifics vary by state, Extended
Producer Responsibility (EPR) Is a policy that
places legal and financial responsibility for
managing a material throughout its entire lifecycle
on the companies that produce the material.



EPR:What Is 1t?

In other words, companles can no longer just
OnakeEOh OAI| EOh Al A £l O

Companies in theU.Sare now obligated to design and produce
products and packagingwith reduced environmental impact.*

*(E.qg., increased recyclability, recycled contentenewably sourced and lighter weight)
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EPR:How Is 1t?

Depending on the state, EPR
requirements include things like:

A Joining thestate PRO (Producer Responsibility
Organization)? or, sometimes, an SO (Stewardship
Organization). These are produceted nonprofits that
develop programs for management of the packaging lifecycle
under EPR laws

A Meeting specific targets for recyclable, compostable or
reusable packaging, and/or improve collection rates

A Providing detailed data on packaging materials, weights and
volumes

A Providing record-keeping audits and educationaloutreach

A Reimbursing municipalities for the costs of managing the
end of use of materials

A Paying PRO feesbased on a variety of factors such as weight,
type and sustainability impact of packaging materials

ERM _ _
SHELTON Source:SnaplincConsulting

And failure to comply could lead to:

A Dalily fines of up to $50,000 per day (up to $100,000 for
subsequent violations within 5 years)

Regulatory action from state bodies
Lawsuits from environmental advocacy groups

Legal actions orforced shutdowns for injunctive relief

o o Io Do

Inclusion on PRO list of non-compliant member
organizations



EPR:Where IS It?

As of 2025, seven states have active EPR or similar packaging laws:

Washington: Recycling
Reform Act B 5289

v

\ Maine: An Act to Support

Oregon: Plastic Pollution and .
and Improve Municipal

Recycling Modernization Act

Recycling Programs to Save
(SB 582) Taxpayer Money (LD 1541)
Colorado: Producer — \ ,
Responsibility Program for Maryland: Extended

Statewide Recycling Act Psr%dlgjgir Responsibility law
(HB 22-1355) ( )

California: Plastic Minnesota: The Packaging Waste

Pollution Prevention and Cost Reduction Act (HF3911)
and Packaging Producer

Responsibility Act (SB 54)

ERM
SHELTON  sourcehttps:// blog.sourceintelligence.corfpackaging-epr-laws-in-the-us 8
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company can use this EPR moment while you're

redesigning packaging to reduce costs to bake
In the wish list of things consumers want in that

PAAEACEI C 8 Ol Ul O AAl EI
favorability.
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That's the purpose of this report: to pinpoint the
consumer opportunity amidst the cost and hassle
of managing EPR.

To do that, let's first examine what consumers are

concerned about regarding the environment, and
what they specifically want from packaging.
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. A GtarQwith insights
from our latest Global
Eco Puls® study.

"


https://www.sheltongrp.com/insights/cultures-countries-and-your-sustainability-story/
https://www.sheltongrp.com/insights/cultures-countries-and-your-sustainability-story/
https://www.sheltongrp.com/insights/cultures-countries-and-your-sustainability-story/
https://www.sheltongrp.com/insights/cultures-countries-and-your-sustainability-story/

o% agree

that global warming, or climate change, Is occurring,
and it i1s primarily caused by human activity

94% 89% 89% 85% 81% 79% 79%

India  Brazil UAE Nigeria Turkey UK China

(1% 70% 70% 70% |68% | 66%

Spain Germany Poland Canada| USA | Australia

Source: Global Eco Pul§2024 7 Globally weighted by subregion
ERM How much do you agree or disagree with the following statement: Global warming, or
SHELTON climate change, is occurring, and it is primarily caused by human activitgn=7,140)



2%

of people we surveyed from around the globe
say they are very/extremely interested In
hearing from companies about their efforts to

ERM Source: Global Eco Pul82023 - Globally weighted by subregion
SHELTON ) [ p s A -
How interested are you in hearing from companies about their efforts to reduce greenhouse gas emissions? (n=5,497)

Many companies are spending significant amounts of money to reduce their greenhouse gas (GHG) emissions in order to figidtelichange.
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0%

of people we surveyed from around the
globe say knowing a company is a leader In
reducing GHG emission; their
opinion of that company

3%

of people we surveyed from around

the globe say knowing a company is

a leader in reducing GHG emissions
their opinion of that

company
ERM Source:Global Eco Pulsg 2023 - Globally weighted by subregion
SHELTON How does knowing a company is a leader in reducing its greenhouse gas (GHG) emissions impact your opinion of that company? 14

(n=5,497)
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Inflation 72%

Political unrest/war 64%

Plastics in

; 63%
oceans/rivers/streams

Water pollution 69%

lastics |_n 68%
pceans/rivers/streams
Water shortages 67%

Food shortages 92%
Water pollution 90%

Use of harmful chemicals 89%

Source: Global Eco Pul82024-How concerned are you about the following issues right now? (n=7,140)

Inflation 74%

Water pollution 68%

Plastics in

. 67%
oceans/rivers/streams
Plastics |_n 74%
oceans/rivers/streams
Political unrest/war 74%
Plastic waste 65%

Water pollution 61%
Use of harmful chemicals 58%
Deforestation/environme 53%

ntal destruction

Water pollution 87%

Air pollution 85%

Deforestation/environme
ntal destruction

Inflation 70%
Water pollution 70%
Political unrest/war 70%
m— 02 Tmzen
Air pollution 91%
Water pollution 89%
Plastic waste 88%
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Inflation 66%

Water pollution 65%

Plastics in

. 65%
oceans/rivers/streams

Use of harmful chemicals 74%
Air pollution 74%
Water pollution 73%
Y .
A1 *
69%
Plastics |_n 61%
ocean
58%

Water pollution 82%
Inflation 82%

Use of harmful chemicals 81%



In fact,

0%

of people in America are somewhat to
extremely concerned about the packaging
they use ending up in the environment

Source:The ABCs of EPR 2025How concerned are you about the packaging you use (food, personal
care, etc.) ending up in the environmentgn=1,001) Somewhat, very, and extremely concerned 16



The truth Is:
people are
concerned
about a lot.
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And Indeed,most
people want to

be eco-friendly

(and buy that way) ...



0%

want to be seen as someone who buysd
uses ecefriendly products

89% 81% /8% /6% ¥3% /3%

India Nigeria UAE Turkey Brazil China

52% 51% 49% 49% 46% 45% 43%

Canada Germany  Poland UK USA Spain Australia

Source: Global Eco Pul§2024 z Globally weighted by subregion
&\\ﬂ/’% ERM How much do you agree or disagree with the following statement: Buying/using eefmiendly products is an important part of my personal image?
7/1\\\\\}% SHELTON (n=7,140) 19
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purchased? or not purchased?
because of the environmental or social
record of the manufacturer

Source: Global Eco Pul§e2024 7 Globally weighted by subregion
Have you ever chosen one brand or product over another or stopped purchasing a brand or product
HELTON based on the environmental or social record of its manufacturer? Name the brand. (n=7,140) 20
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But at the end of the

AAUh OEAUOGOA OAAI |
looking to companies to

solve many of our

biggest environmental

problems.
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6%

hold companies strongly/very strongly responsible for making
changes thatpositively impact the environment

83% 81% 80% /8% /6% /6% /1%

India Brazil China Germany Nigeria Spain UK

6/% 64% 64% 63% |61%|41%

UAE Canada Australia Turkey | USA | Poland

Source: Global Eco Pul§2024 7 Globally weighted by subregion
ERM How responsibledo you feel each of the following are to change practices to positively impact the environment?

SHELTON (n=7,140)



3% believe

companies should have some to very much responsibility for the
end-of-life disposal of their products

89% 89% 88% 88% /6% /4% /4%

Brazil India UAE China Nigeria  Spain Canada

3% /3% /1% [69%| 66% 65%

UK  Germany Turkey USA | Australia Poland

Source: Global Eco Pul€2024 7 Globally weighted by subregion
% ERM How responsibledo you feel each of the following are to change practices to positively impact the environment?

7))\ SHELTON (n=7,140) -



O0o
/3% believe both the company who made the product and the company who ﬂn
made the packagéold responsibility for proper disposal , and half even
believe the retailer who sold it bears responsibility

% some/very much responsibility

%ERM Source:Thp_AI%C§ gf AEI?R’ZO%I—!OLN mgch rgsAponsib_i.Iit_y for prer(Iy di"sposinq qfa o R o
%Ill\\\\}\?SHELTON DOl AOAOGB O PAAEACET ¢ Al AAAB=100B OEA A 111 xET ¢ Al OEOEAO EAOAes



31 AAOAA 11 OEAOAcoBGUR®Oh
want companiesto be responsible for what
ultimately happens to the products they produce
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If somebody buys the
product and the
DAAEACA EOO0O
they have itin their
pOSSession, how IS

the manufacturer
supposed to

responsibly deal with
Its end of life?
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To answer that question, we surveyed both consumers and corporate
professionals to get their perspectives.

On March 1%27, 2025, we surveyed both consumers and professionals to get
perspectives on the current state of EPR, to explore what consumers believe companies
OET OI A AA AT EICch AT A O Z£ZETA 100 Eix DOl ZAOCOEIT T A1 O OEAX

Consumers Professionals
1,001 participants 46 participants
United States only A United States: 37

A Female: 53% A Canada: 5
A Male: 47% A Other countries: 4
Representative of region, gender, age and ethnicity Variety of industries, including chemicals/plastics, food and

Margin of error: +/-3.1% beverage, paper/paper products, building products

Variety of company sizes

Variety of roles, many with a sustainability focus and/or
iInvolvement in sustainability at their companies

ERM
SHELTON Source:The ABCs of EPR 2028 onsumer and B2B) 28
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Note: For the upcoming slides we use icons to delineate the two groups:

Data from the€onsumersurvey will Data from the[ e survey
be indicated with this icon/color will be indicated with this icon/color

ERM
SHELTON Source:The ABCs of EPR 2028 onsumer and B2B) 29



First, we looked at recycllng as an endof-life optlon 76% of people
El 'l AOEAA OAU OEAUGOA AT 11 OAA

Three quarters of people always/almost always recycle things they believe could be recycled

| always recycle things | believe could be recycled 48%
76%
| almost always recycle things | believe could be recycled 28%
| sometimes recycle things | believe could be recycled 16%
| rarely or almost never recycle things | believe could be recycled™4%

| never recycle things | believe could be recycled 4%

ERM
SHELTON Source:The ABCs of EPR 2025Which of the following best describes your recycling behavioat home? (n=1,001) 30
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and it makes them feel better about their consumption.

35% (%

somewhat or very strongly somewhat or very strongly agree
ACOAA OEAO OOAAUAI EDEAGBOOOEAUAIABRAC | A
minimum | can do for about the amount of things |
OEA Al OEOI 11 Al1l00 POOAEAOA [ O ATl

i ErM

7/I.i\\\§\\\j SHELTON Source:The ABCs of EPR 2025How much do you agree or disagree with the following statement{a=1,001) 31
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Maybe the reason people are all about recycling is because

LJ/

EO60 ZAZAO AT A AxAU OEA OIADHE A A4 EQE
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external communications (and has been for many years).

® None at all/some ® Moderate m A |ot/A significant amount

[EEN
a1
(o2}
N
(62
—

Recyclability
Reducing plastic waste 21 8 17
Circularity/circular economy 23 7 16

N
(6]
~
=
1SN

Packaging innovation

N
N
[EEY
o
H
N

Packaging waste

N
oo
[EEN
N
o

Compostability

Extended producer responsibility (EPR) 33 7 §)

Biodegradability 35 7 4

ERM
SHELTON Source:The ABCs of EPR 2025 (B2B)What emphasis does your organization currently place on the following topics in its external communication&?=46) 32



That level of communication is no doubt a big reason why
consumers reportOAOU EECE Ol AAOOOAITbKET C
very few other end-of-use terms.

| could explain it to a friend without looking it up
® | have a general idea of what it means, but | probably couldn't explain it correctly to a friend

Recyclin 80%
e
0
End of life 22
. 18%
Product stewardship .
. 17%
Circular economy
0
Circularity 150
- 13%
Extended Producer Responsibility .
0
EPR 2
ERM Source:The ABCs of EPR 2025Which of the following best describes your knowledge of each of the terms belo?=1,001) 33
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https://unsplash.com/@jgrospe?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/photos/FkPMYhaeF8g?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

y confident the
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of consumers are very 0 | ‘
thmgs they oss in't
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Source:The ABCs of EPR 2025How confident are you t he things you t
recycling bin actually get recycled? 01)




7A0 OA OAAT OEAO OEADPOEAEOI AAI
grow over the past sixyears. Today, 32% are not confident that
what they put in the bin is getting recycled.

40% i 32% 32%
: : 30%_ aiut et
30%
Y— ) 3% -
@
S 20% 19% -
52
O
10%
0%
2019 2020 2021 2022 2023 2024 2025
% ERM Source:The ABCs of EPR 2025How confident are you that the things you tossin a

%Iul\\\\>\$ SHELTON recycling bin actually get recycled? (n=1,001) 36
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The positive flip side Is:

o0

of those who fee confldent it works are
committed to recycling

Source:The ABCs of EPR 2025How confident are you that the things you tass in a
recycling bin actually get recycled¥Confident in Recycling n=289)

37



Key insight: When peopléebelieve for suran item will be recycled, their
likelihood to recycle goes way up, anthalf are even willing to make
the additional effort to take that recycling to a drop  -off location .

B Not at all/not very likely Somewhat likely Verylextremely likely

Place itin my curbside bin . 15% 78%

Take it to a drop-off location | go to regularly 30%

Wash the packaging to make sure it's clea

Take it to a drop-off location that is outside of my routine but still in my community

Mail it back to the company

ERM Source:The ABCs of EPR 2025If you knew for sure that a piece of packaging would be recycled if you did
SHELTON one of the following actions, how likely would you be to do each of those actiong?=1,001)

23%

54%

47%

34%

24%

38



And again, those who are confident in recycling ammore likely m?
to do all these recycling actions .

l‘ m Confident in Recycling ®m Overall % verylextremely likely

Place it in my curbside bin

Take it to a drop-off location | go to regularly

Wash the packaging to make sure it's clea

Take it to a drop-off location that is outside of my routine but still in my community

Mail it back to the company

% ERM Source:The ABCs of EPR 20251f you knew for sure that a piece of packaging would be recycled if you did one of the following actions, how likely
l\\\\}\ SHELTON would you be to do each of those actiong®verall n=1,001), (Confident in Recycling n=289) 39



\{V[\at__t_his\ means 1S thqt consumers Wi[l get more )
ET Ol 1 OAA xEAT OEAU AAIlI EAOA
Is actually working.

That suggests a big opportunity to bring consumers
along in the EPR journey. But right now, companies
are falling short in their communications (and even
their initiatives).

N Erm
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We know this, because when we ask consumers how they think companies
AOA AT ETC AO OAEEIT C OAODPI T OEAEI EOQU A& O

6% 5S0%

think companies and manufacturers are OEEI| E |NGA N ol
doing very or extremely well at taking
steps to ensure their packaging waste
does not end up in the environment

ERM Source:The ABCs of EPR 2025How well do you think companies and manufacturers are doing at taking steps to ensure their
SHELTON packaging waste does not end up in the environmen{®=1,001) 41



But those who are confident in recyclinghink companies are
doing a much better job at dealing with waste than those who
AOAT 60 Al 1T £ZEAAT Os8

Very/extremely confident in recycling Not at all/not very confident in recycling
41%
Very/extremely well
2%
. 34%
HO\.N they th'r.]k Somewhat well
companies are doing 23%
25%
Not very well/not well at all
75%

ERM Source:The ABCs of EPR 2025How well do you think companies and manufacturers are doing at taking steps to ensure their
SHELTON packaging waste does not end up in the environmen{h=1,001) (Confident in Recycling n=289)

42



. A Gelap for a second:
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1. People expect companies to take care of the proper disposal of
their-products and packages.

2. 2AAUALElT C ZEZAAT O 1T EEA A CITA 1T bCcC
has been shaken.

3. The less confident they are that recycling works, the less they
believe that companies are doing a good job with item #1.

(/ 7 %6 %2 8
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8 ) A& OCEAU $/ AAI EAOA OAAUAI EI C x
A-OA~I.EEAT U Ol OAAUAI A |} AOAT xE
A And more likely to feel good about the companies

they buy from‘(driving brand favorability and
preference)

% grMm
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Which means:

Companies and brands should be demonstrating and

communicating all the ways that the recycling systenS working,
which will boost both recycling rates ANDDbrand perception!

% grMm
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Soinstead of solely communicating their own
progress on recyclability, brands need to ALSO
tell a story that reinforces faith in the overall
recycling system.

.,
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Our research shows thatompanies give themselves better markthan consumers do
Al O AT OOOETI ¢ PAAEACEI C xAOOA Al AO1 60 xE

How Consumers How [ eI think companies are

think companies are doing: doing:
Consumers Professionals

. Verylextremely well

. Somewhat well

. Not very well/not well at all 6 out of 46

16 out of 46

24 out of 46

ERM Source:The ABCs of EPR 2025 (Consumer and B2BHow well do you think companies and manufacturers are doing at taking steps to ensure their
SHELTON packaging waste does not end up in the environmen{h=1,001) (B2B n=46) 48



Another reason for this disconnect?

According to our analysis findings, companies
AOAT 6 O /Ahehre@ikdicorisimers say
they should be focused on:

Biodegradabillity.

R 3



Through a Max Diff
approach, we determined
which end-of-life actions
would improve consumer
opinion of a company the
most,and which would
Improve opinion of the
company theleast.

ERM
SHELTON

41 AAOOAO O1 AAOOOAT A EIT x - Acg
analogy:
Think back to grade school, when team captains chose

players for each team. The captains took turns picking the
best players.

In our Max Diff, for each turn, thecaptain is evaluating
players against each other and choosing the one that

would help the team the most and the one who would

help the teamthe least. § 4 EAT E CI 1T AT AOO |
that in school!)

| OO Obi AUAOOGe xAOA A OAOEAOL
take to have more responsibility for the disposal of their
packaging. Turn after turn, respondents (our team

captains), picked a best and a worst out of a random
selection of options.

AEA AAOO ODPI AUAOOOG xinkreadke OE A
favorability of the brand the most.

AEA x1 OO0 ObPI AUAOOG wméende OE A
favorability of the brand the least.

50



Respondents went through the Max Diff exercise ninemes, showing
randomized combinations of the statements.

Thinking about what actions a company could do to take more responsibility for the disposal of their packaging, which of the following actions would
improve your opinion of a company the most and which would improve your opinion of the company the least? You'll repeat this exercise 9 times*

Improve Company Improve Company

Opinion Least Opinion Most

Offer a buy-back or deposit program for its packaging which allows the individual to mail their packaging back to the
company

Offer a takeback program for packaging which allows the individual to bring their packaging back to a specific location
to be disposed of by the company

Avoid using plastic in its products or packaging
Offer products in reusable/refillable packaging that you could take back to a retail location for refill

Offer products in recyclable packaging which can be recycled by bringing it to a store drop-off location

ERM
SHELTON

51



Exact wording of all Max Diff optionsunabbreviated

Offer a takeback program for packaging which allows the
individual to bring their packaging back to a specific location
to be disposed of by the company

Offer a takeback program for its packaging which allows the
individual to mail their packaging back to the company

Offer products in reusable/refillable packaging that you
could take back to a retail location for refill

Offer products in reusable/refillable packaging that you
could refill at home via routine delivery of a bulk amount

Offer products in biodegradable packaging, meaning they can
eventually break down in nature if they get into the
environment

Offer products in compostable packaging which can be put in
a home composting bin

Offer products in compostable packaging which can be
industrially composted, if available

ERM
SHELTON

Offer products in recyclable packaging which can be put in an

ET AEOEAOAI 60 AOOAOEAA AET AO
Offer products in recyclable packaging which can be recycled

by bringing it to a store drop-off location

Offer a buyback or deposit program for its packaging which
allows the individual to bring their packaging back to a
specific location to be disposed of by the company

Offer a buyback or deposit program for its packaging which
allows the individual to mail their packaging back to the
company

Avoid using plastic in its products or packaging
Reduce the amount of material used in its packaging

Invest money in recycling infrastructure, which helps make
sure municipalities can successfully accept and recycle a wide
variety of materials

Work to educate individuals on how to recycle properly

52



Here you can see how the biodegradability enodf-life option
drove favorability the most with consumers.

I Biodegradable 754 I
Reduce plastic 506
Lightweighting 440
Recyclable at home 275
Invest in infrastructure 205

Compostable at home
Reusable/refillable at retail

-47
Recyclable at drop-off

| | The complete phrasing
Reusable/refillable by delivery < . o0 o o A A = .
Buy-back by drop-off OAODI | AAI OO0 C

’ ’ products in biodegradable

packaging, meaning they

can eventually break down

in nature if they get into
OEA Al OEOIT

Compostable industrially

Takeback by drop-off

Buy-back by mail

Educate on recycling

Takeback by mail

ERM Source:The ABCs of EPR 2025 Thinking about what actions a company could do to take more responsibility for the disposal of their packaging, which of fibléowing
SHELTON

actions would improve your opinion of a company themost and which would improve your opinion of the company theleast? (n=1,001) 53
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Compostable at home

| Biodegradable

Recyclable at drop-off
Compostable industrially
Buy-back by drop-off
Takeback by drop-off

o

Buy-back by mail
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Takeback by mail

_ N _ And companies place biodegradability and other
Consumers chose biodegradability as the top thing end-of-life disposals down their list of external
companies could do to take more responsibility for communications emphasis

the disposal of their packaging

Source:The ABCs of EPR 2025Thinking about what actions a company

ERM could do to take more responsibility for the disposal of their packaging, which Source:The ABCs of EPR 2025 (B2BWhat emphasis does your organization

sHeLToN  ©Of the following actions would increase your opinion of a company thenost currently place on the following topics in its external communications n=46) 54
and which would increase your opinion of the company théeast? (n=1,001)



We get |t Blodegradablllty IS a Compllcated topic.

PN

&1 O | A OEET Ch EO6O0 11C
companles face legal limitations with this claim.

FTC Green Guides say: EU Green Claims Directive says (among MANY UK Green Claims says:

O! 1 AOEAOGAO 1 AEET ¢ Aflothé ihifgdwhictiagily Ao/l claims): 0) £ A POT AGAO xEITIT 11
degradable claim should have competent Ol AT i PAOAOEOA AT OEOT 11 Atofpostin BertadniednditionS Aoh O O

and reliable scientific evidence that the ensure that also for products with very different example requiring specialist equipment

entire item will completely break down raw materials, uses and process chains. For or processes that are not commonly used,
and return to nature (i.e., decompose into example, agriculture or forestry is relevant for this should be explained. Otherwise,

elements found in nature) within a bio-based plastics while raw oil extraction is consumers are liable to assume the claim
reasonably short period of time after relevant for fossibased plastics and the question applies to the typical methods for

AOOOT T AOU AEODI OAl | wwkehé & delevant sharelbfithe orad@d ends upin - AEODT OET C 1T £ OEA DOl
landfill is highly relevant to plastics that

One year after customary disposal? biodegrade well under landfill conditions but (iiTh OEAOAG6O OEAO b,
Unfortunately, that may be dependent maybe less relevant for plasticsthatdonot ~ EOOOA ACAET 8
on where the material is? Alaska vs. AET AARACOAAA O1 AAO OOAE Al 1T AEOQOEI T 0856

Hawaii, for instance.
Yikes.

ERM
SHELTON 55



Yet clearly consumers appear hypefocused on
biodegradability. Why Is that?
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Another way to interpret the data is thatright now,
consumers are looking to companies tadesign in

sustainabllity at the beginning, rather than relying on
EOL solutions
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But only 14 companies we surveyed said they place a significant

Pa

Al PEAOEO I 1 DPAAEACEI C EIT1T OAOEI
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B Some/None at all Moderate B A |ot/A significant amount

Recyclability

Reducing plastic waste
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Circularity/circular economy

Packaging innovation

Packaging waste
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Compostability

Extended producer responsibility (EPR)

Biodegradability
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ERM Source:The ABCs of EPR 2025 (B2BWhat emphasis does your organization currently place on the following topics in
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out of 46

companies are somewhat to
extremely concerned about EPR
OACOIlI AOEIT O 8

Source:The ABCs of EPR 2025 (B2B)Newsletter: How concerned is your
organization about extended producer responsibility (EPR) regulatio{s246)
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O out of 4

agree their companies haveesponsibility
for the end -of-life disposal of their
products

Source:The ABCs of EPR 2025 (B2BlHow much responsibility do you think a company
has for the enebf-life disposal of the product it manufacturersh=46)
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To drive consumer engagement in EOL
solutions AND build brand affinity,
companies will need to reassure consumers
there are other ways tohandle waste
successfully.

, AOGO A@DPI T OA x EhoOIdbA tothd Al
(and talking about) to increase brand affinity with
consumers and give them that reassurance.
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and they need lots of help from companies.
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O- AEA EO AAOuUh EAI B OOh AAOAQ%&
You can see their angst Manage lifecycle

coming through in Teach me about disposal

their unaidedanswers Reward correct disposal

to what companies It's my responsibility

should be doing to take Make sustainable products
responsibility for the

disposal of the Biodegradable/Compostable
ranufactire. Recyclable

Reduce plastic Be transparent

Help the environment

Consumers clearly Tnnovate Recycled content
. A o Urge recycling
showed ahunger for Dispose correctly

guidance and help Make disposal easy
with EOL. Help me with disposal

Minimize packaging

ERM Source:The ABCs of EPR 2025If a company is going to take responsibility for the disposal of the

b e packaging it manufactures, what do you think that means they should be doin¢?=1,001) 63




O#1 1 6001 AO OEI 02A0001 EO AAI O" AET ¢ AEAOCAA
give packaging back to company or store it was they produce or there should
retailer and manufacturers AT OCEO A&OT i 86 be requirements for using the

should pick it up and reuse most eco friendly packaging
I O OAAUAT A OE/ bl OOEAI A8o

O)1 OAOGOET ¢ EI Ol OOOA EO6O0 OA

recycling centers where environment should the end

Dol AOGAOO AOA user not dispose of it properly,
make it as easy as possible to
AEODT OA 1T £ AT A
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DOEIl OEOEUA %/, EI EOEAOEOAC
part, and to bring consumers along for the journey.
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Overall, consumers are looking to companies to make packaging

more sustainable when they originally design and create it. This puts

the responsibility on the company first, building consumer trust.

Biodegradable 754
Reduce plastic 506
Lightweighting 440
Recyclable at home 275
Invest in infrastructure 205

The complete phrasing respondents saw:

A Offer products in biodegradable packaging, meaning they can eventually break down in nature if they get into the environment
Avoid using plastic in its products or packaging

Reduce the amount of material used in its packaging

. ~ o~ ~ - PERVN

| £#FAO DPOI AOAOO E OAAUAI AAT A PAAEACETI ¢ xEEAE AAlT AA OO EI

o o Do Do

Invest money in recycling infrastructure, which helps make sure municipalities can successfully accept and recycle a wide
variety of materials

Source:The ABCs of EPR 2025 Thinking about what actions a company could do to take more responsibility for the
disposal of their packaging, which of the following actions would increase your opinion of a companmtstand which

ERM ; . -
SHELTON would increase your opinion of the company tleast?. (n=1,001)
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) £ AT TDATEAO AI180
PAOAADPOEIT x1160 E
the onus on the consumer.

Compostable at home
Reusable/refillable at retail
Recyclable at drop-off
Reusable/refillable by delivery
Buy-back by drop-off
Compostable industrially
Takeback by drop-off
Buy-back by mail
Educate on recycling
Takeback by mail -585

47
-65

-536

Source:The ABCs of EPR 2025 Thinking about what actions a company could do to take more responsibility for the
disposal of their packaging, which of the following actions would improve your opinion of a companynhstand which

ERM would improve your opinion of the company tHeast? (n=1,001
SHELTON P Y P pany ( )
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then you can move on to encouraging consumersto
Al AOAAA OAOEI OO %/, OI 1 OOE
embraced recycling.

.,
M€ ERM
%m\}\ SHELTON



Look what happens when they know for sure an item would be
recycled: Likelihood to recycle goes way up, and half are even willing
to make the additional effort take that recycling to a drop-off location

@Notat all/not very hkely » Somewhat likely o Very/extremely likely

PMace it in my curbuide n

Take &t to a drop-off location | go to regularly

Wash the packaging to make sure R's deam

Take it to a drop-aff location that Is outside of my routine but still in my
Community

Mail it backto the company

s:l'tm Source ABCx of KPR - If you knew for were that & plece of pachaging would be recrcled f you did one of the follswing 1
actions, Aow Shely would you be 10 do ench of these actions” (s 1001)
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Reusable/refillable at retalil -47 ‘
Recyclable at drop-off -65

The complete phrasing respondents saw:

A Offer products in reusable/refillable packaging that you could take
back to a retail location for refill

A Offer products in recyclable packaging which can be recycled by
bringing it to a store drop-off location

Source:The ABCs of EPR 2025Thinking about what actions a company could do to take more responsibility for the
disposal of their packaging, which of the following actions would increase your opinion of a compangtstand
which would increase your opinion of the company tleast? (n=1,001)
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Knowing no company can do everything all at once,
we used a TURF analysis to figure out which
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'"TET ¢ AAAE Ol OEA COAAA OAEI
When you (the captain) are thinking of who to pick for

your team, you are assessing skills, thinking about who
works well together, and more.

A TURF can be viewed similarly:

You (the captain) want to see the optimal group of people
to pick for your team. Similarly, TURF allows you to see
optimal combinations of actions that would increase

What IS a TURF’) the favorability of your brand the most.
" AEEO EO AT T A OEOiI OCE OOAAAES

Total Unduplicated Reach and Frequency If you were playing a game of basketball on the

playground, 100% reach would be the ultimate team.
Starting with the first person you (the captain) pick, they
provide some percent of reach toward putting together the
ultimate team. As you start to pick more people, the
combination of all the teammates together increases the
amount of reach until you obtain 100% reach (the ultimate
team).

In this TURF it works the same way, but instead it is the
optimal combination of actions that would increase
the favorability of your brand the most.

ERM
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A team with only one player (biodegradability) would appeal to 59% of consumers. |
) £ xA AAAAA A OAAIT A Pl AUAO | odecansumers ' 'D
X E | E Alrdddyré3ponded positively to player one, and so forth.

0,
97% 999% 100%
Incremental Reach 92% 92% The following features
provide no additional reach:
Total Reach 80% A Takeback by dropoff
A Takeback by mail
59% A Reusable/refillable at retail
A Compostable industrially
A Reusable/recyclable by
delivery
A Recyclable at dropoff
21% A Buy-back by mail
1204 1204 A Educate on recycling
o)
5% 20 1%
Biodegradable Reduce Lightweighting Buy-back by Investin Recyclable at Compostable at
plastic drop off infrastructure home home
For this team, either lightweighting OR buy
back by drop-off could get us to 92% reach
ERM Source:The ABCs of EPR 2025Thinking about what actions a company could do to take more responsibility for the disposal of their packaging, which foflitwing

SHELTON actions would increase your opinion of a company thestand which would increase your opinion of the company tleast? (n=1,001) 73



Now that we understand
consumer beliefs and
behaviors, and know what
they expect from
companies, we can create a
step-by-step plan to
address EPR successfully.
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Step 1.

Do everything you can tokeep
waste out of the environment
at the beginning of product
development/design

A Design packaging that is recyclable or biodegradable*

A Make packaging as light and simple as you can

) £ Ul 660A 1 OAEU AT1 OCE OF AA TTA 1T &£ OE
biodegradability code in your packaging, kudos. Ride that biodegradability wave as
EAOA AO Ui 6 AAT AU ATl i1 O01 EAAOET ¢ EO AOAq
brand favorability.
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Step 2:
Continue to make efforts to
Improve recycling rates

A Invest in recycling infrastructure

A Educate consumers on how to dispose of
packaging the right way

A Show and tell the story that recycling IS working!

o

Motivate and engage consumers in recycling

A Until the plastic waste problem is addressed and
plastic recycling rates increase substantially
from the current 6% globally, plastic content will
continue to be a negative for consumers. So

Ai i1 OTEAAOA xEU Ul 06 0A OOEI

legit reasons; tell the story
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