EPR through the consumer lens -
and how you can make the most of it

FPI Conference
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Sustainability is our business sheltongrp.com



for organizations that are
creating a sustainable future.

We create a market advantage

N erm

%ﬁ\\\\% SHELTON
©2025 ERM Shelton. ALL RIGHTS RESERVED.



We start here...

Energy
ECO
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Steel food cans
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So, we're going to dig into consumer perceptions of
packaging and end of use,

Let’s start with context:
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85% agree

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

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

India  Brazil UAE  Nigeria Turkey UK China

77% 70% 70% 70% 68% 66%

Spain Germany Poland Canada U.S.A. Australia

Source: Global Eco Pulse® 2024 - Globally weighted by subregion
How much do you agree or disagree with the following statement: Global

% ERM warming, or climate change, is oc'a.lrring, and it is primarily caused by
%ﬁ\\\\\\\§ SHELTON human activity. (n=7,140)
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7%

Of people we surveyed from around the globe say, they are
very/extremely interested in hearing from companies about
their efforts to reduce their environmental impact

N grM
\/Ili\\\\:\\\\ SHELTON Source: Global Eco Pulse® 2025 - Globally weighted by subregion (n=5,673)
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Of people we surveyed from around the

0%

6%

Of people we surveyed from around the

globe say, knowing a company is a leader in globe say, knowing a company is a leader
reducing their environmental impact in reducing their environmental impact
Nlagaes their opinion of that company. b [FwycERER their opinion of that company
N grM

Source: Global Eco Pulse® 2025 - Globally weighted by subregion (n=5,673)
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Climate change isn’t in the top three...but other environmental and economic issues are

= wee Nlama e Bpan e =

Inflation 72% Inflation 74% Water pollution 87% Inflation 66%
Political unrest/war 64% Water pollution 68% Air pollution 85% Water pollution 65%
Plastics ir.1 63% Plastics ir.1 67% Deforestation /environme . Plastics in 65%
oceans/rivers/streams oceans/rivers/streams il e 84% oceans/rivers/streams

Water pollution 69% Plastics in 749 Inflation 70% Use of harmful chemicals 74%
oceans/rivers/streams
Plastics in Water polluti 70% Air polluti 74%
e 68% Political unrest/war 74% aterpotution ’ 1T potittion ’
Water shortages 67% Plastic waste 65% Political unrest/war 70% Water pollution 73%
Bloes oo Blom wn T e e e
.
Food shortages 929, Water pollution 61% Air pollution 91% Inflation 69 %
Water pollution 90% Use of harmful chemicals 58% Water pollution 89% Plastics ir.1 61%
oceans/rivers/streams
; 0 Deforestation /environme Plasti t 88%
Use of harmful chemicals 89% Htal destruction 53% asticwaste 0 Plastic waste 58%
C- FiHEE N
Water pollution 82%
Inflation 82%
117,
M ERM Use of harmful chemicals 81%

Source: Global Eco Pulse® 2024-How concerned are you about the following issues right now? (n=7,140)



6%

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

Source: ERM Shelton Circularity 2025 - How concerned are you about the packaging
you use (food, personal care, ete.) ending up in the environment? (n=1,001) Somewhat,
very, and extremely concerned

©2025 ERM Shelton. ALL RIGHTS RESERVED.



The truth is: we're
concerned about a lot.



Most people want to be
eco-friendly (and buy
that way)...



&

5%

want to be seen as someone who buys & uses eco-friendly products

89% 81% 78% 76% 73% 73%

India Nigeria UAE Turkey  Brazil China

520 51% 49% 49% 46% 45% 43%

Canada Germany Poland UK U.S.A. Spain Australia

Source: Global Eco Pulse® 2024 - Globally weighted by subregion
117, ] , . ; 5
w How much do you agree or disagree with the following statement: Buying/using
I'l\\\\\$ eco-friendly products is an important part of my personal image? (n= 7,140)
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Please tell us if you've consciously purchased greener (more
energy-efficient, natural, eco-friendly, etc.) products in any of the
following product categories.

Food or beverage | 5%
Personal care (soap, hand sanitizer, deodorant, lotion, makeup, etc.) _W
Household paper products (paper towels, napkins, toilet paper, paper plates, etc.) _ 45%
Home cleaning products (counter, floor, toilets, etc.) _ 41%
Clothing, shoes or fashion accessories _ 39%
Disposable plates, cups, etc. _ 36%
Laundry detergent _ 36%
Electronics (TVs, cellphones, tablets, laptops, printers, etc.) _ 32%
Lighting | :0:
Electricity (generated via solar, wind, etc.) _ 30%
Appliances |G 279
Writing, copy or printer paper _ 25%
Home improvement/construction (windows, flooring, insulation, etc.) _ 23%
Heating or air conditioning _ 21%
Automobile/vehicle _ 21%
Bt
I 17

Furniture

Water fixtures or plumbing products

None [ 6%
Source: Global Eco Pulse® 2024 - Globally weighted by subregion
ERM Please tell us if you’ve consciously purchased greener (more energy-efficient, natural, eco-friendly, etc.) products in any of the following product categories.
SHELTON (n=7,140)
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@

1%

can name a product or brand they've
purchased - or not purchased - because
of the environmental or social record
of the manufacturer

Source: Global Eco Pulse® 2024 - Globally weighted by subregion
-Have you ever chosen one brand or product over another or stopped
purchasing a brand or product based on the environmental or social record of

its manufacturer? Name the brand. (n=7,140)
15
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2%

of Americans can name a product or
brand they’'ve purchased - or not
purchased - because of the
environmental or social record
of the manufacturer

Source: Global Eco Pulse® 2024
-Have you ever chosen one brand or product over another or stopped
purchasing a brand or product based on the environmental or social record of

its manufacturer? Name the brand. (USA n=2,063)
16
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Please tell us what brand /product you've chosen to purchase because
of the environmental or social record of its manufacturer

Johnson & Johnson . )
Arctic Fox Chick-fil-A

Ben & Jerry's

American Express  Arm & Hammer Am aZ On
Mrs. Meyer's
Toms Pepsi Naked

Honest CDmpdny Who Gives a Crap Chevrolet Dr. Bronner's

Tide Dixie lee Bombas Walmart

BP elf Dawn

Seventh Generation

Toyota Quilted Northern Grove Charmin Disney

Scotts .
Starbucks Coca-Cola Clorox Apple

Earth Breeze .
Adidas

Newman's Own Kirkland
Nature's Promise Ecos Native Target Saml:{,][g:gth()d

Patagoni Q Whole Foods

1
Cottonelle ] e McDonald's
Energy Star
Source: Global Eco Pulse® 2024 - Globally weighted by subregion
(US n=633) *Brands shown had 2 or more mentions

©2025 ERM Shelton. ALL RIGHTS RESERVED.



Please tell us what brand /product you've stopped purchasing
because of the environmental or social record of its manufacturer.

Wal Kellogg's
almart Vs
Home Depot LOréal
Monsanto Temu Subway  pepzey's Spices

Johnson & Johnson Nest]é

Fairlife Buc S .
) udweiser Pepsi
D1 SIICY Goya Colgate ’

H&M N . k Dixie 1 Prime Tesla
. 1 e ZARA CloroxX ggc coors i
° ° ‘ ‘
Sheln ‘ thk—fll— Shell
Cheetos Exxon

DuPont Dove

Starbucks ,,/Amazon
MyPillow McDunald'sI alget BP
MAC Cosmetics Tlde Bud Light
Tyson
Coca_co la Krul‘[—df leinz Quaker Oats
Hobby Lobby

Source: Global Eco Pulse® 2024 - Globally weighted by subregion
(US n=665) *Brands shown had 2 or more mentions
© 2025 ERM Shelton. ALL RIGHTS RESERVED.
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At the end of the day,
they're really looking to
companies to solve many
of our biggest problems.
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6%

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

83% 81% 80% 78% 76% 76% 71%

India Brazil = China Germany Nigeria Spain UK

67% 64% 64% 63% 61% 41%

UAE Canada Australia Turkey US.A. Poland

Source: Global Eco Pulse® 2024 - Globally weighted by subregion
How responsible do you feel each of the following are to change practices to
positively impact the environment? (n=7,140)

©2025 ERM Shelton. ALL RIGHTS RESERVED.



S
83% believe

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

89% 89% 88% 88% 76% 74% 74%

Brazil India UAE China._Nigeria  Spain Canada

73% 73% 71% 69% 66% 65%

UK  Germany Turkey | U.S.A. |Australia Poland

Source: Global Eco Pulse® 2024 - Globally weighted by subregion
A A ERM How much responsibility doyou think a company has for the end-of-life disposal of the
%Ill\\\\}\s SHELTON products it manufactures? (n= 7,140) 21
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73% believe both the company who made the product and the company who made
the package hold responsibility for proper disposal, and half even believe the
retailer who sold it bears responsibility

% some/very much responsibility

0
73% 73%
Company- product Company - package
52%
Retailer
§ '
ERM Source: ERM Shelton Circularity 2025 - How much responsibility for properly disposing of a product’s packaging do each of the following entities
SHELTON have? (n=1,001)

©2025 ERM Shelton. ALL RIGHTS RESERVED.
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And their expectations are not being met

6% 50%

think companies and manufacturers are e aEInot doing well
slalitdvery or extremely wellEielalifE =0

to ensure their packaging waste does not
end up in the environment

% ERM Source: ERM Shelton Circularity 2025 - How well do you think companies and manufacturers are doing at taking steps to
= N SHELTON ensure their packaging waste does notend up in the environment? (n=1,001)
(NN

23
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When it comes to ensuring packaging waste doesn’t wind up in the environment:

How consumers think How companies think
companies are doing they're doing
mv? Consumers Professionals
fm . Very/extremely well
. Somewhat well 6 out of 46

. Not very well/
not well at all

24 out of 46

_ZERM
7”&\\\}\ SHELTON ”



OK, so people want companies to better handle
packaging end of use:

How do they get the message?

N erm

%ﬁ\\\\% SHELTON

©2025 ERM Shelton. ALL RIGHTS RESERVED.



Cue #1:
What the
package says

N erm

NS SHELTON
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The top 3 ways U.S. consumers decide a product is “green”
all comes down to what'’s on the packaging.

e.g., reading the back of the packaging, e.g., trusting the claims on packaging e.g., trusting badges or logos on the
reviewing the ingredients, etc. without reviewing the details and packaging from certification
fine-print authorities
|I% ERM ERM Shelton, Eco Pulse® 2024 (n=2,003)

You've likely been seeing a lot of products that are promoted as green in stores these days. But

7/;;'1\\\ SHELTON how do you know that a product is green?
© 2025 ERM Shelton. ALL RIGHTS RESERVED.




Here are some good examples

OUR “Plativnce, PRO
| ' N‘ &
’ ) N/
&7 . ‘
= BRAND
Nutrition Facts DOTATQO D
13 sanvings per container
Serving size 1 oz [289/about 13 chips) = o N D
—_— - -
Amount per serving — -
Calories 150 < E@{
ey 215
5 12% |
5% |
[ b
U198 =)
o%
Ly
:: 0 l 'f—' Reseal package
| f and storeina
o $ dry place, out of
o% " reach of children
Protein 20 ; $AN == and pets
2 PACKS ' . Do not handle
=~ @ one large — - Oc packs with
Ll or heavily = m wet hands
JIS 0 'I solled load

1117 001 OF SEAUH OF CHILDREN. CAUTION: EYE IRRITANT. HARMFUL IF SWALLOWED. Avoid contact with eyes. FIRST AID TREATMENT: For predy
. I P ~ONTALT WITH EYES: Flush immediately with water for at least 15 minutes and consult a physician. IF SWALLOWED: Drink plenty of water and
ENR LA PORTEE DES ENFANTS, ATTENTION : IRRITANT POUR LES YEUX. NOCIF EN CAS D'INGESTION. Eviter tout contact avec les yeus. PRENIES
ritonts pour cansiitre le conteny du produit, EN CAS DE CONTACT AVEC LES YEUX : Rincer immediatement a L'eau pendant 2u mains 15 mins

CAS DINGESTION : Bowre beaucoup d'eau et consulter un médecin

ermed water softener), sodium carbonate (mineral-based cleaning agent), laureth-6 (plant-derived cleaning agent) sofium sultate jmneral-s
nzyme blend (pla

eral-based flow aid), cocos nucifera (coconut) oil (plant-derived anti-foaming agent), protease e
last-based cleaning agent), cellulase enzyme blend (plant-based cleani ~amylase enzyme bl
water-soluble film). glycerin (plant-derived processing aid)

I

LOSALS

: fragrances and tested it for skin irritation and sensitization, A s use as directed. For more mformabar
— 3 product for sensitive skin visit www.seventhgeneration.com.

ERM
SHELTON
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In the U.S., ENERGY STAR® and USDA Certified Organic are also

the most trusted [1 of 2]

B Never heard of them

USDA Certified Organic 6% 27%
ENERGY STAR® 9% ER) 25%
Green Good Housekeeping Seal 4%
U.S. EPA Design for the Environment 7%
Rainforest Alliance 5%
USDA Certified Biobased Product 5%
Fair Trade Certified 5%

Green Seal® 40%

Natural Products Association 40%

Green-e® Energy Certification 42%

Sustainable Forestry Initiative® 37%

ERM
SHELTON

Level of Trust

No trust at all

Alittle trust B Mostly trust ™ Completely trust

37%

21%

26%

4%

Source: Global Eco Pulse® 2024
How much trust do you havein ... (USA n=2,063)
©2025 ERM Shelton. ALL RIGHTS RESERVED.

5%

4%

25%

25%

26%

25%

5%

38%

24%

24%

23%

23%

24%

33% 15%
27% 12%
27% 12%

28% 10%

28%

11%

23% 9%

25% 8%

23% 8%

26% 9%

k]

= 0

BRI . 11%
o SEAy

$ .
v2) 9%

Green-e

SUSTAINABLE l 8%
FORESTRY

INITIATIVE

Best Green Third-
Party Certifier

29

Which of the
following are the
best third-party
certifiers to ensure a
product is green?



People generally know and trust the most ubiquitous third-party
certifications.

Best third-party certifiers

40%

35%

30%

25%

20%

15%

10%

% B

O% I | YOUR PARTHER IN SUSTAINABILITY
20% 25% 30% 35% 40% 45%
Level of trust

ERM % who mostly/completely trust
SHELTON

SUSTAINABLE
FORESTRY
INITIATIVE

©2025 ERM Shelton. ALL RIGHTS RESERVED.

It makes sense that consumers
most trust the certifications that

appear on products they use
every day; they’'ve been exposed
to these the most

50% 55% 60% 65%

30

Source: Global Eco Pulse® 2024 - Which of the following are the best third-party certifiers to ensure a product is green? How much trust doyou have in ... (USA n=2,063)



Cue #2:
Packaging
make-up and
end of life

—
B
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Consumers report very high understanding of “recycling,” but
very few other EOL terms

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

0,
Recycling St

—

17%

End of life

Product stewardship

Circular economy

Circularity

13%

Extended Producer Responsibility
21%

EPR

1145,
2 ERM
%/IIQ\N\R SHELTON Source: ERM Shelton Circularity 2025 - Which of the following best describes your knowledge of each of the termsbelow? (n=1,001) 32

©2025 ERM Shelton. ALL RIGHTS RESERVED.



Recycling helps the environment

97% (overall) think

99% 99% 99% 99% 98% 97%

UAE Brazil India Poland Nigeria  Spain

96% 95% 94% 94% 94% 94%

Australia UK Canada  China Germany U.S.A.

Source: Global Eco Pulse® 2023 - Globally weighted by subregion
% Do you think recycling helps protect the environment? (n=5,497)
= ERM

7)\ SHELTON
©2025 ERM Shelton. ALL RIGHTS RESERVED.



91% agree that recycling is
the bare minimum we can
do for the environment

95% 94% 92% 92% 89% 88%

China India Poland Brazil Spain  Germany

88% 87% 86% 85% 84% 83%

Australia UK Canada UAE U.S.A. Nigeria

W Source: Global Eco Pulse® 2023 - Globally weighted by subregion
S\ﬂ%\' ERM How much do you agree or disagree with the following statements? Recycling
7//\‘\\\}\? SHELTON is the bare minimum I can do for the environment (n=5,497)

© 2025 ERM Shelton. ALL RIGHTS RESERVED.



N erm

7)\ SHELTON

890/0 (overall) say,

“recycling makes me feel better about the
amount of things I purchase or consume”

95% 94% 89% 89% 86% 84%

India China Brazil UAE Poland Spain

80% 80% 738% 76% 74% 72%

Nigeria Canada Australia U.S.A. Germany 0)¢

Source: Global Eco Pulse® 2023 - Globally weighted by subregion
How much do you agree or disagree with the following statements? Recycling makes
me feel better about the amount of things I purchase or consume (n=5,497) 35

©2025 ERM Shelton. ALL RIGHTS RESERVED.
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But there's
a bogeyman
waiting in
the wings...



https://unsplash.com/@jgrospe?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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

14,
N grm
7/1\\\\\}\? SHELT

30% aren’'t confident that what
they toss in the recycling bin is
actually recycled

53% 43% 40% 37% 34% 32%

Spain  Germany Nigeria Australia Brazil Poland

32% 32% 28% 18% 14% 7%

Canada U.S.A. U.K. UAE India China

Source: Global Eco Pulse® 2023
How confident are you that the things you toss in a recycling bin actually get recycled? n=5,497

© 2025 ERM Shelton. ALL RIGHTS RESERVED.



0)1%

9%

of consumers are very or extremely confident the things they
toss in the recycling bin are ElgaiENNF=unis P y=To ¢ o

% ERM Source : ERM Shelton Circularity 2025 - How confident are you that the things you toss in a recycling bin actually get recycled? (n=1,001)
)\ SHELTON ©2025ERM Inc. ALL RIGHTS RESERVED.
N



But those who are confident in recycling are
more likely to do all these actions

Confident in Recycling = Overall % very/extremely likely

82%

Place it in my curbside bin

67%
Take it to a drop-off location | go to regularly

61%
Wash the packaging to make sure it's cleam

52%

Take it to a drop-off location that is outside of my routine but still in my community
34%

41%
Mail it back to the company

24%

ERM

Source: ERM Shelton Circularity 2025 - Ifyou knew for sure that a piece of packaging would be recycled if you did one of the following actions, how likely
SHELTON

would you be to do each of those actions? (Overall n=1,001), (Confident in Recycling n=289)
©2025 ERM Inc. ALL RIGHTS RESERVED.
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And those who are confident in recycling think companies
are doing a much better job at dealing with waste than those
who aren’t confident

Very/extremely confident in recycling ® Not at all/not very confident in recycling

41%
Very/extremely well I
; 34%
HO.W theydthilnk Somewhat well
companiles are doing 23%
25%
Not very well/not well at all
75%
ERM Source: ERM Shelton Circularity 2025 — How well do you think companies and manufacturers are doing at taking steps to ensure their

SHELTON packaging waste does not end up in the environment? (n=1,001) (Confident in Recycling n=289)



Let’s recap for a second:



1. They expect companies to take care of the proper disposal of
their products and packages.



. They expect companies to take care of the proper disposal of
their products and packages.

. Recycling feels like a good option...but their faith in the
system has been shaken.

© 2025 ERM Shelton. ALL RIGHTS RESERVED.



They expect companies to take care of the proper disposal of
their products and packages.

. Recycling feels like a good option...but their faith in the
system has been shaken.

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

©2025 ERM Shelton. ALL RIGHTS RESERVED.



1. They expect companies to take care of the proper disposal of
their products and packages.

2. Recycling feels like a good option...but their faith in the system
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.

4. BUT, if they believe recycling works, they are more likely

to recycle (even when it’s hard) and more likely to feel good
about the companies they buy from.

©2025 ERM Shelton. ALL RIGHTS RESERVED.
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Biodegradability is the EOL option that MOST drives
favorable opinions of a company.

[ Biodegradable
Reduce plastic

Lightweighting

Recyclable at home

Invest in infrastructure
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

|17,
% ERM Source: ERM Shelton Circularity 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
/Ill\\\\>\> SHELTON opinion of acompany the most and which would improve your opinion of the company the least? (n=1,001) 47

©2025 ERM Shelton. ALL RIGHTS RESERVED.



Here's another way to look at it:

O,
== |[ncremental Reach 97% 99% 1§% The following features
Total Reach 92% £ N provide no additional reach:
* Takeback by drop-off
80%
> * Takeback by mail
* Reusable/refillable at retail
* Compostable industrially
* Reusable/recyclable by
59% delivery
* Recyclable at drop-off
* Buy-back by mail
* Educate on recycling
21%
12%
5%
I —————————
Biodegradable Reduce plastic Lightweighting OR Investin Recyclable Compostable
Buy-back by drop-off infrastructure athome athome
could add 12%
= €& ERM Source: ERM Shelton Circularity 2025 - Thinking about what actions a company could do to take more responsibility for the disposal of their packaging, which of the followingactions would increase
/I'l\\\\\\\T SHELTON your opinion of a company the most and which would increase your opinion of the company theleast? (n=1,001) 48

©2025ERM Inc. ALL RIGHTS RESERVED.



“Make it easy, help us, educate us.”

Manage lifecycle

Teach me about disposal

Reward correct disposal
It's my responsibility

Make sustainable products

Biodegradable/Compostable
Recyclable

Reduce plastic Be transparent

Help th i t
elp the en;lrllronmen Recycled content
novate A Urge recycling

Dispose correctly—:

Make disposal easy
Help me with disposal

Minimize packaging

Source: ERM Shelton Circularity 2025 - If a company is going to take responsibility for the disposal of the packaging it
manufactures, what do you think that means they should be doing? (n=1,001)
© 2025 ERM Inc. ALL RIGHTS RESERVED.
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“Consumer should be able to “Return it back to the “Being charged for the waste
give packaging back to company or store it was they produce or there should
retailer and manufacturers bought from”
should pick itup and re-use

or recycle the packaging”

“Investing in more efficient
recycling centers where
products are sold”

be requirements for using the
most eco friendly packaging
possible”

“Ensure it’s safe for the
environment should the end
user not dispose of it properly,
make it as easy as possible to
dispose of and recycle”



Survey details

* The GreenBlue 2025 online survey was
fielded from 2/7 - 2/18, 2025

* Main sample data (n=2,556)

* The overall margin of erroris +/- 1.9%

ALL RIGHTS RESERVED.



Here’s a quick case study to show you
how some of these concepts work in the

real world...

.,
& ERM
%ﬁ\\\\% SHELTON
©2025 ERM Shelton. ALL RIGHTS RESERVED



CANNED

GLOD
\—/ ™

ERM Shelton partnered
with the Can Manufacturers
Institute and canned food
brands to tell the infinite
recyclability story of

the steel food can.

-\~ ERM

%//i\\>§ SHELTON

© 2025 ERM Shelton. 4


https://www.cancentral.com/sustainability/metal-recycles-forever/
https://www.cancentral.com/sustainability/metal-recycles-forever/
https://www.cancentral.com/wp-content/uploads/2023/01/Can-Recycling-Guide-V15-1.pdf
https://www.cancentral.com/wp-content/uploads/2023/01/Can-Recycling-Guide-V15-1.pdf

Canned Good was a three-year campaign, running
from 2022 to 2024. We wanted to do three things:

1. 2. 3.
Increase awareness Utilize retail and Increase canned
of the infinite digital media to food sales based
recyclability of drive preference. on recyclability

the steel food can. messaging.

ERM
SHELTON

©2025 ERM Shelton. ALL RIGHTS RESERVED.
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[t worked!
129 lift 16% lift 269% lift

in favorability of in preference for in empowerment
the steel food can steel cans

11% lift  14-249; lift

in confidence that steel
food cans actually get
recycled

in belief in the recyclability of
other materials

T
%



And ...

Sales went up!

First Activation Second Activation | Third Activation
Retailer 1 +13% in store +6% in store & +12% in store
+41% online online +36% online
Retailer 2 22-52% in store
Retailer 3 75% sales lift +75% sales lift
Retailer 4 5% in store
Retailer 5 129% sales lift
Retailer 6 317% sales lift

Retailer 1: Internal consumption data from April 2022, April-May 2023, and September-October 2023 activations

Retailer 2: IRI data from April 2022 activation

Retailer 3: IRI data from October-November 2022 and September-October 2023 activations
Retailer 4: Internal consumption data from September-October 2023 activation

Retailer 5: Internal consumption data from September-October 2023 activation

Retailer 6: Internal consumption data from February 2024 activation

All Retailers: Combined Canned Good Coalition CPG Partner’s unit sales lift during activation period vs. same period the year before
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Plus ...

549 of those familiar
with Canned Good

were willing to pay $0.45 more per can after learning

about steel cans' recycling attributes.

Source: Canned Good Research (2024)
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Recap

Consumers are concerned about many environmental issues

They want companies to solve them...and they’ll reward you with their purchase when they
believe you're part of the solution.

They especially hold companies accountable for solving the end of life/packaging waste problem.
And they think companies need to do a better job.

They’re looking for signals on-pack:

o Specifics on pack, including third-party certifications
o Recyclability - but their faith has been shaken

o Biodegradability

o Narrative claims on recycled content

So don’t shy away! Innovate your materials and get your claims on pack - and start driving
preference and purchase!
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