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Message from the President
Welcome to the Beer Store’s 2014-2015 Responsible Stewardship Report.

Ontarians of all ages are familiar with the ‘3 Rs of the environment’: reduce, 
reuse, recycle. Through reading this year’s report, you’ll learn about the Beer 
Store’s 3 Rs: reduce, reuse, repeat. 

At the Beer Store, recycling has become second nature and has been factored 
into many of our daily business processes.  Using “Repeat” as our third “R” 
reinforces our approach to consistently repeat existing best practices while 
continuing to search for ways to improve. The Beer Store’s deposit-return 
system allows us to significantly reduce the amount of packaging going to 
landfills; we are able to reuse glass beer bottles; and we repeat this practice 
(an average of 15 times per bottle) until they are recycled at the end of their 
life-cycle.

Commitment to environmental leadership is one of our core corporate 
values.  Environmental stewardship is built into our DNA (and our business 
model). Established in 1927, the Beer Store’s deposit-return program is the first 
Extended Producer Responsibility program in North America. Being ‘Champions 
of Green’ is an important part of what we do. After all, we were green before 
green was cool.

Once again, thanks to the involvement of Ontario consumers, our industry is 
able to: 
• Use a refillable beer bottle
• Raise millions of dollars for community groups through bottle drives (like 

the over $1.7 million raised in 2014 for Returns for Leukemia); and 
• Re-use or recycle an average of 3,700 containers every minute of every day, 

every year

We devote a significant part of our operations to ensuring our industry’s 
containers and packaging is saved from landfills and from being a burden on 
the Ontario taxpayer.  It’s a record unmatched by other industries, in Ontario or 
elsewhere.

Thank you for choosing to read this year’s Responsible Stewardship report and 
to learn about the Beer Store’s 3 Rs.  As always, my thanks to the Beer Store 
employees who work so hard every day to make us environmental leaders.
 
Ted Moroz
President
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Beer Store
Containers

Ontario Deposit Return 
Program (ODRP) Containers

Containers Collected 1,618,839,417 317,829,116

Tonnes Diverted from Landfill 293,920 113,069

Recovery Rate (%) 91.0% 78.5%

Glass Bottle Re-Use by Brewers (Tonnes) 215,019

Coloured Glass Recycled Into New Products (Tonnes) 32,633 68,639 

Clear Glass Recycled Into New Clear Glass Bottles (Tonnes) 13,770 42,297

Aluminum Cans Recycled into New Aluminum (Tonnes) 9,248 1,122

Corrugated Cardboard & Boxboard Recycled into New Paper 
Products (Tonnes) 22,076

PET Products Recycled into Plastic Lumber & Other Plastic 
Products (Tonnes) 1,011

SUMMARY RESULTS

443: Beer Store Locations

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

141: Beer Store Retail Partner Stores

4: LCBO Stores

63: LCBO Northern Agency Stores

115: Beer Store Contracted Empty Bottle Dealers

879: TOTAL Beverage Alcohol Container Redemption 
Locations

448: Beer Store locations (includes 5 Beer Store 
locations that do not accept empty returns) 

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

141: Beer Store Retail Partner Stores

651: LCBO Stores*

63: LCBO Northern Agency Stores

504: Ontario Winery Retail Stores*

14: Ontario Distillery Retail Stores*

19,508: Licensed Establishments (bars and 
restaurants)

21,442: TOTAL Beverage Alcohol Sales Locations

REDEMPTION LOCATIONSSALE LOCATIONS

ONTARIO DEPOSIT RETURN PROGRAM 
(ODRP) CONTAINERS

RETURN RATE

BEER STORE SYSTEM CONTAINERS
RETURN RATE

as of April 30, 2015.as of April 30, 2015.   
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Environmental stewardship is an integral 
part of our culture at the Beer Store. We are 
proud to say that “we were green before 
green was cool” and we continue to operate 
one of the most successful container 
recovery programs in the world. We have 
managed a deposit-return system since the 
Beer Store was established in 1927 (the year 
that Prohibition ended in the province of 
Ontario). 

Currently, refundable deposits of 10 and 
20 cents, on beer bottles under 630ml and 
over 630ml respectively and on beer cans 
under 1L and over 1L respectively, provide 
an economic incentive to consumers to 
return the containers they purchase to us 
so that they can be reused or recycled into 
new products. We are also happy to take 
back any other packaging materials that 
are sold with these containers (such as the 
cardboard boxes they come in) – we really 
are a one-stop destination for the reuse 
and recycling of beer packaging!

With convenient return locations located 
across the province, it’s no wonder why 
we continually recover the vast majority 
of beer containers and their associated 
packaging annually!

REDUCE, REUSE, REPEAT: 
THE STORY OF A REUSABLE BOTTLE

All of the containers sold in the Beer Store 
are 100% recyclable, non-toxic, and have 
established secondary markets. The vast 
majority of glass bottles sold are refillable, 
meaning they are reused - the average 
bottle is used 15 times before reaching the 
end of its life-cycle when it gets recycled. 
Refillable bottles come in many shapes 
and sizes, the most common being the 
“Industry Standard Bottle” (ISB) – the brown 
glass bottle used by over a dozen brewers 
selling through the Beer Store - which was 
designed to allow refillable containers to be 
shared by many brewers for reuse and to 
flow through the network easily. 

Once a consumer returns a refillable bottle 
it is thoroughly sanitized and inspected 
before being refilled and sold again. By 
reusing bottles, brewers are able to reduce 
the amount of virgin glass required to 
produce their products and save energy in 
the process.

GREEN BEER
THE BEER STORE’S PACKAGING MANAGEMENT SYSTEM

8

THE AVERAGE BOTTLE IS USED 
15 TIMES BEFORE REACHING THE 
END OF ITS LIFE-CYCLE
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In 1988, the Beer Store began 
to operate an industry steel keg 
pool which can be accessed by 
any brewer selling beer through 
the Beer Store. Participating 
Brewers essentially share kegs 
in the float, meaning they 
do not have to purchase and 
manage their own pool but still 
have a steady supply to package 
and ship beer. 
Thanks to their sturdy stainless 
steel construction, kegs can be 
sanitized and reused over and 
over for years and years- the 
average keg in the Beer Store’s 
system was reused 9 times last 
year alone! 

DID YOU KNOW THE 3 “R” FACTS:

• Kegs come in a variety of 
sizes, the Beer Store keg 
holds about 58.6L of beer 
– that’s the equivalent of 7 
cases of 24 beer bottles!

• Kegs are made of stainless 
steel and are 100% 
recyclable at the end of their 
life-cycle!

• Kegs can last for over 30 
years!

REDUCE, REUSE, REPEAT: 
FLOATING IN KEGS

WE’VE HEARD ABOUT REUSABLE 
BOTTLES, SO LET’S TALK ABOUT KEGS AS 
THEY ARE AN INTEGRAL PART OF WHAT 
MAKES THE BEER INDUSTRY “GREEN”. 

KEGS ARE MADE OF STAINLESS 
STEEL AND ARE 100% 

RECYCLABLE AT THE END OF 
THEIR LIFE-CYCLE!

109
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Over the last year we have 
continued to expand our 
sustainable programs and 
initiatives in stores.

An additional 75 stores were 
renovated in the Fall of 2014 
and Spring of 2015 with signs 
changing to the new ‘Beer Store’ 
identity. With a new, fresh décor 
and added features like new 
product arrival coolers and 
‘Pricing Information Centres’ 
with touch screen tablets to 
shop and browse for beer, the 
retail shopping experience has 
improved dramatically. Similar 
décor and service enhancements 
are part of all new stores and 
relocations making the Beer 
Store stand out as the preferred 
location for purchasing beer. 
These additional stores bring 
the total number of re-branded 
Beer Stores to over 150 locations 
across Ontario.

We installed 16 refrigeration 
systems that are smaller and 
more efficient than the previous 
system used, which significantly 
reduces our refrigeration related 
energy consumption. These 
systems also leverage outside air 
when possible to help cool the 
system and regulate humidity. 
The Beer Store also converted     

4 stores to LED lighting systems, 
9 roofs to R-30 systems, 10 hot 
water tanks to high efficiency 
models, and enhanced lighting 
fixtures thanks to the Small 
Business Lighting Program in 
15 of our locations. In 2014 
and early 2015, 14 Beer Store 
locations became even more 
environmentally friendly as part 
of a pilot project with Bullfrog 
Power. The energy consumed at 
these stores is now 100% offset 
by bullfrogpowered® green 
electricity.

Empty returns continue to be 
one of our core competencies. 
With more emphasis on keeping 
the empties return area clean, 
the new and renovated stores 
also clearly identify the recycling 
area with an orange wall stripe 
containing sorting information 
and graphics. A new large mural 
graphic on how to sort empties is 
standard issue in all new self-
serve stores, which is a great tool 
for educating customers on how 
to prepare and organize their 
empties before coming to the 
store. This has helped improve 
efficiency and ultimately reduced 
contamination and waste from 
improper mixing of coloured 
glass and other materials. 

REDUCE, REUSE, REPEAT: 
GETTING MORE SUSTAINABLE IN STORES

12
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Container Type
Beer Store 

Sales 
(units)

LCBO 
Sales 

(units)*

Returns 
(units)

System 
Recovery Rate 

(2014-2015)

System 
Recovery Rate 

(2013-2014)

All Glass Bottles (Refillable 
and Non-Refillable) 931,469,265 126,436,543 1,028,947,580 97.3% 98.7%

Refillable Bottles (Industry 
Standard Bottle (ISB) and 

Non-Standard)
817,374,135 86,288,472 882,952,581 97.7% 99.0%

Non-Refillable Bottles 114,095,130 40,148,071 145,994,999 94.7% 97.0%

Metal Cans 488,975,932 229,762,737 588,504,375 81.9% 81.8%
Kegs 1,373,527 - 1,387,462 101.0% 100.8%

PET Bottles** - - - 0.0% 0.0%

Total (by Units) 1,421,818,724 356,199,280 1,618,839,417 91.0% 92.3%

Table 2 – Secondary Packaging

Packaging Type Beer Store 
(Tonnes Sold*) 

LCBO 
(Tonnes Sold*) 

Recovered 
(Tonnes) 2014-2015

Recovered 
(Tonnes) 2013-2014

Corrugated/
Boxboard 18,228 3,331 22,076 22,751

Metal 2,015 380 263 276
Plastic 495 132 729 700
Total** 20,739 3,842 23,068 23,727

* LCBO sales for the period April 28th, 2014 - April 26th, 2015 of common product.
** The Beer Store did not carry product in PET bottles last year.

*’Tonnes Sold’ reported at both the Beer Store and the LCBO is the packaging associated with the 
sale of beer only. ‘Tonnes Recovered’ reflects all packaging returned to the Beer Store, including 
non-beer packaging.
** Figures in chart may not add to the total due to rounding.

DID YOU KNOW:
THE 3 “R” FACTS

• As in previous years, the Beer Store 
recovered more beer containers than it 
sold in 2014-2015 thanks to our network 
of empties return locations

• The Beer Store’s deposit-return system 
for beer containers remains 100% 
industry driven and funded.

• Refillable bottles are reused an average 
of 15 times!

• The Beer Store collects beer containers 
and secondary packaging on behalf of 
over 150 producers that sell through 
our retail and wholesale systems (as of 
April 30th 2015).

• 19 Brewers sell products in the 
refillable glass Industry Standard 
Bottle (ISB). Another 11 Brewers sell 
products in proprietary refillable 
glass bottles. All of these bottles are 
collected through the Beer Store.

• The Beer Store manages 171 different 
brands of beer sold in kegs.

• We own and manage an Industry 
standard keg pool, which all 
participating brewers in the system 
may use, saving them significant capital 
costs compared to owning their own 
keg float.

• Glass recycled through the system is 
used to make new glass bottles and 
fiberglass.

• Aluminum recycled through the system 
is recycled into new cans.

• The Beer Store refunded over 
$161 million dollars in deposits to 
consumers!

• Saves tax payers close to $40 million in 
recycling and landfill costs.

Table 1 – The Beer Store Container Sales and Recovery by Container Type
May 1st, 2014-April 30th, 2015 (with the exception of cans which cover the period of  

May 5th, 2014-May 3rd, 2015)

14
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HELPING TO KEEP 
ONTARIO GREEN 

In 2007, the Beer Store, under contract with 
the Ontario government, began collecting 
and recycling empty wine, spirits and non-
Beer Store listed beer containers.
 
The Ontario Deposit Return Program (ODRP) 
established refundable deposits on all 
alcohol containers greater than 100mL sold 
at the LCBO, LCBO Agency Stores, winery 
retail stores, distillery retail stores and 
brewery retail stores.
 
Refundable deposits are currently set at 10 
and 20 cents on alcohol cans under 1L and 

over 1L respectively and 10 and 20 cents on 
all other types of alcohol containers (glass, 
plastic, tetra etc.) under 630ml and over 
630ml respectively.
 
The refundable deposit provides an 
economic incentive to consumers to return 
these alcohol containers to a Beer Store, 
LCBO Agency Store or Empty Bottle Dealer 
for a full deposit refund. The Beer store 
also accepts all secondary packaging 
associated with these containers as well!

THE ONTARIO DEPOSIT RETURN PROGRAM RESULTS

THE GOVERNMENT OF ONTARIO HAD 
SEVERAL GOALS WHEN INTRODUCING 
THE PROGRAM:
• Increase recovery rates for wine & spirits containers (relative 

to collection through the Blue Box)
• Increase glass diversion from landfill (target of 25,000 

additional tonnes diverted per year)
• Ensure materials recycled are sent for higher order recycling
• Ensure at least 90% of recovered glass is diverted to higher 

end use (such as new bottles or fiberglass manufacturing)

ODRP ACHIEVEMENTS:
• Increasing recovery and performance under ODRP (from 63% 

in 2007-2008 to 78.5% in 2014-2015)
• Since 2007, over 2 billion containers have been returned under 

the program.
• ODRP continues to be the principal source of quality glass 

cullet for Ontario glass manufacturing – creating a closed 
loop system in the province!

DID YOU KNOW: THE 3 “R” FACTS
• All alcohol containers and associated packaging can be 

returned to the Beer Store (including cooler bottles, wine & 
spirits plastic and glass bottles, metal cans, bag-in-box,  
Tetra Pak and chill pack containers)!

• Virtually all glass recovered is being sent to high-end use 
(made into new bottles, fiberglass insulation etc.)

• The Government of Ontario’s ODRP initiative is a great 
example of how the private sector can work with government 
to reach successful outcomes for the environment.

15 16
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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 79,943,085 19.8%

68.9%
Glass containers over 630ml $0.20 198,814,405 49.1%

Aluminum or steel cans less than or 
equal to 1L*** $0.10

87,200,238 21.5% 21.5%

Aluminum or steel cans over 1L*** $0.20

Tetra Pak (Polycoat) and Bag-in-Box 
less than or equal to 630ml $0.10 891,752 0.2%

2.4%
Tetra Pak (Polycoat) and Bag-in-Box 

over 630ml $0.20 8,986,932 2.2%

Polyethylene Terephthalate (PET 
or plastic) containers less than or 

equal to 630ml
$0.10 19,042,074 4.7%

7.1%

Polyethylene Terephthalate (PET or 
plastic) containers over 630ml $0.20 9,842,415 2.4%

TOTAL 404,720,901 100% 100%

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

Table 3 - ODRP Sales, Deposit Value by Container Type, and Market Share (2014-2015)
April 28th, 2014 - April 26th, 2015 (Note: Cans cover May 5th, 2014-May 3rd, 2015)

* “Avoided GHG” and “Avoided Energy” coefficients for PET Recycling used for Mixed Plastic Figures
** Figures in chart may not add to the total due to rounding.

Sales in Units Returns in Units Recovery Rate

Container 
Type

Small 
Containers

($0.10)

Large 
Containers

($0.20)

Small 
Containers

($0.10)

Large 
Containers

($0.20)

Small 
Containers 

(2015)

Small 
Containers 

(2014)

Large 
Containers 

(2015)

Large 
Containers 

(2014)

Combined 
2015 

Combined 
2014

Glass 79,943,085 198,814,405 54,639,694 173,970,844 68% 73% 88% 88% 82% 83%

PET 19,042,074 9,842,415 8,075,100 7,222,148 42% 43% 73% 70% 53% 53%

Tetra/BIB 891,752 8,986,932 73,189 2,448,446 8% 13% 27% 29% 26% 28%

Subtotal 99,876,912 217,643,752 62,787,983 183,641,438 63% 67% 84% 85% 78% 79%

Cans 87,200,238 71,399,695 82% 82%

Grand Total 404,720,901 317,829,116 78.5% 79.6%

Table 4 – ODRP Containers: Sales & Recovery
April 28th, 2014 - April 26th, 2015 (Note: Cans cover May 5th, 2014-May 3rd, 2015)

2014-15 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

215,019 13,770 32,633 9,248 263 - 911 271,845

ODRP Tonnes
 Diverted

- 42,297 68,639 1,122 - 1,011 - 113,069

TOTAL Tonnes 
Diverted

215,019 56,067 101,272 10,370 263 1,011 911 384,914

Avoided GHG 
Emissions 
(MTCO2E)

81,707 6,167 5,570 100,170 314 3,681 3,318 200,927

Avoided 
Energy 

Consumption (GJ)
1,462,130 94,193 110,386 905,882 3,323 86,272 77,753 2,739,939

DID YOU KNOW:
3 “R” FACTS

Table 5: Beer Store and ODRP Landfill Diversion, Avoided GHG Emissions & Avoided Energy 
Consumption (2014-2015)1 2 

COMBINED, THE BEER STORE’S BEER CONTAINER PROGRAM 
AND THE ODRP:
• Avoided an estimated 200,927 tonnes of GHG emissions – that’s the equivalent to 

taking 42,300 cars off Ontario roads!3 
• Avoided approximately 2,739,939 gigajoules of energy through reuse and recycling 

– that’s roughly the equivalent of $38.9 million of oil!4 
• Diverted almost 407,000 tonnes of material – that’s equivalent of 45% of the total 

material collected through the Blue Box Program!5 

1 Source for avoided energy and emissions multipliers: Determination of the Impact of Waste Management activities on 
Greenhouse Gas Emissions: 2005 Update Final Report, ICF Consulting for Environment Canada & Natural Resources Canada, October 
2005 and GHG
2 Pollutant reductions associated with recycled versus virgin aluminum production and glass production from Weitz, Keith A. et 
al. 2003. Life-Cycle Inventory Data Sets for Materials Production of Aluminum, Glass, Paper, Plastic and Steel in North America. Report 
prepared by RTI International for the U.S. EPA, Office of Research and Development. EPA-600/Q-03-001. Research Triangle Park, NC.
3 http://www.epa.gov/cleanenergy/energy-resources/calculator.html#results
4 Using an average of $86.69/barrel and 6.1GJ/barrel of oil based on the average price of oil between May 1st 2014 and April 
30th 2015 in CDN dollars.
5 http://www.wdo.ca/files/4914/1719/3046/2013_Blue_Box_Tonnage_Highlights_Residential_DR1.pdf

COMBINED ENVIRONMENTAL PERFORMANCE RESULTS

http://www.wdo.ca/files/4914/1719/3046/2013_Blue_Box_Tonnage_Highlights_Residential_DR1.pdf
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The Beer Store implemented an ongoing employee training program to reinforce and expand 
product knowledge, as well as establish and extend customer service initiatives. In addition, the 
Beer Store also continued to offer customers education on its website and with in store posters and 
messaging.

Beer store employees are trained to educate customers on the benefits of returning their empties 
and how to do so more effectively. Through ongoing  education on recycling to employees and 
customers, the beer store has a higher level of customer service and an improved shopping and 
returns experience. 

AWARDS
ALCOA RECYCLING’S TOP SUPPLIER ACHIEVEMENT AWARD FOR 2014
The Beer Store and its sister company, BDL, received Alcoa’s Top Supplier Award in 2014 as a result 
of their efforts and dedication toward excellence in material quality, volume and service.

2015 RANDSTAD AWARD RECIPIENTS - MOST ATTRACTIVE EMPLOYER:
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, which include Environmental Leadership; Health & Safety; Social 
Responsibility; Integrity & Respect; Honesty; and Operational Excellence - are what contribute to the 
overall attractiveness of the company. 

ADVERTISING
FOOD AND DRINK (DECEMBER 2014)
The Beer Store, in partnership with Bag it Back, published ads in the 
Winter 2014 issue of Food & Drink magazine encouraging and praising the 
recycling efforts of Ontarians. These containers have been accepted at the 
Beer Store since 2007.

BEER STORE TRUCK ADVERTISING 
Over the 2014-2015 year, an additional 6 trucks began sporting the Beer 
Store’s “Be Green” messaging. The messaging includes the “Green before Green was Cool”, “More 
empties returned means less in our landfills” and “Bring back your empty beer, wine and spirits 
containers” all aimed at increasing consumer awareness of The Beer Stores return program and 
ODRP.

IN STORE ADVERTISING
As we continue to raise consumer 
awareness of the returns program, we 
added several in store signs and banners 
to our locations:

• Winter Recycling Posters
• Spring Recycling Posters
• “Better Returns” wall vinyl decals

This in store signage is displayed in all 
Beer Store locations across Ontario, 
promoting the benefits of empty returns. 

COMMUNITY INVOLVEMENT
The Beer Store is proudly involved in the communities in which we operate. We are pleased to 
support a number of great local and provincial initiatives. Some of these initiatives include:

RETURNS FOR LEUKEMIA BOTTLE DRIVE
Returns for Leukemia Bottle Drive is an annual fund-raiser held at nearly 450 Beer Store locations 
across the province. The Beer Store, in collaboration with the United Food & Commercial Workers 
Local 12R24 and the Leukemia and Lymphoma Society of Canada celebrated its 9th Annual bottle 
drive in 2014, raising $1,707,014.24. 

ROGERS HOUSE BOTTLE DRIVE 
The Eastern Ontario region Beer Store locations held a bottle drive to raise funds in support of 
Roger’s House in 2014 raising $83,065.31 (that makes over $427,000 since 2005!)

THE BEER STORE PROMOTIONAL & 
EDUCATIONAL ACTIVITIES FOR 2014-2015
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EMPLOYEE TRAINING 
At the Beer Store, we take the environment seriously. All new employees 
receive comprehensive training on the Beer Store’s core value of 
environmental leadership. Before a new employee begins their first 
shift, they are required to complete an ODRP e-learning module which 
provides an overview of the ODRP return program. Employees are also 
taught how to safely stack and sort container returns that are processed 
through the store. 
Over the last year, approximately 6,400 employees in the province of 
Ontario received Customer Service and Product Knowledge Training 
which included discussions and role plays on how to receive and service 
ODR customers. A total of 4,892 Retail Employees completed the online 
Ontario Deposit Return course in 2014. 

RETAIL COMMUNICATIONS
A retail communications document is sent out every Friday to all staff 
and stores in Ontario. Included in this document is a message about 
empty beer and/or ODRP container matters. 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.

SPONSORSHIPS
The Beer Store is a proud sponsor of The Recycling Council of Ontario.
We also sponsored a number of exciting environment-related events in 
the past year including:
• Ontario’s 2014 Zero Waste Conference
• The Commerce & Engineering Environmental Conference
• Several Conservation Council of Ontario Silent Partners Events
• Beerworkings Sustainability Series
• The Harbord Village Litter & Glitter Clean-Up & Gala 

22
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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 and primarily social media-based.

ENVIRONMENTAL SUSTAINABILITY REPORT:
LCBO’s annual online Environmental Sustainability Report continues to promote the Ontario Deposit 
Return Program. The report 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 that have been 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 containers every year. Through LCBO’s 
funding of the Ontario Deposit Return Program (ODRP) and municipal curbside Blue Box programs, 
they are ensuring that over 93 per cent of the bottles and cans generated are kept away from landfill 
and recycled. 
 
LCBO’s 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’s support of Blue Box programs also ensure that the vast majority of marketing and 
promotional materials produced, like Food & Drink magazine, are recycled across the province. 
 
Their comprehensive waste management program reflects a commitment to helping every 
community across the province reduce waste and ensure class-leading recycling. 

BAG IT BACK AND WWW.BAGITBACK.CA:
Since the program’s inception in 2007, more than 2.3 billion containers have been returned through 
the ODRP, which is equivalent to over 850,000 tonnes of glass, plastic and metal containers.  The 
return rate was about 78.5 per cent in 2014-15.  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. 

The success of LCBO’s involvement in the ODRP program is reflected by about $50 million dollars 
refunded to customers for their deposits in 2014-15.

LCBO is encouraging its suppliers to source more environmentally sustainable packaging options 
such as lightweight glass to further reduce its environmental footprint. Almost all 750 mL wine 
products sold by LCBO under $16 are packaged in 420 gram bottles and, starting in the spring 
of 2016, wine bottles in 1,000 mL and 1,500 mL sizes can’t exceed 550 grams and 700 grams, 
respectively. 

This program is realizing annual waste reduction of seven million kilograms and a 20 per cent 
reduction in greenhouse gas generation. 

During 2014-15, LCBO promoted www.bagitback.ca  and the ODRP in both English and French through 
signs in some 650 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.  

LCBO 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 Service (FLS) areas.

The organization’s internal employee news magazine, 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 2014-15, province-wide LCBO news releases and the online media centre actively promoted the 
ODRP. 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. »  

SUMMARY OF LCBO ODRP 
PROMOTIONAL AND EDUCATIONAL 
ACTIVITIES FOR 2014-2015
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LCBO, working in partnership with the Beer Store, Ministry of Finance and Ministry of the 
Environment and Climate Change, developed a social media campaign using Twitter and Facebook. 
Social media posts included infographics to encourage consumers to contribute to the success of 
the Ontario Deposit Return Program (ODRP). The messaging focused on the outcome/benefits of 
returning empty alcohol containers. The key target audience being younger adults and urban, multi-
unit building residents, who may be less inclined to recycle their empty alcohol containers.

The social media posts also helped to explain that recycling through the Blue Box program and the 
ODRP are not the same.  

MESSAGES USED IN THIS SOCIAL MEDIA CAMPAIGN INCLUDED THE FOLLOWING:

For general consumers:

THANKS ONTARIO 
RESIDENTS!  YOU HAVE 
KEPT MORE THAN TWO 

BILLION EMPTY ALCOHOL 
CONTAINERS OUT OF 

LANDFILLS BY RETURNING 
YOUR EMPTY CONTAINERS 
TO THE BEER STORE FOR 

RECYCLING. 

THE BEER STORE PROVIDES 
THE MOST EFFECTIVE WAY 

TO ENSURE THE EMPTY 
ALCOHOL CONTAINERS THAT 
YOU RETURN ARE RECYCLED 

INTO NEW BOTTLES AND 
HIGHER-END PRODUCTS. 

IT’S A FACT, RECYCLING 
CREATES JOBS.  EVERY 

ADDITIONAL 1,000 TONNES 
OF RECYCLED WASTE 

GENERATES SEVEN NEW JOBS. 

RECYCLING IS AN EASY 
WAY TO PROTECT THE 

ENVIRONMENT BY REDUCING 
WASTE.

86 PER CENT OF ONTARIANS 
OF LEGAL DRINKING AGE ARE 
WITHIN A FIVE MINUTE DRIVE 

OF A BEER STORE OUTLET 
WHERE THEY CAN REDEEM 

THEIR ALCOHOL CONTAINERS 
FOR A DEPOSIT REFUND.

MOST BEVERAGE ALCOHOL 
CONTAINERS PURCHASED IN 
ONTARIO CAN BE RETURNED 

FOR A DEPOSIT REFUND 
INCLUDING GLASS, TETRA 
PAK, BAG-IN-BOX, PLASTIC 

(PET), AND CANS.

THE BEST PLACE FOR 
YOUR EMPTY ALCOHOL 

CONTAINERS IS THE BEER 
STORE.  RETURNING YOUR 

EMPTIES TO THE BEER 
STORE REDUCES WASTE 

MANAGEMENT COSTS FOR 
YOUR BUILDING, CREATES 
JOBS AND HELPS PROTECT 

THE ENVIRONMENT.

PLEASE RECYCLE 
RESPONSIBLY.

THERE ARE 780 LOCATIONS, 
INCLUDING 448 BEER 

STORES, IN COMMUNITIES 
THROUGHOUT ONTARIO THAT 

WILL ACCEPT YOUR EMPTY 
BEER, WINE AND SPIRITS 

CONTAINERS AND REFUND 
YOUR DEPOSIT.

RETURNING YOUR EMPTY 
ALCOHOL CONTAINERS IS 
AN EASY WAY TO PROTECT 

THE ENVIRONMENT, REDUCE 
WASTE AND CREATE JOBS.

MATTE STORIES

Matte stories were also distributed to community publications through news services like the 
Ontario Community Newspaper Association (OCNA) or News Canada. 

For younger aged consumers:

For apartment/condominium residents:  

SUMMARY OF JOINT 
TBS & LCBO ODRP PROMOTIONAL 
AND EDUCATIONAL ACTIVITIES FOR 
2014-2015
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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.

July 30, 2015

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 2014-2015 (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, 2014 to April 30, 2015.

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, and Kegs (the Container Types). For each Container Type,
the amounts in Table 1 were compared to the tables contained in the 2015 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), and A.5.1 Kegs of the MRR and found the units to be in agreement.

2. We re-computed 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 re-computed the System Recovery Rate (2014 - 2015) 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.

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 2015 (Appendix A), Appendix B - LCBO Sales of TBS Products Fiscal
2015 (Appendix B), Can Settlement Fiscal 2015 (Can Settlement), F15 Package Sales and Volume by Type
of Sale schedule (the F15 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, and A.5.1 Kegs 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 re-computed 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 re-computed 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 F15
Schedule by Type and found the units to be in agreement.

2. We compared the total Beer Store sales units in hectolitres from the F15 Schedule by Type to
Appendix A prepared by Brewers and found the units to be in agreement.

3. We re-computed 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 re-computed 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.

4. 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.

2. We re-computed 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.
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E. Return units

1. We re-computed 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 re-computed the total returns by
Container Type (excluding Metal Cans) by adding the number of units by individual size names and
found the units to be arithmetically correct.

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 15 schedule prepared by the Beer Store and
found the units 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 report is intended 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


