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Recycling Advocates, Food and Beverage Organizations, and EPA Launch New Partnership Dedicated to Re-Energizing America’s Commitment to Recycling

October 23, 2006 (Atlanta, Georgia) – Today the National Recycling Coalition (NRC), the nation’s leading voice of recycling, is announcing a historic partnership with the U.S. Environmental Protection Agency (EPA) and major food and beverage manufacturers and suppliers to reignite American consumers’ interest in recycling by providing clear, consistent information on what, how, and why to recycle.   

“This partnership is an unprecedented gathering of recycling advocates, leading trade associations, and government agencies that will breathe new life into the recycling movement,” said Kate Krebs, NRC’s executive director.  “Although many private and public sector organizations communicate with consumers about recycling now, sometimes consumers get mixed messages about how and what to recycle. This new campaign will coordinate those independent activities, combine financial resources, and leverage the vast marketing power of all of the campaign’s partners to encourage consumers and private companies to recycle more.”

NRC, EPA, the American Beverage Association, the Food Marketing Institute, the Grocery Manufacturers Association/Food Products Association, and the International Bottled Water Association, which combined represent the manufacturers and suppliers of America’s most popular brands, serve as founding members of the partnership. 

“For decades, organizations have used a variety of recycling icons, standards and advertising campaigns to stimulate consumer and corporate recycling,” said Krebs. “Many of these campaigns were effective in creating awareness about recycling.  However, our current research shows that Americans have lost their sense of urgency about recycling.  They aren’t always sure about how or what to recycle. This campaign will remind Americans why recycling is as important as ever, and take our nation’s recycling participation to the next level.” The campaign is one part of a broader strategy NRC is developing to expand recycling in the U.S. 

-more-
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One of the first tasks of the partnership will be the development and dissemination of consumer-friendly recycling icons (such as the familiar chasing arrows symbol) and accurate and standardized recycling terminology for use in product advertising and product labeling.

"President Bush and EPA believe that environmental responsibility is everyone’s responsibility," said EPA Administrator Stephen L. Johnson. "By restarting the nation’s recycling engine, EPA and our partners are transforming our throw-away culture into a recycling culture."

“Given our long involvement in recycling issues, we saw the need for a new initiative to support comprehensive recycling efforts,” stated Susan K. Neely, president and CEO of the American Beverage Association. “ABA is proud to be a partner in this innovative and progressive coalition that is working together to reinvigorate recycling in America and further protect our environment.”

 “We believe that this campaign to redefine the well-known chasing arrows symbol is an important step in helping consumers understand how they can recycle more of what they buy at the supermarket,” added Tim Hammonds, president and CEO of the Food Marketing Institute.  

“This partnership is dedicated to taking our nation’s recycling effort to a new level of success, and demonstrates the commitment of each of the partners to environmental sustainability,” said GMA/FPA CEO and president-elect Cal Dooley.

“The power of a single, unified message will drive more consumers to recycle,” said Joseph K. Doss, president and CEO of the International Bottled Water Association. “This partnership will contribute to the effectiveness of community recycling programs across the nation now and for generations to come.” 

NRC Executive Director Kate Krebs announced the partnership this morning during the opening plenary session of NRC’s 25th Annual Congress & Expo, the nation’s premiere educational and networking conference on recycling, held this year in Atlanta, Georgia, October 22-25, 2006.

About the National Recycling Coalition

The National Recycling Coalition (NRC) is a 501(c)(3) membership organization of recycling professionals and advocates from every region of the country, in every sector of the waste reduction field. Local recycling coordinators, state and federal regulators, corporate environmental managers, environmental educators and advocates, and waste management professionals are all members of NRC. Founded in 1978, NRC’s objective is to eliminate waste and promote sustainable economies through advancing sound management practices for raw materials in North America. Please visit www.nrc-recycle.org for more information. 

-more-

Partnership to Re-Energize Recycling, Page 3
About NRC’s Partners 

To learn more about the organizations working with the National Recycling Coalition on this campaign, please visit these Web sites:

American Beverage Association

www.ameribev.org
Food Marketing Institute

www.fmi.org 

Grocery Manufacturers Association

www.gmabrands.com 

International Bottled Water Association

www.bottledwater.org 

U.S. Environmental Protection Agency

www.epa.gov
###
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BACKGROUND:

The Economic and Environmental Benefits of Recycling

Recycling creates economic and environmental benefits at the local, state, and national levels. NRC's Recycling Economic Information Project demonstrated the importance of the recycling and reuse industries to our national economy.

Consider these facts on the economic benefits of recycling:

· Well-run recycling programs cost less to operate than waste collection, landfilling, and incineration.

· The more people recycle, the cheaper it gets.

· Two years after calling recycling a $40 million drain on the city, New York City leaders realized that a redesigned, efficient recycling system could actually save the city $20 million and they have now signed a 20-year recycling contract. 

· Recycling helps families save money, especially in communities with pay-as-you-throw programs.

· Well-designed programs save money. Communities have many options available to make their programs more cost-effective, including maximizing their recycling rates, implementing pay-as-you-throw programs, and including incentives in waste management contracts that encourage disposal companies to recycle more and dispose of less. 

· Recycling creates 1.1 million U.S. jobs, $236 billion in gross annual sales and $37 billion in annual payrolls. 

· Public sector investment in local recycling programs pays great dividends by creating private sector jobs. For every job collecting recyclables, there are 26 jobs in processing the materials and manufacturing them into new products.

· Recycling creates four jobs for every one job created in the waste management and disposal industries.

· Thousands of U.S. companies have saved millions of dollars through their voluntary recycling programs. They wouldn’t recycle if it didn’t make economic sense.
Recycling is one of America’s best environmental success stories. Consider these facts:

· Recycling results in a net reduction in ten major categories of air pollutants and eight major categories of water pollutants.

· Recycling saves energy, which can help the U.S. reduce its dependence on foreign oil. 

· The amount of lost energy from throwing away aluminum and steel cans, plastic PET and glass containers, newsprint and corrugated packaging each year is equivalent to the annual output of 15 medium-sized coal power plants.

· Increasing the recycling rate of these commodities by 10% would save enough energy annually to heat 74,350 million American homes, provide the required electricity for 2.5 million Americans, and save about $771 million in avoided costs for barrels of crude oil.

· Manufacturing with recycled materials, with very few exceptions, saves energy and water and produces less air and water pollution than manufacturing with virgin materials.

· It takes 95% less energy to recycle aluminum than it does to make it from raw materials. Making recycled steel saves 60%, recycled newspaper 40%, recycled plastics 70%, and recycled glass 40%. These saving far outweigh the energy created as by-products of incineration and landfilling.

· A national recycling rate of 30% reduces greenhouse gas emissions as much as removing nearly 25 million cars from the road.

· Recycling conserves valuable natural resources, which are often dangerous to obtain, while protecting natural habitat and ecosystems.
· Mining is the world’s most deadly occupation. On average, 40 mine workers are killed on the job each day, and many more are injured. Recycling reduces the need for mining.
· In the U.S., processing minerals contributes almost half of all reported toxic emissions from industry, sending 1.5 million tons of pollution into the air and water each year. Recycling can significantly reduce these emissions.

· Recycled paper supplies more than 37% of the raw materials used to make new paper products in the U.S. Without recycling, this material would come from trees. 

· Every ton of newsprint or mixed paper recycled is the equivalent of 12 trees. Every ton of office paper recycled is the equivalent of 24 trees.

· When one ton of steel is recycled, 2,500 pounds of iron ore, 1,400 pounds of coal and 120 pounds of limestone are conserved.
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BACKGROUND:
Additional Details on NRC’s Campaign to Re-Energize Americans to Recycle
Household Waste Increases While Recycling Rates Remain Flat

· The United States is generating more household waste today than we did 10 years ago.

· Even though 86% of Americans have access to curbside or drop-off recycling programs, the national recycling rate has not increased significantly since 2000 and hovers around 30%.
· The volume of household waste generated is outpacing the slow increase in recycling rates.

Expanding Recycling in America

The National Recycling Coalition’s research shows most Americans are not clear on how, what or why it is important to recycle.  As the leading voice of recycling in the U.S., NRC is organizing a nationwide effort to remind Americans about why recycling is important and to inspire them to make it a habit in their everyday lives.   

Rebranding Recycling: Putting Value Back into the Chasing Arrows

Working with partners like the American Beverage Association, Food Marketing Institute, Grocery Manufacturers Association/Food Products Association, International Bottled Water Association and U.S. Environmental Protection Agency, NRC will: 

· Bring consistency and credibility to recycling terminology and symbols.
· Create a high-profile, energetic national public service campaign that inspires consumers to make recycling an everyday practice.

Project Timeline
The project will roll-out in two phases beginning in 2007.

	2007

	· Design and publish consumer-tested recycling iconography for use on recycling education materials, product labels and advertising. 

	· Develop toolkits for environmental and marketing professionals that include simple guidance on the proper use of the chasing arrows on labels.

	· Create a comprehensive Web-based resource including downloadable recycling iconography, consumer-tested design guidelines for iconography, and specialized toolkits for environmental and marketing professionals and recycling educators.  

	· Conduct quantitative and qualitative consumer research to guide the creation of a nationwide advertising campaign.


	2008 

	· Launch a nationwide advertising campaign to inspire Americans to make recycling an everyday practice.


Questions
All inquiries about this campaign and the partnership to implement it should be directed to Kate Krebs, executive director, National Recycling Coalition. 
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BACKGROUND
About the Trade Association Partners Working with NRC
to Re-Energize Americans to Recycle
American Beverage Association 
www.ameribev.org
The American Beverage Association (ABA) has been the trade association for America’s nonalcoholic refreshment beverage industry and its members for more than 85 years. Founded in 1919 as the American Bottlers of Carbonated Beverages and renamed the National Soft Drink Association in 1966, ABA today represents hundreds of beverage producers, distributors, franchise companies, and support industries. ABA’s members employ more than 211,000 people who produce U.S. sales in excess of $88 billion per year. Members market hundreds of brands, flavors, and packages, including carbonated soft drinks, ready-to-drink teas and coffees, bottled waters, 100 percent juice, juice drinks, sports drinks, and dairy-based beverages.
ABA provides a neutral forum in which members convene to discuss common issues while maintaining their tradition of spirited competition in the American marketplace. The Association also serves as liaison between the industry, government, and the public, and provides a unified voice in legislative and regulatory matters.
As the national voice for the non-alcoholic refreshment beverage industry, ABA offers information on legislation, science, health and nutrition, technology, recycling, and the law. The staff of legislative, communications, scientific, legal, technical, and environmental experts represents members’ interests.
Food Marketing Institute

www.fmi.org 

Food Marketing Institute (FMI) conducts programs in research, education, industry relations and public affairs on behalf of its 1,500 member companies - food retailers and wholesalers - in the United States and around the world. FMI's U.S. members operate approximately 26,000 retail food stores with a combined annual sales volume of $340 billion - three-quarters of all retail food store sales in the United States. FMI's retail membership is composed of large multi-store chains, regional firms and independent supermarkets. Its international membership includes 200 companies from 50 countries.
Grocery Manufacturers Association/Food Products Association 
www.gmabrands.com
The Grocery Manufacturers Association (GMA) represents the world’s leading branded food, beverage and consumer products companies. Since 1908, GMA has been an advocate for its members on public policy issues and has championed initiatives to increase industry-wide productivity and growth. GMA member companies employ more than 2.5 million workers in all 50 states and account for more than $680 billion in global annual sales. The association is led by a board of member company chief executives. 
The Food Products Association is the largest trade association serving the food and beverage industry in the United States and worldwide. FPA’s laboratory centers, scientists and professional staff provide technical and regulatory assistance to member companies and represent the food industry on scientific and public policy issues involving food safety, food security, nutrition, consumer affairs and international trade. 

The Grocery Manufacturers Association and the Food Products Association will merge effective January 1, 2007.

International Bottled Water Association

www.bottledwater.org 
The International Bottled Water Association (IBWA) is the authoritative source of information about all types of bottled waters.  Founded in 1958, IBWA's membership includes U.S. and international bottlers, distributors and suppliers.  IBWA is committed to working with the U.S. Food and Drug Administration (FDA), which regulates bottled water as a packaged food product, and state governments to set stringent standards for safe, high quality bottled water products.  In addition to FDA and state regulations, the Association requires member bottlers to adhere to the IBWA Bottled Water Code of Practice, which mandates additional standards and practices that in some cases are more stringent than federal and state regulations.  A key feature of the IBWA Bottled Water Code of Practice is an annual, unannounced plant inspection by an independent, third party organization.  Consumers can contact IBWA at 1-800-WATER-11 or log onto IBWA's web site (www.bottledwater.org) for more information about bottled water and a list of members' brands.  Media inquiries can be directed to Manager of Communications Tom Gardner at 703-647-4607 or tgardner@bottledwater.org.
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