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Welcome to the Beer Store’s 2013-2014 Responsible Stewardship Report. 
This past year has been one of significant investment at the Beer Store. As 
described further in this report and in the Beer Store’s 2013-2014 Operations 
Report, we’ve invested in our employees, our stores and distribution centres, 
and the communities in which we operate. And these investments will continue 
in the years to come.

Through these investments, we’ve strengthened our commitment to 
environmental leadership. It’s a part of our business and it’s a part of our 
values. It’s also a large part of the reason the Beer Store has been awarded the 
Randstad Award as one of Canada’s most attractive employers for the past 
three years (including being named the most attractive retailer this past year).
Our commitment to Ontario and Ontarians and to environmental leadership 
is highlighted in the title of this year’s report, which alludes to one of the most 
important environmental documents of the past 30 years (the UN’s Bruntland 
Commission Report, also known as ‘Our Common Future’). The notion of 
sustainable development emerged from Our Common Future. The Beer Store’s 
long-standing, award-winning deposit-return system is a great example of 
sustainable development in practice. Established in 1927, this system is the first 
extended producer responsibility program in North America. The Beer Store 
and its employees are proud to report the environmental results contained in 
this report.

Far from resting on our laurels, the Beer Store continues to make investments 
in Ontario’s future. Over the past year, as highlighted throughout this report, 
we’ve renovated and reinvigorated many of our retail locations to improve 
the customer experience in our unique return-to-retail model. In addition to 
supporting the retail customer experience, we also continue to maintain and 
improve the systems that support the behind the scenes container return 
activity as well, by re-evaluating the way we assemble containers before 
shipping, and the way we transport them for processing. As with all activity at 
the Beer Store, our recycling procedures are set up taking into account our 
health and safety standards.

Thank you for choosing to read this year’s Responsible Stewardship Report. 
We hope you enjoy it and come away with a greater appreciation for how the 
Beer Store is investing in a common future for all Ontarians. And, as always, 
thanks to my Beer Store employees who work hard every day protecting the 
environment for both present and future generations.

President’s Message

Ted Moroz
President
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Beer Store
System Containers

Ontario Deposit Return 
Program (ODRP) 

Containers

Containers Collected 1,655,392,030 302,932,563

Tonnes Diverted from Landfill 295,576 110,568

Recovery Rate (%) 92.3% 79.6%

Glass Bottle Re-Use by Brewers (Tonnes) 214,118

Coloured Glass Recycled Into New Coloured Glass Bottles or Other 
Glass Products (Tonnes) 33,711 67,825

Clear Glass Recycled Into New Clear Glass Bottles (Tonnes) 15,041 40,577

Aluminum Cans Recycled into New Aluminum (Tonnes) 8,804 1,133

Corrugated Cardboard & Boxboard Recycled into New Paper 
Products (Tonnes) 22,751

PET Products Recycled into Felted Automotive Products & Other 
Plastic Products (Tonnes) 1,033

Summary Results

446: Beer Store Locations (includes 1 Recycling Plus 
location which does not sell full goods)

52: On-site Brewery Stores (beer containers only)

141: Beer Store Retail Partner Stores

4: LCBO Stores

77: LCBO Northern Agency Stores

111: Beer Store Contracted Empty Bottle Dealers

831: TOTAL Beverage Alcohol Container Redemption 
Locations

449: Beer Store locations (includes 4 Beer Store 
locations that do not accept empty returns)* 

52: On-site Brewery Stores*

141: Beer Store Retail Partner Stores*

639: LCBO Stores**

77: LCBO Northern Agency Stores**

479: Ontario Winery Retail Stores***

7: Ontario Distillery Retail Stores***

17,239: Licensed Establishments (bars and restaurants)**

19,083 TOTAL Beverage Alcohol Sales Locations

Redemption Locations Sale Locations

Ontario Deposit Return 
Program (ODRP) ContainersBeer Store System Containers

* Note –indicates locations that sell only beer products
** Note – indicates locations that sell all alcohol beverage containers (both Beer Store and ODRP system)
*** Note – indicates locations that sell only wine and spirits (ODRP system)
Redemption Locations accept back both Beer Store System and ODRP System containers

as of April 30, 2014. as of April 30, 2014.
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Investing in Our Returns Network
In 2013-2014, the Beer Store began an ambitious project to retrofit a number of retail locations
across the province after years of research, design and planning. The design philosophy, which
combined industrial-inspired and natural wood features, refreshed the look and feel of stores to
create a superior customer experience.

The “Amber” project, as it was initially known, quickly expanded across the province. One notable
feature was the physical separation of returns from the sale of full goods. ‘Conventional’ stores
(where employees retrieve customer orders from the back-room) were retrofitted to include a
new ‘Empties Exchange’ counter for this purpose. Existing ‘Ice-Cold Express’ locations (where a
number of brands and pack sizes are self-serve, with the full complement of brands and pack sizes
available from the back-room) were retrofitted to include a separate ‘Empties Exchange’ room.
Similarly, 72 renovated and ‘net new’ Beer Stores were built in 2013-2014; all of which were
designed with a separate room for returning empty containers. In total, we have invested $30 million to 
date and the results are very positive.

“We are really excited about our new self serve stores and our recently reinvented stores.
Customers resoundingly agree that the shopping experience has improved and the added help
and assistance from trained staff on getting to know more about beer is great”, says Andrea
Randolph, Vice-President, Retail, the Beer Store. “It all starts with our new Beer Store logo which is 
fresh, clean and a modern brand identity. It signals to customers that they will experience something
different when they enter any one of our new and recently renovated stores. The bright new
colours, self serve coolers, innovative touch-screens and colourful ‘Meet Beer’ marketing all work in 
harmony to improve the overall shopping experience for beer lovers. In this retail reinvention program, we 
have not forgotten about our core value of environmental responsibility”, explains Andrea. “Stores either 
have a completely separate empties return room or a bright new décor with trained staff ready to accept 
Ontario Deposit Return Program (ODRP) and Beer Store containers in a dedicated area called ‘Empties 
Exchange’. Customers find that the stores smell fresher and the added ambient music playing in the 
background makes the returns experience more enjoyable. We are definitely seeing an increase in market 
share and return of past customers to our stores as a result of our new direction”, says Andrea, “and we 
look forward to rolling out the concept to more and more stores over the next few years”.
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ADDITIONAL INVESTMENTS IN OUR OPERATIONS

Energy efficient LED lighting installed to date (end of 2013) at various locations, have resulted in annual 
savings of 584,621.4 kWh or approximately $70,000. Energy efficient refrigeration systems installed 
during the same period have also resulted in an estimated annual savings of 945,400 kWh or $113,000.
The Beer Store remains committed to ensuring that all staff are qualified and authorized to fulfill 
their assigned responsibilities in a safe, efficient manner. Resources are allocated to accomplish this 
worthwhile endeavor. Every worker is assigned specific health and safety training prior to undertaking 
any assignment. Management staff also complete approved training to enable them to carry out their 
supervisory roles with confidence and competence. Health and safety training has been a hallmark of the 
Beer Store, and will prove to be an integral component of our business strategy for years to come.

Recently, new regulations affecting heavy duty truck operators, and specifically diesel exhaust emissions, 
have taken effect in Ontario. The Beer Store introduced diesel exhaust fluid (DEF) to help achieve the 
targeted reductions outlined in the legislation. DEF is a non-hazardous solution which is a mix of urea 
and de-ionized water. This solution is sprayed into the exhaust stream of diesel vehicles to break down 
dangerous nitrogen oxide (NOx) emissions into harmless nitrogen and water. To date, the Beer Store 
replaced 78 older trucks, with units that incorporate this new process. 

The Beer Store also continues to monitor the results of how we handle container returns, so that we can 
improve performance on the warehousing and transportation side as well. The use of bottle breakers and 
can flatteners in some return sites allows us to ship less air when transporting material for processing, so 
that we end up shipping fewer trailers and using less fuel than we otherwise would. In many distribution 
centres, we bale and recycle cardboard locally to cut down on the number of trailers we ship out and 
also the distance they travel (and the fuel consumed). Our returns network also is based on streaming 
material so that, as much as possible, each stream is kept separate from other material as it moves 
through our system so that it can continue to be recycled in a cleaner stream.
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The Beer Store’s (Beer) Packaging 
Management System Results

According to a recent Ipsos Reid poll, eight in ten (81%) of Ontarians say they are ‘very satisfied’ or 
‘satisfied’ with the beer, wine and liquor retailing system in Ontario1. They have every reason to be: from 
Hawkesbury to Kenora and Leamington to Red Lake, the Beer Store has a presence in both urban and 
rural communities across the province.

Established in 1927 (the year Prohibition ended in Ontario), the Beer Store’s deposit-return system is 
well-known by Ontarians. Thanks to the economic incentive of refundable deposits of 10 and 20 cents, 
the Beer Store is able to recover the vast majority of beer containers sold in Ontario and associated 
secondary packaging generated from these sales.2. 

• In 2013-2014, the Beer Store again recovered more beer containers than it sold! 

• The Beer Store sold 1.45 billion beer containers, but recovered 1.65 billion beer containers via our 
network of empties return counters (located inside Beer Store retail locations and registered return 
locations). 

• The Beer Store’s deposit-return system for beer containers remains 100% industry driven and funded 
– there is no provincial legislation mandating it or taxpayer dollars paying for it.

1  http://files.newswire.ca/29/IpsosReid-SalesFactum.pdf 
2  On containers of less than 630 ml in volume and containers over 630 ml in volume, respectively for bottles, and a deposit 
category split at 1 litre for cans.

449
beer store
locations 

across 
ontario
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DID YOU KNOW?  

• The Beer Store collects beer containers and secondary packaging on behalf of 77 brewers that sell 
through its retail and wholesale systems (as of April 30, 2014) 

• 20 Brewers selling products at the Beer Store use the Industry Standard Bottle (ISB), with 17 of those 
brewers located in Ontario.  

• 11 Brewers have proprietary refillable glass bottles collected by the Beer Store 

• In 2013-2014, brewers using refillable bottles sold 962 billion bottles of beer, while only purchasing 
about 71 million bottles. 

• 19 Brewers sell their beer in a variety of cans 

• 50 Brewers sell their beer in non-refillable glass bottles (mostly imports). We collect these empties 
too! 

• We also manage 55 different kegs for both domestic and import brewers 

• One of these keg types is an industry standard keg that all brewers, large or small, can use, greatly 
reducing their cost to sell and distribute their products.
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Table 1 – the Beer Store Container Sales and Recovery by Container Type
April 29, 2013 – April 30, 2014 (except for cans which cover the period May 6, 2013 - May 4, 2014)

Container Type Beer Store 
Sales (units)

LCBO 
Sales (units) Returns (units)

System 
Recovery Rate 

(2013-2014)

System 
Recovery Rate 

(2012-2013)

All Glass Bottles (Refillable 
and Non-Refillable) 997,909,756 116,511,702 1,100,230,941 98.7% 97.9%

Refillable Bottles (Industry 
Standard Bottle (ISB) and 

Non-Standard
884,930,923 77,846,759 953,069,851 99% 98.2%

Non-Refillable Bottles 112,978,833 38,664,943 147,161,090 97% 95.9%

Metal Cans 458,691,124 218,592,685 553,769,571 81.8% 82.1%
Kegs 1,380,069 - 1,391,519 100.8% 101.3%

PET Bottles 0 0 0 0.0% 0.0%

Total (by Units) 1,457,980,949 335,104,388 1,655,392,030 92.3% 92.3%

Table 2 – Secondary Packaging

Packaging Type
Beer Store 

(Tonnes Sold*) 
2013-2014

LCBO 
(Tonnes Sold*) 

2013-2014
Recovered 

(Tonnes) 2013-2014
Recovered 

(Tonnes) 2012-2013

Corrugated/
Boxboard 19,204 2,906 22,751 24,007

Metal 2,158 308 276 253
Plastic 471 90 700 747
Total 21,833 3,304 23,727 25,007

*Note: ‘Tonnes Sold’ reported at both the Beer Store and the LCBO is the packaging associated with the sale of beer only. 
‘Tonnes Recovered’, however, reflects all packaging returned to the Beer Store, including non-beer packaging.
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Achieving Milestones: The Ontario Deposit Return 
Program Results

In February 2007, under contract to the Ontario government, the Beer Store commenced collection and 
recycling of all empty wine, spirits and non-Beer Store listed beer containers. The Ontario Deposit Return 
Program (ODRP) brought all alcohol beverage container types such as plastic, glass, metal, bag-in-box, 
Tetra Pak and chill pack containers into an Ontario deposit return system. All products larger than 100ml 
sold at the LCBO, winery retail stores, wineries, distilleries, and brewery retail stores can be returned to 
the Beer Store for a full deposit refund under the program.

DID YOU KNOW? 

The Government of Ontario had 
4 primary goals when introducing 
ODRP:

• Increase recovery rates for wine 
& spirits containers (relative to 
recovery through the Blue Box)

• Increase glass diversion 
from landfill (target of 25,000 
additional tonnes per year and 
no glass containers sent to 
landfill or low-end recycling) 

• Ensure high-value recycling of 
materials recovered

• Ensure 90% of recovered glass 
is diverted to higher end use 
(like new bottles or fiberglass 
manufacturing)

WHAT’S BEEN ACHIEVED

 ODRP continues to make a meaningful contribution to 
Ontario’s waste diversion objectives, with the return rate 
increasing more than 16 percentage points since its first 
year of operation in 2007.

 Between the ODRP and Blue Box, an estimated 63,909 
additional tonnes of glass is being diverted from Ontario 
landfills. These materials continue to be directed toward 
higher-end recycling supporting Ontario’s green economy 
and generating environmental benefits.

 “This success means we have recycling factories making 
new products, instead of higher piles of waste in landfills,” 
said Jim Bradley, Ontario Minister of the Environment, in an 
April 2014 statement.

 As a result of the ODRP, Ontario is now the principal source 
of quality glass cullet for Ontario glass manufacturing – 
previously Ontario glass manufacturers had to source glass 
cullet from other jurisdictions to support production.

 Virtually all recovered glass is sent to high-end use including 
bottle-to-bottle recycling and fiberglass insulation.
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ODRP Containers*** Deposit Value ($) Sales (Units) Sales 
Distribution**

Sales by Material 
Type

Glass containers less than 
or equal to 630ml $0.10 73,891,475 19.4%

Glass containers over 
630ml $0.20 193,129,844 50.8% 70.2%

Aluminum or steel cans 
less than or equal to 1L* $0.10 76,471,151 20.1%

Aluminum or steel cans 
over 1L* $0.20 - 0.0% 20.1%

Tetra Pak (Polycoat) and 
Bag-in-Box less than or 

equal to 630ml
$0.10 594,943 0.2%

Tetra Pak (Polycoat) and 
Bag-in-Box over 630ml $0.20 8,022,024 2.1% 2.3%

Polyethylene Terephthalate 
(PET or plastic) containers 
less than or equal to 630ml

$0.10 18,182,536 4.8%

Polyethylene Terephthalate 
(PET or plastic) containers 

over 630ml
$0.20 10,216,997 2.7% 7.5%

TOTAL 380,508,970 100% 100%

*Sales data for large and small cans are combined.
** Note: Figures may not sum to 100% due to rounding.
***Note: Containers larger than 100ml qualify for deposit return refunds under the program.

Table 3 – ODRP Sales, Deposit Value by Container Type, and Market Share (2013-2014)
April 29, 2013 – April 30, 2014 (except for cans which cover the period May 6, 2013 - May 4, 2014)
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Sales in Units Returns in Units Recovery Rates

Container 
Type

Small 
Containers

($0.10)

Large 
Containers

($0.20)

Small 
Containers

($0.10)

Large 
Containers

($0.20)

Small 
Containers 

(2014)

Small 
Containers 

(2013)

Large 
Containers 

(2014)

Large 
Containers 

(2013)

Combined 
2014 

Combined 
2013

Glass 73,891,475 193,129,844 53,777,751 169,175,846 73% 74% 88% 89% 83% 84%

PET 18,182,536 10,216,997 7,834,064 7,181,730 43% 43% 70% 66% 53% 52%

Tetra/BIB 594,943 8,022,024 80,006 2,357,832 13% 50% 29% 30% 28% 30%

Subtotal 92,668,954 211,368,865 61,691,821 178,715,408 67% 68% 85% 85% 79% 80%

Cans* 76,471,151 62,525,334 81.8% 82.1%

Grand 
Total 380,508,970 302,932,563 79.6% 80.2%

Table 4 – ODRP Containers: Sales & Recovery
April 29, 2013 – April 30, 2014 (except for cans which cover the period May 6, 2013 - May 4, 2014)

Past ODRP Recovery Rate Performance
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2 Billion & Counting for 
Ontario! #BagitBack

On April 17, one lucky customer entered the Stockyards 
Beer Store in Toronto to do what thousands of Ontarians do 
everyday - return their empties. But on this day, this customer 
had the unique privilege of returning the Ontario Deposit 
Return Program’s two billionth container since the program 
began in 2007.

Jim Bradley, Ontario’s Minister of the Environment at the time, 
was on hand with Beer Store President Ted Moroz to accept 
this special return. LCBO Central Region Director, Rafik Louli, 
was also in attendance to celebrate this program milestone, 
as were representatives from the Ministry of Finance, the 
Ministry of the Environment and of course, representatives of 
the Beer Store.

“On the eve of Earth Week, it is time to say thank you, 
Ontario, for recycling an astounding two billion wine and 
liquor containers over the past seven years” said Minister 

Bradley, speaking to the assembled crowd of reporters and 
onlookers.

“The LCBO is proud to be playing its part in a made-in-
Ontario program that is producing some of the best deposit 

and return rates in the world” said Rafik Louli.

Speaking shortly afterwards, Ted Moroz said “thanks to all 
Ontarians who take the time to return their empty containers 

to the Beer Store, we are able to celebrate this important 
milestone. The Beer Store is proud that our award-winning 

deposit-return system makes it possible to turn empty 
containers into economic and job opportunities”.

Working in close cooperation, the event was covered 
live on social media by the Beer Store, LCBO and the 
Ontario Ministry of the Environment using the hashtag 
#2Billion4Ontario and #BagitBack. A number of Ontario 
consumers and Beer Store employees also joined in the 
celebration by tweeting ‘selfies’ of themselves returning beer 
and ODRP containers. The effort garnered close to 3 million 
impressions in print, radio and television - a tremendous 
success by all accounts!
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Combined Environmental Performance Results

Table 5: Beer Store and ODRP Landfill Diversion*, Avoided 
GHG Emissions & Avoided Energy Consumption (2013-2014)

2013-14 Glass 
Reuse

Clear 
Glass Bottle 
Recycling

Coloured 
Glass Bottle 
Recycling

Aluminum 
Recycling

Steel 
Recycling

PET 
Recycling

Mixed 
Plastic 

Recycling**

Total 
Diversion

Beer Store Tonnes 
Diverted 214,118 15,041 33,711 8,804 276 0 875 272,825

ODRP Tonnes
 Diverted 0 40,577 67,825 1,133 0 1,033 0 110,568

TOTAL Tonnes 
Diverted 214,118 55,618 101,536 9,937 276 1,033 875 383,393

Avoided GHG 
Emissions 
(MTCO2E)

81,365 6,118 5,585 95,991 328 3,760 3,185 196,332

Avoided 
Energy 

Consumption (GJ)
1,456,002 93,438 110,674 868,096 3,480 88,125 74,646 2,694,461

DID YOU KNOW?

Combined, these programs avoided 
196,332 tonnes of GHG emissions – 
equivalent to taking over 41,333 cars 
and trucks off Ontario roads.*

Combined, these programs avoided 
over 2,694,461 gigajoules of energy – 
equivalent to over $41 million of oil.**

Combined, these programs diverted 
407,120 tonnes of material – 
equivalent to more than 45% of all 
materials collected through the Blue 
Box program.***

* http://www.epa.gov/cleanenergy/energy-
resources/calculator.html#results
** Note ($94.73/barrel and 6.1 GJ/barrel of oil)
*** Note (http://www.wdo.ca/files/6813/8030/8303/
Datacall_Highlights_2012.pdf)

*Note – Only includes diversion associated with beverage alcohol containers. Does not include secondary packaging diversion 
reported in Table 2 on page 12. 
** Note – ‘Avoided GHG’ and ‘Avoided Energy’ coefficients for PET Recycling used for Mixed Plastic Figures.
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The Beer Store Promotional & Educational 
Activities (2013-2014)

Beer Store Truck Advertising

In 2014, 9 additional trucks were outfitted with Be Green messaging 
“Green before Green was Cool”  as well as other environmental 
messages: “More empties returned means less in our landfills” and “Bring 
back your empty beer, wine and spirits containers”. 

ADVERTISING

Food & Drink Advertisements

The Beer Store in partnership with Bag it Back 
published ads in the Winter 2013 and Spring 2014 
issues of Food & Drink magazine encouraging and 
praising the recycling efforts of Ontarians. The total 
returns of ODRP containers reached 2 billion in April 
2014. These containers have been accepted at the 
Beer Store since 2007. 

AWARDS

2014 Randstad Award

The annual Randstad Award is presented each year to the most attractive 
employer in various countries throughout the world. In 2014, the Beer 
Store again ranked in the national top ten. The company placed eighth 
out of 150 employers, having been ranked tenth the previous two years. The core values at the Beer 
Store are what contribute to the overall attractiveness of the company. These core values include Health 
& Safety, Honestly, Integrity & Respect, Environmental Leadership, Social Responsibility and Operational 
Excellence. “Our high ranking in the Randstad Award survey reflects a corporate culture that puts our 
employees, customers and our communities first.” 
– Ted Moroz, President, the Beer Store

Alcoa Recycling’s Top Supplier (Aluminum) Achievement Award for 2014

Brewers Distributors/The Beer Store has been chosen to receive this award through its 
effort and dedication toward excellence in quality, volume and service scores. The on-
going efforts in the field to establish and maintain quality standards, and the support team 
that monitors commodity flows along with contractual compliance, each had a major role to play in this 
achievement.



19

COMMUNITY INVOLVEMENT

Returns for Leukemia Bottle Drive in Support of the Leukemia & Lymphoma 
Society of Canada

Returns for Leukemia is an annual fundraiser by the United Food & Commercial Workers 
Local 12R24 in partnership with the Beer Store to raise funds for The Leukemia & 
Lymphoma Society of Canada. The 2013 bottle drive was held on the weekend of May 
25th and 26th and raised over $1.7 Million.

Roger’s House Bottle Drive

The Beer Store in the Eastern Region of Ontario held a bottle drive to raise funds in 
support of Roger’s House on the weekend of September 7th and 8th, 2013. Over 
200 stores and numerous volunteers contributed to raising an amazing $87,732.28.

Plastic Bags

The Beer Store charges 5-cents per plastic bag at the point of sale.  A portion of the proceeds goes 
to The Conservation Council of Ontario to promote conservation solutions and raise public awareness 
about the conservation movement.

BOTTLE
DR  VE
LEUKEM A

RETURNS FOR

COMMUNICATIONS

White Paper - ”Alcohol Retailing Deregulation:  Implications for Ontario”
 
On February 10, 2014, the Beer Store published a position paper on the impact 
of deregulation of alcohol retailing in Ontario.  The paper compares pricing and 
product selection with other jurisdictions as well as outlining the potential impact 
on environmental performance of the system as it exists today.  Greg Flanagan, 
a recognized economist who has extensively studied privatization of retail alcohol 
sales, provides an insightful overview.  Questions are raised in the paper on how an 
alternative environmental system could possibly be as cost effective or efficient and 
whether alcohol prices would eventually increase and ultimately be passed on to 
the consumer as a consequence.

Suds-tainability

Suds-tainability is a monthly newsletter about environmental sustainability and our 
other responsible practices here at the Beer Store. The purpose of the publication 
is to ensure that all staff are more aware of the recycling and sustainability results 
that are an outcome of our regular business activities, and ones that we should 
take pride in achieving. Suds-stainability covers responsible sales practices, 
charitable efforts, updates about regulatory compliance issues, provides simple 
steps our employees can take to make a positive  environmental impact, as well as 
providing return data from the provinces in which we operate. Issues are circulated 
to retail stores, distribution centres, cross docks as well as staff in our corporate 
head office in Mississauga. The first issue was launched on January 14, 2014.
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Employee Training

All new employees are fully trained 
and informed of the importance 
of the Beer Store’s core value 
of environmental leadership 
before they begin their first shift. 
Employees are required to take 
the ODRP e-learning module 
before starting work in the stores. 
New employees also receive in 
store training to learn the proper 
stacking, sorting, and set up 
techniques for all empty returns 
that are processed through the 
Beer Store. They learn how to properly set up and line bins, stack different box sizes on pallets (15 
packs, 24 packs, 28 packs, kegs, etc.) New hire manager training looks at both the processing and 
redistribution of the empty business. A significant part of manager training is the industry refillable glass 
procedure section of the program. Managers learn about bottle integrity and how the empties are 
processed at their respective recycling locations. They look at how they need to be properly sorted for 
safe transport, e.g. proper stacking techniques, properly sorted by bottle size/brewer, shipped to the 
proper warehouse facility. During the Training Manager program, new hire managers receive a tour of 
our processing facility where empty returns are taken. These containers include cans, glass returns, PET 
containers, Tetra containers, bag-in-box, bottle caps etc.

ODRP Communications

A retail communications document is sent out every Friday to all staff and stores 
in Ontario. Included in this document is an ODRP message. The communications 
cover many different recycling matters from week to week including proper 
handling and sorting of proprietary containers, “do’s and don’ts” of processing 
returns as well as what happens after the empties leave the stores.

SPONSORSHIP

The Beer Store is a proud sponsor of the Recycling Council of Ontario.
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Ontario Deposit Return Program Promotional & 
Educational Activities (2013-2014)

LCBO continues to build on its successful support of the Ontario Deposit Return Program (ODRP) 
through multiple communication and marketing channels. The organization is leveraging the results of 
its positive initial advertising campaign that built consumer awareness and support for ODRP and has 
moved to a program of reinforcement that is cost-effective, primarily web-based and environmentally 
friendly.

Environmental Sustainability Report

LCBO’s annual online Environmental Sustainability Report continues to promote the Ontario Deposit 
Return Program.  The Environmental Sustainability Report is highlighted for the public on LCBO’s 
extensively revamped web site through a new Corporate Social Responsibility section on the corporate 
website landing page.  The Report is also featured on the LCBO intranet as an educational and 
reference tool for LCBO employees.  For front line employees without easy access to the intranet, as 
well as for interested consumers, printed copies of the Report are available in LCBO stores throughout 
the province. The online Environmental Sustainability Report details how LCBO has reduced energy 
consumption in its retail stores and other buildings, as well as technologies we have implemented to 
lessen the carbon footprint of our operations and other sustainability initiatives. 

Recycling Across Ontario

LCBO sales of wine, beer and spirits result in over 400 million waste containers every year. Through its 
funding of the Ontario Deposit Return Program (ODRP) and municipal curbside Blue Box programs, 
it is ensuring that over 93 per cent of the bottles and cans generated are kept away from landfill and 
recycled. 
 
The recycling efforts don’t stop there. The LCBO also recycles almost all of its cardboard, plastic shrink 
wrap, paper, defective alcohol, batteries and electronic waste. LCBO support of Blue Box programs also 
ensure that the vast majority of marketing and promotional materials that are produced, like Food & Drink 
magazine, are recycled across the province. Its comprehensive waste management program reflects a 
commitment to helping every community across the province reduce waste and ensure class-leading 
recycling. 

Bag it Back

Since the program’s inception in 2007, more than 2 billion containers have been returned through the 
ODRP, which is equivalent to over 758,000 tonnes of glass, plastic and metal containers. The return rate 
was 79.6 per cent in 2013-14.  In addition, the LCBO provides funding through Stewardship Ontario 
to municipal blue box systems for the curbside collection of beverage alcohol containers that are not 
returned for a deposit refund. With ODRP and municipal blue box systems combined, Ontarians are 
recycling 93 per cent of their LCBO beverage containers. The success of LCBO involvement in the 
ODRP program is reflected by over $48 million dollars refunded to customers for their deposits in 2013-
14. LCBO is encouraging its suppliers to source more environmentally sustainable packaging options 
such as lightweight glass to further reduce its environmental footprint. Large glass bottles account for 
about 50 per cent of all beverage alcohol containers sold by the LCBO and private retailers— and have a 
return rate of 88 per cent.
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www.bagitback.ca  remains one of the communication tools for environmentally-motivated individuals 
and businesses interested in learning more about this program.  
Created in 2007, the dedicated site offers a wide range of information in English and French to both 
commercial and residential users about the most effective ways to work with the ODRP.  

During 2013-14, LCBO promoted www.bagitback.ca and the ODRP in both English and French through 
signs in some 640 stores, including checkout counter decals, point-of-sale terminal screens, in store 
audio messages read by staff, parking lot signs at store entrances and the LCBO public website as well 
as the organization’s employee intranet.  
To coincide with and help promote the milestone of the return of the 2 billionth container, LCBO ran paid 
ads promoting ODRP in its Food & Drink magazine and Vintages Release catalogue in both English and 
French.

LCBO also encouraged consumers to return their beverage alcohol containers for a full deposit refund 
through ads in municipal recycling calendars published in communities across Ontario, including in 
French in designated French Language Services (FLS) areas. The organization’s internal employee 
newsmagazine, The Exchange, also provides regular reminders to employees of the need to actively 
promote the Bag It Back program to customers. For new employees, information on the Bag it Back 
program is part of the orientation process.

Promoting ODRP to the Media

In 2012-13, province-wide LCBO news releases and the online media centre actively promoted the 
container deposit return program. The key phrase below reminds media and the Ontario public of the 
availability of the program that returns beverage alcohol containers to the recycling stream. 

«  Please bring a reusable bag when shopping at the LCBO and take your empty beverage alcohol 
containers (large and small glass bottles, PET plastic, Tetra Pak cartons, bag-in-box and cans) to 

The Beer Store for a full deposit refund. »  
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PricewaterhouseCoopers LLP
PwC Tower, 18 York Street, Suite 2600, Toronto, Ontario, Canada M5J 0B2
T: +1 416 863 1133, F: +1 416 365 8215

“PwC” refers to PricewaterhouseCoopers LLP, an Ontario limited liability partnership.

August 15, 2014

Mr. Aaron Sanderson
Director of Finance
Brewers Retail Inc.
5900 Explorer Drive
Mississauga, ON L4W 5L2

Dear Mr. Sanderson:

As specifically requested by Brewers Retail Inc. (Brewers), we have performed the following
procedures on certain information in the report titled “Investing in Ontario’s Common Future: Beer
Store Responsible Stewardship 2013 - 2014” (the Report). The procedures were performed solely to
assist the Beer Store in the preparation of the Report to meet the reporting requirements of the Beer
Store under Section 35 (3) of The Waste Diversion Act 2002, S.O. 2002, c.6 (the Act) for the period
from May 1, 2013 to April 30, 2014.

A Information in the Report in Table 1: the Beer Store Container Sales and Recovery by
Container Type (Table 1)

The procedures below were completed with respect to the recovery rates for the following container
types: All Glass Bottles (Refillable & Non-Refillable), Refillable Bottles: Industry Standard Bottle (ISB)
and Non-Standard, Non-Refillable Bottles, Metal Cans, Kegs and PET Bottles (the Container Types).
For each Container Type the amounts in Table 1 were compared to the tables contained in the 2014
Fiscal Year Audit of Beverage Container Recovery Methodology and Results - Part A report (the MRR)
prepared by Brewers and not included in the Report.

1. We compared the units for Beer Store sales, LCBO sales and Returns by Container Type (except All
Glass Bottles (Refillable & Non-Refillable)) in Table 1 to the detailed working tables A.2.1 Standard
and Non-Standard Refillable Bottles, A.3.1 Non-Refillable Bottles, A.4.1 Metal Cans (aluminium &
steel), A.5.1 Kegs and A.6.1 PET of the MRR and found the units to be in agreement.

2. We recomputed the units for Beer Store sales, LCBO sales and Returns for All Glass Bottles (Refillable
& Non-Refillable) in Table 1 by totalling the units in the detailed working tables A.2.1 Standard and
Non-Standard Refillable Bottles, and A.3.1 Non-Refillable Bottles of the MRR and found the units to
be arithmetically correct.

3. We recomputed the System Recovery Rate (2013 - 2014) for each Container Type in Table 1 by
dividing the Return units in Table 1 by the sum of Beer Store sales plus LCBO sales for each Container
Type and found the percentages to be arithmetically correct.
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B Information in the Supporting Summary Tables

The following procedures were completed with respect to the supporting summary tables contained in
Appendix A - Sales by Package Fiscal 2014 (Appendix A), Appendix B - LCBO Sales of the Beer Store
Products Fiscal 2014 (Appendix B), Can Settlement Fiscal 2014 (Can Settlement), F14 Package Sales
and Volume by Type of Sale schedule (the F14 Schedule by Type), and related supporting tables
prepared by the Beer Store which serve as the source data to the MRR and Table 1 contained in the
Report. These supporting summary tables are not contained in the Report.

1. We compared Beer Store sales, LCBO sales and Returns units in tables A.2.1 Standard and Non-
Standard Refillable Bottles, A.3.1 Non-Refillable Bottles, A.5.1 Kegs, and A.6.1 PET of the MRR to
Appendix A and found the units to be in agreement.

2. We compared Beer Store sales, LCBO sales and Returns units in the detailed working table A.4.1
Metal Cans of the MRR to the Can Settlement and found the units to be in agreement.

C The Beer Store sales units

1. We recomputed the total sales units for each Container Type (excluding Metal Cans) in
Appendix A as the sum of the sales units for the respective size names within each Container
Type and found the units to be arithmetically correct. We recomputed the total sales units
(except Metal Cans) in Appendix A of the respective size names by multiplying the number of
packages of each size name sold by the number of units in the package and found the units to be
arithmetically correct. We compared the sales for the respective size names (except Metal Cans)
in Appendix A to the F14 Schedule by Type and found the units to be in agreement.

2. We compared the total Beer Store sales units in hectolitres from the F14 Schedule by Type to
Appendix A prepared by Brewers and found the units to be in agreement.

3. We recomputed the total sales units for Metal Cans in the Can Settlement as the sum of the sales
units and found the units to be arithmetically correct. We recomputed the total sales units of
Metal Cans in the Can Settlement by multiplying the number of packages of each size name sold
by the number of units in the package and found the units to be arithmetically correct.

We compared the sales for Metal Cans in the Can Settlement to the Report and found the units
to be in agreement.

D LCBO sales units

1. We compared the LCBO sales units in Appendix A (excluding Metal Cans) to Appendix B that
sets out the calculation of Beer Store sales (net of the Beer Store sales direct to the Liquor
Control Board of Ontario (LCBO)) and LCBO sales, and found the units to be in agreement.
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2. We recomputed the total sales units for each Container Type on the respective Appendix B as the
sum of the sales for the respective size names in hectolitres divided by the size of the respective
containers within each container type and found the units to be arithmetically correct. We
compared the sales for the respective size names in Appendix B to schedules of LCBO sales
volume for import and domestic sales by size and name (the LCBO Sales Schedules) and found
the units to be in agreement.

E Return units

1. We recomputed the total number of units returned by container type (excluding Metal Cans)
included in Appendix A, by multiplying the number of packages returned by the number of units
in the package, and adding an additional three-day data extract prepared by the Beer Store
multiplied by the return rate, and found the units to be arithmetically correct. We recomputed
the total returns by Container Type (excluding Metal Cans) by adding the number of units by
individual size names and noted no exceptions.

2. We compared the total number of packages returned by Container Type (excluding Metal Cans)
to the total number of packages returned on the MT Returns 14 schedule prepared by the Beer
Store and found them to be in agreement.

These procedures do not constitute an audit of the Report, Table 1, the MRR, or any of the supporting
summary tables and schedules, and therefore we express no opinion on the Report, Table 1, the MRR,
or any of the supporting summary tables and schedules. Had we performed additional procedures or
had we made an examination of the Report, Table 1, the MRR, or any of the supporting summary
tables and schedules, other matters might have come to our attention that would have been reported
to you.

This letter is for use solely in connection with the Report provided by the Beer Store to Waste
Diversion Ontario. Consequently, the letter should not be used by other parties. Any use that a third
party makes of this letter, or any reliance or decisions made based on it, are the responsibility of such
third party. We accept no responsibility for any loss or damages suffered by any third party as a result
of decisions made or actions taken based on this letter.

Chartered Professional Accountants, Licensed Public Accountants


