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The challenge of current collection & recycling system
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Brand owners’ collection & recycling case studies
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Comparison table of different collection modes
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Work Objectives and Content of the Corporate Environmental

Responsibility Committee
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The challenge of current

collection & recycling system
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Problem 1: Market driven doesn’t work on low value recyclables"

BNMENEREFZAMEAEEIWAISER, N4tiEhk. PETHR.
FHESE
Valuable packaging waste is favored by recycling companies,

such as cardboard boxes, PET bottles, cans, etc

BIEXERNREEFY), 2AREAREW), BERAMENR, &
JRIRE "Lk FigBERIEN
There are many typical low value recyclables, are not sorted

into recycling value chain and still be mixed into “Waste"
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Problem 2: Irregular data statistics and lack of traceability

- HREXEDTHEREFALUESRR "RRXZz" BT, M
BB ERIEGESTHRMGIG THE, fRAMEME. GRS,

« At present, the vast majority of recyclable materials are still
traded through traditional "waste trading" methods, and the

data statistics of waste recycling operators lack inspection tools,

traceability, and supervision mechanisms;
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Problem 3: About comsumers, young generations don't care
about income from waste deal, but rather care about the feeling

- BEEETKFRRSNETIRNNE, AHBORFEHN "PikoX" T2 "NNEDE"
«  With the improvement of living standards and changes in lifestyle habits, most users are gradually shifting

from “sortinging for money" to “sorting for the environment”;

- WCREESHITERAR, BERENND RIENRIRENRER, TR RBAIRIMEHAABIES)L

« More and more young users value the pleasure and sense of honor in the process of garbage classification,

and do not prioritize the value of recyclable materials.
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Challenge 4: Brand owners need more diversified waste management services

- BEEmBEN AT AR ERSSER, Bkt s B CrRREFYICER,
« With the continuous promotion of sustainable development by brand enterprises,

more and more companies have their own waste management goals;

- HRRCERWNERTBEMNAINME, TEAmEEIRHSHCAIESIIRSS.
« Currently, collection & recycling companies still focus on the value of recycling and are

unable to provide diversified customized services for brand enterprises.
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Brand owners’ collection &

recycling case studies
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Used beverage carton: Tetra Pak

B HFR: 40% M [FIUCR (20254, THEEPRER)
R PeRr A AR, HESHTH 2% S a2 R
B ER: A EBAK, [ AT A& 0

SRR KHEAHESE, @ rnlfs ﬁik%ﬁ.

Target: By 2025, achieve 40% recycling rate (China EPR scheme)
Approach: Support collection network building and recycling technology
Challenge: Low Value, collection is the bottleneck

Term: Long term, recycling value chain building
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Glass bottle: Pernod Ricard A

B EAR: R IRIE0% M, b i s 1 e
EC R LIRS, e B - 'y
IR AT e
SRR KA (o7 e, MOl 2 ZED [

Target: 90% recycling rate via commercial sales channels, rrevent ‘V

packaging materials from being used to counterfeit alcohol

Approach: Specialized collection & recycling service provider with additional
crushing disposal

Challenge: Low Value, high cost

Term: Long term (from bottle to cork)
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Daily necessities packaging: Colgate AR ORE SRS

B HAR: 20255:100% 7] 1Y, i F25%PCR, Ji/b1/3 54 ¥k RN, SRRIRFERAENHENFREE, TN
B R: it 5& %0 OB~ nE%, 47540 TRMERE. FeEINTFRaN?

EICHkR: M TG sh B
TESHEF PR : TR, TR
Target: By 2025, achieve 100% recyclable, 25% PRC in it’s packaging,
reduce 1/3 new plastic using (base on 2019)

Approach: Collection events via partner, linked with it’s marketing program
Challenge: Low Value, collection cost is high

Term: Long term + Campaign based
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Health product packaging: HARBIN PHARM. Group
SANJING PHARMACEUTICAL

B H b A2 IR E 2+ b &

R B =R, B2 1020 5 RE v] 3R 154 58T I3 i i k2
B ER: AR . A fRAE

WShEFFR: 40 S5

Target:  Packaging collection + environmental education + sales promotion

Approach: The large-scale event to recycle the Three Essence Blue Bottles, where the top
10 families can win the Family Singapore Travel Award

Challenge: High collection cost, completely dependent on the campaign budget

Term: Campaign based
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Coffee capsule packaging: Nespresso

EIW H Aw: 2120254 5281100% AT [0,  FEAA e Vi N E B Bl A5 b (1) R 354
BT KB, FHAPPIHEAT [EIk
EISCRkR:  [RISOSAS AL B A
SRR : K
Target: By 2025, achieve 100% recyclabe or reusable,

No packaging materials have entered the landfill or environmental waste
Approach: Distribute collection bags and use the APP for picking up
Challenge: High collection and recycling cost
Term: Long term

N RECYCLING
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Takeout food box: Meituan's "Green Mountain Plan"

BICEAR: HESHZREIE T SCRFRTMEAAI ] S A2 dh I IE R, IRR
PR E AL R, R 2 AT AR e, SRR 44

BT R: WL “HliamToiEe” , SKRFHEE] ZOM B L2,
FESIE A AR B

IRk : A R A, ISR K

HESHIF PR : It

Target: Promote green consumption, support the R&D of recyclable packaging
products, explore the large-scale recycling of plastic lunch boxes, participate in the
formulation of industry standards, and establish a recommended list of

environmentally friendly packaging
Approach: Establish the “Green Mountain Fund" to support the construction of
recycling manufacturers and collection / recycling industry chains, and promote the

R&D of recycled packaging
Challenge: High collection cost, diffuct to pick up

Term: Long term
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Rigid plastic packaging: Unilever

W E A e 20254458 FH 25% RIS - (0.2
2025 PR RN E AT B S8R =

EIWCT I TRFF AR OISR, HESDE 2% )5 1 B2 Bl
EIKHEER: NA
HESHFFR: 1
Target: By 2025, achieve 25% PRC in it’s packaging

Collect and process more plastic packaging than it sell
Approach: RVM & collection events, linked with it’s marketing program
Challenge: Low Value, collection is the bottleneck
Term: Long term
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Flexible plastic composite packaging: Amcor \__ /il ). L.

[EI E Aw: 212025452 3100% AT [0l sl n] FR A, 8 S AT 4R 4R ) [ W (6 B
ECF Rl mEA AR, HESh RSO EE R R (5 B0
IR AR : M EBUS, [ AT A2 2
SRR K
Target: By 2025, achieve 100% recyclabe or reusable,
Establish a sustainable recycling value chain
Approach: Develop recycling through high-value recycling technology(Chemical recycling)
Challenge: Low Value, collection is the bottleneck
Term: Long term
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Coffee/Tea Store: Starbucks

B HFr: 20304F [F{L50% 1 K S (BB
B = I8 e A MY AT T e i

e PR . A MR AN ER TR A AN ]

SRR KIHESE, g r v s L

Target:

By 2030, reduce 50% waste to landfill or incinerationfrom store

Approach: Customized collection service by partner
Challenge: Policies and sanitation costs vary in different regions

Term:

Long term, building up sustainable recycling value chain
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Box and Bottle Recycling Plan: Oatly

Bl BAr: FredEsh “Gitl)” , Sty

B 2 b+ T, TiEk &, s
B i WIS A -
MR K e
Target: Promoting “Box and Bottle” recycling plan, enhance packaging waste recycling | =28
Approach: Online + Offline, customized collection programs _o,?s-' x’zgé
Challenge: High collection cost s &
Term: Long term g"o Yo
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Matrix Assessment

Package Tvpe Case LTl i Sustainability | Value chain | Recycling Anti- Sales Env. Branding
ge yp Studies g Strategy building Rate Goal Fake promotion | Education & PR

Beverage carton Tetra Pak v v v \ N N

Glass bottle Pernod \? \ N o
Ricard

Oral care products Colgate N N J N

packaging

Health care bottles Sanjing N N N
Nestle ?

K-cup NESPRESSO v V7 v \

Takeout food box Meituan \ \ N N N

Rigid plastic bottle Unilever v N N A o

Flexible plastic Amcor N \? \ i

package

Coffee/Tea Store Starbucks \ \? V \

Beverage carton Oatly \ \? N N A
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collection modes
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Traditional Model - Waste Tradin .
i .g- - BIAR Status:
24 00 5T G4 20 > R SR SR A
R > IREA KERAE SR
|_o:¢ eabatad > TS 2 5 K R 2 AR T AL BER
i ::: | »  Still exists, high frequency of transactions,
= propes 5 constraints and standardization
| mEs requirements
2. ®RBERK
| oa 2 WR®
| o-s,rf uF
| Pkl Challenges:
| i i > HGE CEME” PR
> XHRAE R FEYIR WO L350 75 B
> A AIE IR SR A
> HETW ST RRS:, HE WSS E AR
»  Only focus on 'high-value’ & ‘sellable’

waste, no traceable records and data,
financial sustainable, but the financial
system is not standardized
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Developing model — returing vending machine N

PR Status :

> EEKE

> SAANEIZRAY B AL AR 5 H A

> B T E AR St el R E

> Developing, Various types of enterprises are

involved in it, Replaced some traditional
recycling channels

Bki%k Challenges :

> BB AR OGS SR AR R

> AR AT R B TR

> HICSOAEHE, W B S RS R

»  High investment cost and logistics costs, Limited

assistance for low value recyclables, Fiscal
sustainability needs to be verified
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Developing model — Online to offline (APP)

CRLIEITE ZESN A7 RAT i
nan nn‘;gﬂ"'s— ) i
te:-,@:--v
B =
:u . - g --nam O
CELEY/ESRES IHAH) IHA&Y) . K45 ESRRES IHZ IH &+
All recyclables Waste textiles Waste textiles All recyclables ~ Waste appliances Books
Books
PR Status : k% Challenges
> EEKE > Wds &g A, #2r APPXHAE IR SR [ISCA o
> BRI > KT
> BT AR G R > SR R
> Developing, Various enterprises and »  High shipping and logistics costs, Some APPs are

investment institutions join in, Replaced beneficial for the recycling of low value waste, Data
some traditional recycling models traceability, Financial sustainability needs to be verified
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Cusotmized collection
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Household waste sorting program

IR Status :
i AE BRI 57 K HRIR > BUFE SR 2R BN B4 7 a6 NI

s S, FETHRIFE20254F AR Fr A Hh 2 DL
WS (2971N)
‘& / \ Gov. owned collection program has been
ar mandatory in 46 cities and is planned to be
FHiR implemented in all prefecture level and above
HOVRSHOLDA000 WASIE MO AR cities by the end of 2025 (297 cities)
e we
PANTONG RED C PANTONG 514 C PANTONG 4715 C PANTONG BLACK C
ki Challenges :
> O EHERL RS T, IRMES E SIS S AT
s shes &

> BEEALEWITEAE DLORUE CAnEFXS 2 — S D

> HEIMSS Al HrEL, REEBUM I

> Hard to customized or link to marketing
program, hard to track the data for one brand,
base on Gov. financial support

L T R A I A SO R ol
A . "E O T e %‘/Mﬂzﬁiﬁ&ﬁ v Q \Q.!;



%EIEﬁ* Assessment for waste collection

Collection
models

Advantages

FEBERREEFBEDS

Challenges

> No extra cost

» Collection volume is huge, especially for
the valuable packaging waste. i.e. paper
board box, PET bottle, Al can, etc

Waste trading

Return value g sl .
_ > A part of valuable packaging waste can
machines (RVM) be recycled via RVM
e (o 4 . > Flexible operation and easy to customize
.o o020 020 collection > Traceable with all record
- = L0 > Big covering scope
WD) > Workable for most of wastes
» Official channels with policy support
Household waste  » Public system, no extra cost
sorting program > Accesses (recyclable, other, harmful)
for all packaging waste
Customized » Fully customized processes and rules
) » Traceable with all record
collection >

Workable for all kinds of package waste

=9 | I =k = . .
- ~ . - B - VAN S i vhg— W B &, -t E " < . S
> N .—-1‘ i S e B L NS SN L WSS N IR i S il i B - A N> g A

Y NSRS S MY AR RAN VT ONR AV T s N T ey
. . I~ 3

YV VYV

YV V

YV VYV

YV V V

S
« ’2‘-‘-‘

Mostly informal, no record, no tracking
Social and safety risks
It doesn’t work, for those brand owners

Asset-heavy model
Site based
Very few affect for waste collection in stores

High transportation cost
Medium collection volume

Customized requirements are impossible
Standards are different between each city
Many packaging waste are defined as “other
waste” sent to incineration

Very costly (design, transportation, labor, etc)
Low collection volume
Limited influence

oy e BN QYT s I S e N L T

o R SN e, T T SV e P Ol PRI
::-;;_? N o M- ’-&\ﬁv&;ﬁ_df’ e
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Work Objectives and Content of

the Corporate Environmental
Responsibility Committee
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Corporate Environmental Responsibility Committee(CERC)

) FEBERREMRIE NS

of China Resource & Recycling Association

Bl A b B 57
Support enterprises in fulfilling
a2 HFE6E S their Env. responsibilities

Building a multi-party
cooperation platform BT BNV EE /7

Enhance the capability of
collection & recycling partners

HI RS AR [l TIEBT NEIE PR ER B 8%
A= 5 Provide support for data traceability

Objectives
Building a closed-loop :

recycling value chain

and certification
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Driving engine of collection & recycling industry |

hinlEE]: FIRIEIIE— "B . W&, oK. BhH. BES, 8

RUEEECRIENYE, minBITIKE), HEZ]: XiEk. PETH. ZAESF

Market driven: Recyclable materials are like a “goods", with their own profitability

at every stage of collection, classification, transportation, and recycling, driven by
the market itself. Typical cases: cardboard boxes, PET bottles, AL cans, etc

BERIRED: FAMERE, TEHTHnke, BXENEEEMS
FEREEHIEW, MBUFHEEXRAYGEN. . BESKIKIER
iz, BRI SRR, IRHREESRERS

Policy driven: Due to value, market driven doesn’t work. The government offices

——

$)

75|

Industry engine

release relevant regulations, standards, and policies to push its recycling. Typical
case: takeaway food boxes, beverage paper-based composite packaging, etc

ESGIRE: BLiRB7nAmizika], RiREXABREENED. ER,
miEedl (FTEELERE) HTFBESHSREMESCGERHERIRIREIIL.
HAIZER). KB, BIBHREF

ESG driven: It is neither market driven nor subject of policy regulation. However, brand

owners (especially leading companies) promote recycling due to their own social responsibility
and ESG requirements. Typical cases: Flexible plastic packaging, glass bottles, etc
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Driving engine of collection & recycling industry

LI e Payicl

Collection & recycling industry

NI T TR IR
CERC’s Responsibilities

[FEZE )

Market Driven

R IK 5]

Poilicy Driven

ESGIKZ]
ESG Driven

FEAT W ARHERS BTG . Fe AT MO A =AML 5319 B T A7K P
Develop relevant standards to standardize the industry and improve the capabilities of
collection and recycling companies and employees

P EOBURA T ik Al B B br, 2T SR B A i 5 R ok
Support government departments in achieving recycling targets, organize industry
resource to understand the policy, and provide suggestions and solutions

M- 6 MRS, XHEE ST R ey, sk Ak B bR RIS, 35 B [a]
AT BE, (R RUE FY

Provide platform services, connect with brand owners and collection / recycling
enterprises, achieve brand enterprises’ goals while also empowering the recycling
industry and promoting waste reduction
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............... Thanks!

{12 Rendy Ren
renkai@shishangbag.com
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