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Today’'s Agenda

> Whois the U.S. Plastics Pact

> Uses of Plastics

> Opportunities for Reuse and Reduction
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The U.S. Plastics Pact brings together businesses, not-for-profit
organizations, government agencies, and research institutions that work
together toward a common vision of a circular economy for plastics. This

vision aims to ensure that plastics never become waste by eliminating the
plastics we don't need, innovating to ensure that the plastics we do need are
reusable, recyclable, or compostable, and circulating all the plastic items we
use to keep them in the economy and out of the environment.
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PLASTICS
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Members

from NGO, business
and public sector
organisations

NATIONAL
PLASTICS PACT

Canada

Chile

Colombia
France

India

Kenya

Mexico

Poland

Portugal

South Africa
United Kingdom
United States of America

REGIONAL

PLASTICS PACT

- Australia, New Zealand and the
Pacific Island Nations (ANZPAC)

*Mexico is currently a Plastics Pact in development

Plastics Pact Network
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U.S. Plastics Pact is a partnership of more than 130 Activators

Great Local Brands of
Arold Dehaire | USA
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Identify viable reusable

packaging systems Eltlrl::‘;?(t)el)l‘g::r:;et?gsagz
f”f’l‘_”fx":f‘?;i,‘ hf”' Unnecessary Materials List
'::3 :' ‘l"r I)l\; - and reduce the use of
< stCaie + 7 z
2030, as p art of 5 Virgin plastic
RS RIS by 30% by 2030
reducing the use y vy
I of virgin plastics

Achieve an average of

30% postconsumer
recycled content or
responsibly sourced
biobased content across ROAD MAP 2.0
. all plastic packaging T n RG ETS Design and

manufacture
100% of plastic
packaging to
be reusable,

recyclable, or
compostable

Effectively recycle 50%

of plastic packaging and
establish the necessary
framework to recycle or
compost packaging at scale
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1950’s vs Today

Women in the workforce:
« 29% in 1950 vs 59% in 2019

Single parent homes:
« 13%in 1950 vs 27% in 2019’

Supply chain footprint
- Locally sourced vs internationally sourced

SKU's per store
« 3,000 per store in 1950 vs 47,000 per store in
201072

1 https://www.census.gov/library/stories/2022/03/1950-census-records-window-to-history.html

2 https://www.fmi.org/blog/view/fmi-blog/2018/05/29/from-1950-t0-2010-how-the-grocery-industry-has-changed



https://www.census.gov/library/stories/2022/03/1950-census-records-window-to-history.html
https://www.fmi.org/blog/view/fmi-blog/2018/05/29/from-1950-to-2010-how-the-grocery-industry-has-changed

Plastic Often Wins
in the Areas of:

» Cost
e Light weight material
 Low cost for virgin material
« Convenience
e Individually wrapped packaging
 Easy to dispose of
 Functionality

« High performing materials
optimized over decades

Photo by Anna Shvets



Packaging:

« Health & Safety

« Food Safety & Shelf Life
e Product Protection
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Are all plastics really necessary?
What can be eliminated or replaced?

Where do we even start????
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AND UNNECESSARY MATERIA

DECISION TREE

The material must also meet
considered problematic

one or more of the following NO
criteria to be considered Is the material reusable, recyclable, or or unnecessary.

problematic or unnecessary: compostable now or will it be by 20252

CRITERION 2 CRITERION 3 CRITERION 4 CRITERION 5

Does the material contain . i
. Can the material be avoided . Is there a high
hazardous chemicals or Does the material hinder or likelihood of the
. (or replaced by a reuse model) . . o
create hazardous conditions . L N disrupt the recyclability or material being littered
that ignificant risk t while maintaining utlity? (ks the compostability of other items? di in th
1at pose a significant risk to .
P & . format or material necessary?) po orending up in the
human health or the environ- natural environment?
ment (applying the precaution-
ary principle) during its man- UNNECESSARY
ufacturing, recycling (whether
mechanical or chemical), or
composting process?

PROBLEMATIC PROBLEMATIC

PROBLEMATIC Does the material meet Criteria 2, 3, 4, and/or 5?7

The material is NOT The material IS
considered problematic considered problematic
Oor unnecessary. Or unnecessary.

4 % .7
g, “See the'full report:
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https://usplasticspact.org/problematic-materials/
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Reusable
Packaging
Opportunities

« Distribution chain (business
to business)

« Foodservice (closed vs
open loop)

« Retail (online vs in store,
return vs refill)
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Reusable Packaging Challenges

> Consumer trial & adoption
> Lost in a sea of single-use options
> Convenience, convenience, convenience
> Preference for variety
Return rates

> To charge or not to charge?

Washing infrastructure

> Space considerations

> Health & safety

Supply chain logistics

> Complexity in returning to filling location
> Transportation & labor considerations
Cost structure

> Consumers unlikely to pay more for less convenient option

Property of the U.S. Plastics Pact
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Collective action to advance solutions

Engaging the consumer

> Unpacking Consumer Perspectives on Reusable Packaging (U.S. Plastics Pact & Closed Loop
Partners)

> Forthcoming Ready for Reuse study

Establishing consistency, driving efficiency

> The emergency of reusable packaging standards

> Challenge of communicating brand identify on an interchangeable container
Washing infrastructure

> Mapping out infrastructure by region

> Centralized hubs

Supply chain logistics

> Concentrated efforts in key regions help in achieving economies of scale



https://www.closedlooppartners.com/insights-on-reusable-packaging-systems/

Reduction Considerations
> Elimination
> Maintaining functionality
Concentrates
> Maintaining product performance
Lightweighting

> Consumer perception of quality

Changing Materials

> Impact to carbon footprint

> Chemicals of concern
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Questions? Crystal Bayliss
Director, Strategy & Engagement

cbayliss@usplasticspact.org

www.usplasticspact.org
takeaction@usplasticspact.org

Thank you!
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