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• Launched MHSW program July
2008

• Nine materials each with its own
collection & recycling target
• Paint/coatings, solvents, batteries,

pressurized containers, fertilizers,
pesticides, antifreeze, oil filters and
oil containers

Phase 1– Smooth sailing
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Managing success
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Managing success
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A bigger “basket of goods”

Phase 2 Materials
• Fluorescent tubes and

bulbs
• Fire extinguishers
• Mercury-containing

devices
• Rechargeable batteries
• Pharmaceuticals
• Sharps and syringes

Phase 3 Materials
• Flammables
• Toxics
• Corrosives
• Irritants
• Reactives
• Leachate toxics
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• Accessibility increased
overall

• 3684 collection sites
• 92 depots
• 3,295 R2R
• 265 other

• 292 events

Consumer collection network
vastly expanded
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Connecting with the
Consumer
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Ontario-wide P&E campaign:
$2.5M++

7



Online Contextual ads 26.9 million impressions

Extensive on-line media buy

Online Behavioral Ads  3.3 million impressions

Google search & content integration 31 million impressions
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Television - 4 stations - 12 million impressions

Followed by TV and radio buy

Television - 4 stations - 12 million impressions

Radio - 3 stations - 9.2 million impressions
includes contesting and DJ talk time
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Orange Drop in a box
3,000+ mailed to
collection partners &
targeted by channel
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In-store promotion
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Orange Drop takes to the road
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Searching for a “Drop” Zone
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Call to action
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What went wrong?

1. Bad timing for new fees
2. Lack of communication about fees
3. Visible eco fees
4. Complex fee structure
5. Incorrect fees
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Regulators and consumers see
things differently

What the government sees What the consumer sees
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What would we do differently?

• Assistance for stewards to understand their
obligation

• Create a product brand list for all designated
materials
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We lost the consumer
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Durables Consumables

We lost the consumer
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Communication is key

• But the responsibility must be shared & the
messages must be complementary but different

• Producer responsibility organization
• Provincial government
• Municipal government
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Visible fees yes, but no
surprises at the cash register
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Retail execution is critical to
success
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• Develop a comprehensive retailer communication
and training program

What would we do differently?
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Rethink financing

• Is producer responsibility the right policy response
for every product?
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Questions?Questions?



Thank you!
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647-925-1009

Thank you!

Gemma Zecchini
CEO, Stewardship Ontario

gzecchini@stewardshipontario.ca
647-925-1009


	Slide7
	Phase 1– Smooth sailing
	Managing success
	Managing success
	A bigger “basket of goods” 
	Consumer collection network vastly expanded
	Connecting with the Consumer
	      Ontario-wide P&E campaign: $2.5M++
	Slide73
	Slide74
	Orange Drop in a box
	In-store promotion
	Orange Drop takes to the road
	Searching for a “Drop” Zone
	Call to action
	What went wrong?
	Regulators and consumers see  things differently
	What would we do differently?
	We lost the consumer
	We lost the consumer
	Communication is key 
	Visible fees yes, but no surprises at the cash register
	Retail execution is critical to success
	What would we do differently?
	Rethink financing
	Slide75

