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Retail Council of Canada

❑ RCC is a not-for-profit, industry-funded association that
represents small, medium and large retail businesses in every
community across the country.
❑ Retail is Canada’s largest employer with 2.1 million Canadians
working in our industry.
❑ The sector annually generates over $76 billion in wages and
employee benefits.
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About Retail Council of Canada

❑ Core retail sales (excluding vehicles and gasoline) were $375
billion in 2018.
❑ RCC members represent more than two thirds of retail sales
across Canada.
❑ Retail is a highly competitive sector with traditionally low profit
margins.
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About Retail Council of Canada

❑ Retail is Saskatchewan's largest employer with over 68,000 people
working in the province’s 4,882 stores.
❑ Core retail sales are $19.5 billion.
❑ The sector annually generates over $2.4 billion total compensation
❑ The majority of retailers are small businesses.
❑ RCC members represent almost 70% of Saskatchewan retail sales.
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Retail Landscape – Saskatchewan

❑ RCC and its retail members are extensively engaged in close to 100 waste diversion and EPR
programs operating in Canada.
❑ Current stewardship programs cost approximately $1.186 Billion across Canada
❑ Retailers are completely comfortable with industry funding for post consumer management of
products, and actively support the success of programs.
❑ Retailers are the face of most volunteer and
regulated programs – and strive to ensure
programs are effective, cost efficient and operate at
a standard consistent with their own businesses.
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Retail and Waste Diversion Programs

❑ Product stewardship is important to business reputation – and often conflicting priorities have to
be managed (e.g.: food waste vs plastic).
❑ Our collective focus must be on environmental outcomes.
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Retail and Waste Diversion Programs

Retail Category

Example Issues (Increasing Overlap)

Grocery

Plastic bags & single use plastics, packaging, food waste & organics, beverages,
electronics, batteries, HHW, pharmacy…

General
Merchandise

Electronics, small appliances, toys, ODS white goods, appliances, bedding,
packaging, batteries, HHW, paint, lighting and lighting products, ag plastics

Electronics

Small and large electronics…

Home
Improvement

Lighting, paint, batteries, power tools, outdoor power equipment, carpet,
renovation supplies (CRD), appliances, HHW…

Furniture

Furniture, ODS white goods, appliances, bedding

Automotive

Used oil, coolants and tires…

Fashion

Textiles, plastics…
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Retail and Waste Diversion Programs & Initiatives

As a general comment, we prefer voluntary action to regulatory action.
It is our experience that this:
❑ will best stimulate innovation;
❑ mitigate unintended negative consequences; and,
❑ create a situation where businesses and consumers have a stake in
the outcome
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RCC Preferred Approach

❑ Our members distribute over 90% of all single use plastic bags
❑ The negative impact of these plastic bags is undeniable
❑ Checkstand bags are a multi-million dollar cost to retailers (or their customer)….
Yet…. a customer service expectation of most.
❑ Many retailers have implemented strategies to reduce bag distribution and
improve recycling. Previous measured commitments in AB, BC, MB showed
reduction by 35% to 45%.

❑ Paper bags are similarly problematic – simply put, there are no easy answers!
Retailers believe we MUST attack purely wasteful one time used bags.
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Retailer View of Plastic Bags…

Hierarchy of Preferred Approach
Mandatory Bag Reduction Strategy

Province or Broad Regional
Mandated Bag Fee *
Bag Ban *

* Apply to paper and plastic
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RCC Preferred Approach to Plastic Bags
Impact
1. Broad use of best practices
2. likely leading to a voluntary bag fee / bag free
3. Industry owns the responsibility

1. Harmonized approach for operational simplicity
2. Significant reduction of truly single use bags
3. Level playing field – Government alignment with sector
1. Harmonized approach for operational simplicity
2. Elimination of most checkstand bags
3. Shift to retail purchased thicker kitchen catchers

We believe a longer-term effort requiring progressive measures is best.

❑ Support polystyrene foam restrictions on disposable cups and take-out
containers;
❑ Support a requirement to use reusable cups and reusable dishware where
practical;
❑ Support reduction efforts on plastic straws, with certain exceptions
(hospitals, physically challenged…);
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Other Single Use Plastics

❑ Support an approach that only allows single-use items (straws,
cutlery…) upon customer request;

❑ Believe IC & I where public spaces exist (shopping malls…)
should be required to manage materials they generate.
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Other Single Use Plastics

❑ Retail members do not support excessive packaging of products
❑ Our members don’t want their customers to end up with product packaging in their
homes of which their only option is to dispose.
❑ Packaging has many functions, such as:
• Product and food safety
• Regulated product labelling
• Loss prevention
• Marketing
• Food loss and waste reduction
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Product Packaging

Retail companies are making efforts to reduce the amount of plastics and packaging waste in their
operations by:
❑

Removing excessive packaging

❑

Removing difficult-to-recycle materials (PVC and expanded polystyrene)

❑

Increasing post-consumer recycled content

❑

Ensuring and encouraging use of recyclable packaging materials

❑

Reducing packaging for ecommerce-specific items

❑

Plastic shopping bag reduction initiatives

❑

Providing better-for-the-environment alternatives to single-use plastic products (utensils, cups, straws…)
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Product Packaging

❑ We are keenly interested in the action plan for the National Strategy for Zero Plastic Waste
that will be forthcoming from the CCME
❑ Retailers are actively engaged in national and global discussions alongside manufacturers
in an effort to reduce their footprint through sustainable packaging.
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Product Packaging

Food Waste Reduction
Most grocers have programs in place to help reduce food waste.
Example initiatives include:
❑ Partnerships with Food Banks
❑ Daily delivers to control inventory distress
❑ Protective shipping systems to minimize waste

❑ Discounting of blemished fruits/vegetables
❑ Reprocessing and cooking of less appealing produce (fruit cups)
❑ Consumer workshops on extending “days in fridge”
❑ Organic waste programs
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Retail Food Waste Strategies

❑ Recently RCC announced a new food waste commitment made by
several large grocery retailers and food manufacturers in Canada.
❑ Each participant will take measurable action to prevent and reduce
food waste in their own operations by 50% by 2025.
❑ Provision Coalition and National Zero Waste Council will both be
supporting reduction efforts by the companies, and those expected
to formally join in coming months.
The companies will measure using a global Food Loss and Waste
Accounting and Reporting Standard and report annually.
Loblaw, Sobeys, Save-On Foods, Metro, Walmart Canada, Kraft Heinz
Canada, Maple Leaf Foods and Unilever Canada were the initial
signatures.
RETAILCOUNCIL.ORG

PAGE 17

Retail Food Waste Commitment

Organic Waste
❑ Few Saskatchewan municipalities currently offer regular curbside
collection for organics, and there remains a service opportunity gap on
the ICI side.
❑ Major grocers have made public commitments, and in most regions
have implemented strategies and partnerships in an effort to divert
organics.

Organic Waste Bans
❑ Prior to any ban, the Government should be assess the level of service
offered to businesses with regards to organic waste, to ensure gaps have
been addressed.
❑ Opportunities to learn from other jurisdictions (Vancouver, Calgary,
Halifax…)
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Organic Waste

Harmonization:
❑ There are about 3,700 municipal governments in Canada

❑ Customized municipal bylaws are challenging to manage and
sometimes conflict with good environmental outcomes…
❑ Harmonization is a priority objective and often there are
existing approaches to learn from
❑ RCC welcomes collective leadership from municipalities if a
province doesn’t choose to lead on an issue
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Harmonization

Retailers and Action

❑ Retailers are actively engaged in national and global discussions
alongside manufacturers and other stakeholders in an effort to reduce
their footprint.
❑ We are keenly interested in the action plan for the National Strategy for
Zero Plastic Waste that will be forthcoming from the CCME.
❑ Retailers must continue to work collectively (sustainability working group,
circular economy study, textiles research…) and individually (food waste,
packaging reduction, single use plastics, GHG programs…).
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Harmonization and Action

Municipalities & Action
❑ Municipalities play an important role in promotion
and education, helping to shape behaviour.
❑ Municipal waste audits are helpful for
benchmarking and prioritizing areas of focus.
❑ Retailers and RCC are committed to being a valued
part of your solution.
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Harmonization and Action
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Committed to Being a Part of the Solution

JOHN GRAHAM

jgraham@retailcouncil.org
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