


 Family philosophy of 
doing things because 
they are right, not for 
recognition

 Long history of firsts & 
early “green” initiatives 

 Good business practices

Trusted Since 1945



 Be quietly green first
 Do first, then talk about 

 ”Greenwashing” 

 Understand consumer 
needs

 Understand 
government direction 

 Get ahead of curve

Our Approach



 Hire expertise to 

validate/ challenge

 Built policies & 

processes – 4 pillars

 Unique

 Authentic

Our Approach



Four Pillar Strategy
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 Recycling Cardboard

 reduce garbage costs

 Heavy Metal Recovery Process

 market for silver

 environment concern

 Plastic Bag Recycling

 introduced plastic bags

 needed a way to deal with waste

Recycling Programs – 1980’s

1980’s 1990’s 2000’s Present



 Film Canisters

 Plastic Film Containers

 Building Energy 

Management Systems

Recycling Programs - 1990’s

1980’s 1990’s 2000’s Present



 Pallet Refurbishment

 Fuel Management 

Systems

 Rechargeable Battery

 Pallet Wrap

 Injection Needles 

 Expired Medications

Recycling Programs – 2000’s

1980’s 1990’s 2000’s Present



 Before Government 

Regulation

 Electronics Recycling 

 Home & Personal Care 

Appliances Recycling

Recycling Programs - Present

1980’s 1990’s 2000’s Present



Reducing Energy Inputs



Lack of Knowledge
Nearly half of

consumers

49%
… would do more

for the environment

if they only knew how

Consumer Trends

2007  GFK Roper Green Gauge Report



Consumer Communication



Skeptics
• Believe environmental 

indifference is mainstream

• TV main source of enviro-news

• Low knowledge - does NOT 

believe Global Warming is real

Education

23%



Make It Convenient



 Point of difference when 

hiring

 Retention

 Biggest issue:

 Internal communication on 

what we do & our success

Impact – Employee Culture



 Garbage Pays For 

Unique Recycling

 Energy Management -

Quality

 Intangible

 Over 60% reduction in 

tipping fees

The Impact – Reduced Costs



Landfill Reduction

Region Reduction%

Edmonton 66.52%

Calgary 39.58%

Vancouver 54.79%

Vancouver Island 61.98%

Other Alberta 64.58%

Other BC 55.56%

Saskatchewan & Manitoba 50.00%



Lethbridge:
NOT a “tree 

hugger or granola” 
city 

Case Study – Lethbridge



Case Study – Lethbridge

2007 2008 2009

Approximate #Pickups Per Year

4 Bins
Per Week

2 Bins
Per Week

1 Bin
Every 10 Days



Case Study – Lethbridge

2006 2009

2006-2009 Weekly Tipping Fees $

$3213

$499



ROI & Market Feedback?

ROI

Staff feels 
good, 
builds 
morale

Recycling 
large 

amounts of 
packaging 
& product

Over 40% 
reduction 
in solid 
waste 
costs

Consumers 
shop us -
they see 

our efforts
& programs 

We have 
been told 
to “shout” 

louder

Lowering 
operational 
costs, hard 

dollar 
savings

Leadership 
role, zero 

waste 
contribution



 Used to taking risks

 Used to “something with 

nothing” – skinny margins

 Understand customers

 Our DNA is “green”

 Green & profitability are 

consistent

 Distinguish ourselves from 

competition

 Authentic

 Unique

London Drugs DNA



 What can I do? 

 What it cost me?

 What about criticism?
 you are not doing enough?

 What if we’re wrong? 
 plastic bags vs. paper bags

 “Greenwashing”

 Do Something! Be Authentic!

Analysis Paralysis



Thank You


