ENCORP PACIFIC (CANADA)
CONSUMER AWARENESS
& EDUCATION OVERVIEW

It’'s Worth It.

k™
F
.
oV






TABLE OF CONTENTS

SECTION 1
SECTION 2
SECTION 3
SECTION 4
SECTION 5

SECTION 6

SECTION 7

CONSUMER AWARENESS
SEGMENTATION ANALYSIS
PUBLIC INFORMATION TOOLS
OUTREACH PROGRAMS

SPECIFIC BEVERAGE CONTAINER
EDUCATION & AWARENESS

COLLABORATION &
SUPPORT INITIATIVES

INNOVATIONS

It’s Worth It.

2-3
4-6
7-12

13-18

19-20
21-22




SECTION 1: CONSUMER AWARENESS

Encorp Pacific (Canadal is the not-for-profit stewardship agency appointed to fulfill the requirements of the Recycling Regulation, Schedule 1, Beverage Container
Product Category (BC Reg.449/2004). The Encorp Stewardship Plan covers all ready-to-drink beverage containers for soft drinks, juice, water, wine, coolers and spirits,
plus non-refillable beer bottles sold in British Columbia. return-it.ca

2016 RECOVERY RATE

75% 78%

Regulated Actual
Requirement Recovery Rate

2016 CONSUMER AWARENESS

95% 99% 92%

Program Target Actual Program Actual Location
Awareness Level Awareness Level

To maintain the high awareness levels we have reached and increase awareness of the Return-It depot network, advertising messages were included in relevant

programming on television, radio, out of home, digital and social media. Where possible, our efforts focused on having contextual messaging—serving up the right
message when it was relevant and meaningful.
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SECTION 2: SEGMENTATION ANALYSIS

Benchmark studies have been conducted annually since 1999. In 2017,

a new segmentation analysis was conducted across British Columbia to
better understand the scale and behaviour of those who throw refundable
beverage containers away in the garbage - Discarders. In the research
study, a Discarder was defined as an adult (A15-65) that throws in the
garbage, regularly or occasionally, intentionally or unintentionally, any
refundable beverage container within the last 12 months. With a sample
of over 5,500 participants taking the online survey, there was an incidence
of 56% of Discarders as defined above.

Based on a 56% incidence of Discarders from the research study, there
are a total of 1,740,300 Adult Discarders in the province.

B Discarders
B Pure Recyclers

To validate Discarder behaviour, an analysis was completed to project out
the self-reported volume of containers thrown away to known quantities
of unrecovered containers.

Percent
Variance

Total Actual Containers Unit
Thrown Away Variance

Total Projected
(self reported)
Containers Thrown Away

295,238,726
e At home: 142,917,926
e OQut of home: 152,320,800

282,172,662 13,066,064 5%

The research also revealed that among Adult Discarders there is significant
overlap in discarding behaviour at home and when out of home.

At Home
At Home and
ONLY Out of Home

226,239 991,971
(People)

Out of Home
ONLY

522,090
(People)

(People)

(19 Million
Containers)

(235 Million
Containers)

(40 Million
Containers)
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SECTION 2: SEGMENTATION ANALYSIS

When further segmentation is applied to people who throw refundable beverage containers in the garbage, five distinct segments are identified differing in behaviour,
size of segment and quantity of containers thrown away.

Trash Can

100% of containers discarded

Habitual Discarders | Mostly Trash Can

49% of containers discarded 87% of containers discarded

Trash Bag Mostly Trash Bag

100% of containers 83% of containers discarded

at home, 51% of containers out of home out of home

discarded out of home

discarded at home at home

TOTAL NUMBER OF ADULT DISCARDERS IN B.C.
1,740,300

226,239 Adults 400,269 Adults 295,851 Adults 295,851 Adults 522,090 Adults

TOTAL NUMBER OF CONTAINERS DISCARDED IN B.C.
295,238,726 (self reported)

actual number of containers unredeemed in 2016 = 282,172,662

Total Containers Discarded: Total Containers Discarded: Total Containers Discarded: Total Containers Discarded: Total Containers Discarded:
19,476,696 52,340,311 153,510,371 28,991,104 40,920,244

% OF DISCARDERS

13 23 17 17 30

% OF CONTAINERS

7 18 52 10 14
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SECTION 3: PUBLIC INFORMATION TOOLS

CONSUMER BROCHURES

Each year, we print a detailed consumer brochure in several languages.
British Columbians can find these brochures at Return-It depots and major
grocery stores, regional districts and municipal offices across the province.

ALWAYS RECYCLE YOUR
BEVERAGE CONTAINERS.

1.800.330.9767 return-it.ca

HOW MUCH ARE EMPTY

BEVERAGE CONTAINERS WORTH?
NON-ALCOHOL CONTAINERS } N

e

SAVED ENOUGH
~ ENERGY
TO POWER

"J‘l‘ HOMES

FOR A YEAR.

L o
- e
CARS OFF 207 MILLION®
\ BC ROADS 2o Lio

FOR A YEAR

‘ P—

/
44 . TomNES
| VS e rnests
ool J INTO OUR
- ATMOSPHERE.

ANNUAL REPORT

Our comprehensive and interactive Annual Report can be found on our website
(www.return-it.ca/ar2016/). Visitors can view the Annual Report either on our
website or choose to download a PDF file.

2016 ANNUAL REPORT

EXECUTIVE SUMMARY

Encorp Pacific (Canada) is the not-for-profit stewardship agency appointed to fulfill the requirements of the
Recycling Regulation, Schedule 1, Beverage Container Product Category (BC Reg.449/2004). The Encorp
Stewardship Plan covers all ready-to-drink beverage containers for soft drinks, juice, water, wine, coolers
and spirits, plus non-refillable beer bottles sold in British Columbia. return-it.ca

2016 RECOVERY RATE

75%

Regulated Requirement

78%

Actual Recovery Rate

81%

Encorp’s Plan Target

PROGRAM PERFORMANCE SUMMARY

Public education materials and strategies
A multi-million dollar, year-round, province-wide, multi-
pronged consumer awareness campaign with strategic
action plans and activities resulted in a net consumer
awareness level of 99%.

Product envir impactr
reusability and recyclability
Encorp’s activities in 2016 contributed to the
reduction of about 101.9 thousand tonnes of COz
equivalent being released into the atmosphere,
compared to 98.8 thousand tonnes in 2015,

Product sold and collected and recovery rate
Total Sales in units: 1,282,922,473
Total Product Collected in units: 1,000,749,811
Recovery Rate: 78% compared to target of 81%
Provincial Per Capita Recovery is 210.6 units
See regional breakdown on page 26.

Encorp Pacific (Canada)
1004259 Canada Way, Burnaby, BC V56 4Y2
Tel: 1-800-330-9767 www.return-it.ca

Collection system and facilities
Encorp’s collection netwark consists of 172 Return-It depots. One
depot was opened and three depots were closed in 2016,
(Closures were Bridesville, McBride and Steveston]

Five depots sold during 2016

Pollution prevention hierarchy and product/
component management
Material collected by Encorp is shipped to recyclers for further
processing into new material in accordance with Section 8 of the
Recycling Regulation. See End Fate information on page 22

Summary of deposits, refunds, revenues
and expenses

Deposits collected: $87,629,905

Refunds issued: $70,167,158

Total revenue: $85,245,957

Total expenses: $91,547,821

See Financial Statements on page 42

2016 0
ANNUAL REPORT
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SECTION 3: PUBLIC INFORMATION TOOLS

RETURN-IT.CA

The Return-It website had over 460,000 unique visitors and over 3 million hits
this year: www.return-it.ca The most popular section is our locations finder
where we feature and map every collection point in the province.

What are you recycling?

Beverage Electronics

Postal code or city m

Recycling something else?

Return-It Locations in British Columbia
Recyclepedia )

Mobile App

BC Find all the products
[ re f!es r you can recycle @
BCRECYCLES.CA

LOCATIONS FINDER

le
' WASHINGTON |

RETURN-IT BLOG

Launched in December of 2016, our blog communicates the latest news and
developments. Each time a new story is published, it gets promoted through
our corporate social channels.

e Geography: Full Province
e Impressions: 282,433
e Engagements: 12,454

Above engagements include 10,663 clicks on the social posts.

" - n D E Google Translate ~ § m

It's Worth It. Home Locations What CanlRecycle? Recycling Programs  Info for Industry  About Encorp

FAQs | ContactUs

RETURN-IT Blog

NOVEMBER 30, 2017

The Return-It Blog is provided to communicate the latest in the world of beverage container
and electronics recyding.

It's Worth It

Yo B

The principles for product The Return-It Collection
stewardship Network

It's all about responsibility, whoever designs, The Return-It network has become a backbone of
produces, sells or uses a product takes responsibility many community recycling programs.

for the environmental impact
Read more...

Read more...
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SECTION 3: PUBLIC INFORMATION TOOLS

CORPORATE VIDEOS

Customers know they should be recycling but many don’t truly understand
how the process works and how we all benefit from it. Our corporate videos
help educate customers on the recycling process of the different beverage
container types. We take customers from the Return-It depot where they
dropped off their containers, to the recycling facility that recovers the
reusable material right to the new products they get turned back into.

Visit our YouTube channel to find many more educational videos:
https://www.youtube.com/user/EncorpPacific

e Geography: Full Province
e Impressions: 296,490

N METRIC
TONNES -

(SRR R =S > b 4 1z @ ¢ 0

Encorp Pacific - Return-It System Encorp Pacific - Return-it System

Return it

P Returnit -
= - 508 views = e 508 views

= -~ —¥% -

“
a PLASTIC BOTTLES -

> M W ois/rse

Encorp - Plastic Bottle Recycling Process

Encorp - Aluminum Can Recycling Process

lﬁ [0 s.ce- I 2,069 views E‘ 6,226 views

ADVERTORIALS AND SPECIAL COVERAGE

Advertorials highlighting key statistics, recovery trends, reports and program
information run in various newspapers and magazine publications to educate
the public on key Encorp initiatives and happenings.

Every time we have relevant community information worth sharing, it is
distributed to the public through various platforms. The content is posted to
the Encorp website and shared through our social channels. It is also sent out
to local media outlets, stewards and influencers to help spread the word.

Advertorials Special Coverage - Tyler’s Recycling Company
e Geography: Full Province e Geography: Full Province
e Impressions: 33,200 e Impressions: 84,683

e Engagements: 2,427

Above engagements include 2,214 clicks, 141 shares/retweets and 40 comments on the social post.

RETURN-IT Blog

NOVEMBER 30, 2017

How one young man went out
of his way to make his
community a better place

Every once in a while, you hear a story about someone going out of their
way to make their community a better place and you can't help but smile.
In this case, the smiles start with a young man named Tyler Reid.

In the spring of 2016, Tyler was taking in a movie at Fresh Air Cinema in
stanley Park when he noticed some fellow moviegoers throwing their
empty drink containers in the garbage instead of the recycling bins
provided by Return-It. Tyler saw a great opportunity to not only help keep
his community clean, but also make some money on the side.

And so, Tyler’s Recycling Company was born, collecting containers every

week at Fresh Air Cinema and recycling them at his local Return-It Depot.
Over the summer, Tyler collected over 115,000 drink containers, totalling
nearly $6000 in deposit refunds, a portion of which he donated to the

Why Semiahmoo House? Tyler has a learning disability himself, and he
figured donating part of his recycling profits would be a great way to give
back to the organization that has done so much for him and others in his
Semiahmoo House Society, a Surrey-based nen-profit that helps people community.

with disabilities integrate into the community and find employment
opportunities.

“Tyler's got a good heart,” says Kevin Reid, Tyler's father. “He liked the idea
of recycling, being his own boss, making some money, and picking things
up that shouldn't be left around.”
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SECTION 4: OUTREACH PROGRAMS

RETURN-IT TO WIN-IT

To help drive visits to Return-It depots, Encorp conducts an annual consumer
contest at participating depots across B.C. This year's RITWI contest was the
second year of our new scratch and win gameplay. To build on the success of

last year’s contest, we improved the prize structure so that more prizes could
be available for customers to win.

To drive awareness of the contest, we produced a 15 second television spot and
supported it with 10 second radio tags and targeted social media posts. Each
participating depot also promoted the contest locally with in-depot signage.

~ TO
Trewrnt) WIN-IT
CONTEST

PAY TO THE ORDER OF AL HAYCRO FT

Twenty Five Thousand Dollars And 00 Cents $25 000 o&

OCTOBER 12, 2017

FROM ENCORP PACIFIC (CANADA)

A ‘k

i N s/ 123456789 009 87654321 4 0000000000024,

e

SCOTT FRASER, CEO OF ENCORP WITH WINNER AL HAYCROFT

Our campaign generated over 17.5 million impressions between June and
August. With 164 Return-It depots participating across B.C. the contest
generated over 370,000 entries, a record high. The contest winner was from
Penticton and a frequent customer of the J & C Return-It depot.

Most importantly, our reports tracked and confirmed that 15,000 brand

new customers went to depots as a result of the contest. Some other key
highlights include:

e Over 1.75 million tickets distributed

e 371,725 contest entries

e 414 unique customers playing per depot
e 1,695 PINs entered per depot

4.

Fyeis ,‘..."‘ B i
' : l‘wjj W 4 i
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MATCH 3 ICONS
TOWIN

GAME 2 - PLAY ONLINE

‘
25,000 SRR - 7
smeed daily prizes. c @ = _J ‘g&\_ ’
"‘ SCRATCH YOUR WAY T0 $25,000 CASH
b OR ONE OF 5000 GIFT CARDS.

Ask us for a ticket by September 15. Details at ReturnltToWinlt.ca
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SECTION 4: OUTREACH PROGRAMS

AMBASSADOR TEAM

This year we updated the look and theme of our ambassador team and introduced Recycling 101. Recycling 101
Ambassadors are a team of super smart “recycling scientists” complete with glasses and white lab coats and use
their expert knowledge to teach kids and parents the basic “101" of recycling.

The new display includes a recycling process board which outlines the individual processes for each container type,
a trivia match game where people use a flip board to match the container type to a piece of recycling trivia and a
selfie board that gives people the opportunity to take fun photos with props that complete the statement “I'm a
#Recycling Genius Because...”

We designed the Return-I1t 101 display as a 20'x10" set up that increases our presence at larger events. It can also
be separated into two separate 10'x10" displays for attendance at smaller events. In addition to our “recycling
scientists”, our recycling superhero Return-It Man is there to raise awareness of Return-It and to educate the
public about beverage container recycling. In 2017 our team attended 95 community events throughout B.C.

Recvears \
cazi,h"g
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SECTION 4: OUTREACH PROGRAMS

RETURN-IT SCHOOL

Since 2000, all schools in British Columbia have had the opportunity to
promote environmental stewardship and recycling awareness through the
Return-It School program. In 2017 we overhauled the school program,
introducing a brand new theme, storytelling contest and school presentation to
make learning about recycling fun for students.

The new school program builds on the Ambassador Team’s “Return-It 101"
theme and brings back core elements like free recycling bins, educational
resources, bottle drive tips and free pickup of containers. New to the school
program is a revised in-class presentation and a new contest.

Return-It School Contest:

This year instead of just seeing how many containers schools collected, we will
hear the amazing stories behind the schools’ collection program. How was it
structured? How did the students get involved? And what did the school do with
the deposit refunds collected? Stories are judged by a set of criteria including
how creative, interesting and impactful they are, and feature photos that help
bring the story to life! The top two schools in each contest category
(Elementary and High School) receive a cash prize donation to the school
program of their choice. Stories will be shared at ReturnltSchool.ca and on
social media.

The New Return-It Man Presentation:

Our recycling 101 scientist and recycling superhero Return-It Man visit
schools in the Lower Mainland to educate students on recycling empty
beverage containers in an entertaining and engaging 30 minute presentation.
The presentation focuses on the science of recycling and educates kids

on what everyday products used beverage containers get transformed into.

Return-It School is promoted through social media, direct communication to
schools and advertising placed in magazines printed for teachers and school
administrators. Media generated over 160,000 impressions and has resulted
in a 6% increase in school sign-ups.

Teacher's Dashboard  Contest News  FAQ's

Official Return-it
e

b s rand e FAD S P
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SECTION 4: OUTREACH PROGRAMS

CORUS PARTNERSHIP

To help raise awareness and profile of the important work that Encorp is doing,
we partnered with Corus Entertainment to leverage their broadcast media.
Corus has some of the strongest news properties in B.C. while offering full
provincial reach. By partnering with Corus we're able to leverage the credibility
of a third party to help us deliver our message. Lynda Steele, a well-known
news personality was featured throughout our messaging which also included
Scott Fraser who provided expertise on beverage container recycling.

7 wuYyuiuaiii w vepc
-

- o~

}a

TV PSA spots featuring
Lynda Steele (4x 30sec)

Four PSAs featuring Lynda Steele
helped tell a different part of the
Return-It story: Who is Encorp,
the environmental impact of
recycling beverage containers,
what happens to the containers
once they are returned for
recycling, different ways to recycle and the different consumer programs that
Return-It runs.

Full Deposit Refunds Electronics

TV Interviews (3x 60sec)

Lynda Steele interviewed our
subject matter experts, Scott
Fraser and Craig Wisehart -
they helped shed some light on
some of the most common
questions and misconceptions
that consumers have about
beverage container and electronics recycling.

Visit our YouTube channel to watch the video content in full:
https://www.youtube.com/user/EncorpPacific

The partnership also included Scott on Global Morning News, an interview on
CKNW and a week of Return-It's Question of the Day that ran during Waste
Reduction Week.

e (Geography: Full Province
e Impressions: 8,575,400

WASTE REDUCTION WEEK

Waste Reduction Week continues to build in awareness and understanding
year-after-year. To help support this year's Waste Reduction Week, we aligned
our media partnership with Corus during this time. Social media was once
again leveraged during the week to engage directly with our customers and
promote behaviour that will divert beverage containers from landfills.

e (Geography: Full Province
e Impressions: 830,924
e Engagements*: 772

‘3 ?elr'!t”'_lf - @ Return It Gang o Like Page | ***
e October 17 - @

For Waste Reduction Week, help make our world greener by reducing your
environmental footprint. A great way is to recycle every ene of your
beverage containers at a Retum-t Depot to help reduce the waste geing
into our landfills

It's Waste Reduction Week! Time to shrink our footprints — er, our
environmental footprints, that is. Start by taking your empties to a Return-t
Depot — every bit helps!

*Engagements are defined as someone who clicks, likes, comments on or shares the post.
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SECTION 4: OUTREACH PROGRAMS

B.C. PARKS & MUNICIPAL OUTDOOR SPACES

B.C. parks and other municipal spaces that attract large amounts of
pedestrian traffic continue to be a focus. The success of the program
is contingent on being able to work closely with the different regional
and municipal districts and B.C. Ministry of Forests, Land and
Natural Resource Operations. By working with different partners,
we're able to ensure that the investment we put into new outdoor
bins pair with the high traffic locations where beverage containers
have been traditionally trashed. The result is a significant reduction
of beverage containers being thrown into the garbage, with 99%
being diverted into dedicated recycling bins.

There are well over 2,000 dedicated beverage container recycling bins
for use in outdoor spaces and out of home venues throughout B.C.

INDUSTRIAL, COMMERCIAL & INSTITUTIONAL SECTOR (IC&l)
The Industrial, Commercial & Institutional (IC&I) sector is another area of
interest for Encorp as large scale venues can account for a significant number
of unredeemed beverage containers. We've partnered with institutions like the
Sea to Sky Gondola, Nat Bailey Stadium, Cypress and Seymour Mountain to
either provide or improve upon their existing recycling programs. By simply
providing the infrastructure that customers want, we're keeping more
containers out of the landfill. In 2017 we successfully installed about 550
dedicated bins through the IC&I program throughout B.C.

MULTIFAMILY ACTION TEAM

As communities continue to urbanize and density builds, it's important that
these multifamily buildings have the infrastructure in place for beverage
container recycling. This grass roots campaign focuses on personal, face-to-
face meetings with strata and building managers. In 2017, we added 22 large
multifamily buildings to the program spanning across the Lower Mainland,
Victoria and even Squamish. The program serves more than 10,000 dwellings
throughout B.C.
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SECTION 4: OUTREACH PROGRAMS

SOCIAL MEDIA
Social Media continues to be one of our most important channels that allows us
to engage directly with consumers on beverage container recycling.

FACEBOOK CORPORATE ACCOUNT

Return-it \
Recycling & Waste Management

Timeline About Photos Reviews More ~

FACEBOOK RETURN-IT GANG ACCOUNT

Return It Gang - :
@ReturnitGang ,,-_t-—-—""o 1/

Timeline About Photos Reviews More ~

With social media channels continuing to grow and become more entrenched
(there are over 2.9 million Facebook accounts in B.C. alone), we have an
opportunity to reach our target audiences in ways we never did before. Our
“Return-1t Gang” puppets provide a voice and personality that is well-suited to
social media, allowing us to engage our audience in a lighthearted, slightly
“cheeky” tone. At the same time, we communicate our serious message about
beverage recycling.

The corporate account allows us to interject as subject matter experts on more
complicated comments and can be used to respond to any customer questions
or complaints.

As new social media platforms come to market, we evaluate each to determine
if they are relevant to our target audience segments and if our messaging is
appropriate. Currently Encorp utilizes Facebook, Twitter, Instagram, LinkedIn
and YouTube.

2 Return-It Gang
Page Liked - May 14 - Edited - @

Happy Mother’s Day! If you're a Mom — you've got
one of the hardest jobs in the world, and you're
amazing at it. And if you're a kid — be sure to do
something nice for Mom today, you'd literally be
nowhere without hert

il Like (D Comment > Share
[+]v1- }IS

141 Shares

Top Comments
16 Comments

f . Merilyn Honey Griffiths Happy Mother's Day to all
fur baby moms. Be liberal with the treats 22

Like - Reply - @ 2 - May 14 at 12:28pm

‘L Doug Wesley Happy Mothers Day niece Flora
Like - Reply - May 14 at 10:13am

’ Charlotte Alfred Happy mother's day crystal
Like - Reply - May 14 at 10:19am

‘0 Jailitz Sagun Happy Mothers day Shine &
Like - Reply - May 14 at 10:10am

Tracey Piniewski Happy mothers day darren!
Like - Reply - May 14 at 8:27pm

e, Laurencia Whitehouse

Hafpg

Msthess

g l..d
Like - Reply - May 14 at 9:26a

H

View 10 more comments

Ce®®

PAGE 12



SECTION 5: SPECIFIC BEVERAGE CONTAINER EDUCATION & AWARENESS

Encorp prevented over 1 billion containers from going to landfills in 2016, ensuring that they were recycled into useful new materials and products. Our 2016 overall recovery
rate was 78%, exceeding the 75% regulated requirement. A 95% net awareness level is the goal set for container types and beverage types which carry a deposit. Research
results report a 99% net awareness level has been reached. Our advertising and awareness initiatives focused on increasing the recovery of all container types including
aluminum cans, plastic bottles, gable top cartons, drink boxes with additional efforts layered in to increase awareness of pouches and bi-metal containers.

PLASTIC BOTTLES
2016 Recovery Rate: 74%

Plastic bottles are the most widely used beverage packaging
type with over 494 million containers sold annually. Used
primarily for soft drinks, water and juice products, plastic
bottles are also consumed by the widest target group: 18-54
year olds of both genders.

ALUMINUM
2016 Recovery Rate: 82%

Over 430 million aluminum cans are sold each year and are
primarily used to package soft drinks. The highest
consumption of soft drinks is by those aged 18-34 with a
skew toward males.

Note: 2016 recovery rates

DRINK BOX
2016 Recovery Rate: 58%

While there are significantly less drink boxes sold in B.C.

(about 100 million per year), the recovery rate is lagging and needs
improvement. Drink boxes are primarily used to package juice
products mostly consumed by elementary school-aged children.

GABLE TOP CONTAINERS
2016 Recovery Rate: 70%

There are just over 12 million gable top containers sold in B.C. with
sales being stagnant for many years. These containers are used
for premium juice products in cartons over 1 litre in size. Milk
products, however, have the largest use and those fall outside of
the beverage deposit regulation. This creates confusion for the
consumer and results in low recovery rates—even with the highest
deposit level of 20 cents.
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SECTION 5: SPECIFIC BEVERAGE CONTAINER EDUCATION & AWARENESS

ALL BEVERAGE MEDIA ZLEE0R
The Return-It Gang has become synonymous with recycling beverage containers and this year the
Gang comes together to remind us all why every container needs to be returned to a depot. The new
30 second TV spot features the collective grumpiness of our five puppets calling out the non-recycling
news anchor. By the end of the spot, the news anchor gets a friendly reminder of the many Return-It
depot locations around the province and the importance of recycling all beverage containers.

Television - 30 second spot Digital - 15 second Pre Roll

e Geography: Full Province e Geography: Full Province

e Impressions: 18,616,650 e Impressions: 1,870,000

Television - 15 second spots Fresh Air Cinemas - 15 second spots
(5 targeted spots) .

Geography: Full Province
e Geography: Full Province e Impressions: 393,500
e Impressions: 25,016,700

Digital - 30 second Pre Roll

e (Geography: Full Province
e Impressions: 704,000

To extend the reach of the radio spots we produced last year, we added the popular music streaming
service Spotify. As the largest music streaming service, Spotify gives users access to millions of
songs, podcasts and videos from artists all over the world. Our radio spots remind consumers of the
importance of returning their beverage containers while they are out-and-about. Timing for the
spots focused around the summer long weekends while people are out enjoying summer activities
and streaming music.

Spotify - 30 second spots (4 versions) Radio - 30 second spots (4 versions)
e Geography: Lower Mainland & e Geography: Lower Mainland & Victoria -
Okanagan e Impressions: 18,131,000

e Impressions: 1,500,000
Radio South Asian - 30 second spots
(3 versions)

e  Geography: Lower Mainland
e Impressions: 216,365

It's Worth It.

Find locations at return-it.ca
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SECTION 5: SPECIFIC BEVERAGE CONTAINER EDUCATION & AWARENESS

New for this year, we're engaging with consumers through a digital Contobox
(Content Box). Similar to a standard online banner ad, a Contobox is delivered to our
target audience on relevant websites but instead of asking our audience to click and
leave the webpage they were originally on, the Contobox delivers a mini microsite
experience right there. Through the help of the Return-It Gang, consumers are
challenged to take our recycling quiz and once they've tested their beverage recycling
knowledge, they can access some of the other popular items from the actual website
like the locations map, educational videos and Return-It Blog.

We also promoted posts on social media that used pop culture references, current
events and special holidays to engage with our customers in the social space.

Digital - Contobox

e Geography: Lower Mainland & Okanagan
e Impressions: 1,658,000

Digital - Google Text Ads

e Geography: Full Province
e Impressions: 594,695

Digital - Geofenced & Dayparted Mobile Ads

e Geography: Full Province
e Impressions: 4,333,300

Social Media - Promoted Ads for Awareness & Followers

e Geography: Full Province
e Impressions: 4,868,2000

» :If

How much do you
[ really know about
racycling? 0
Find your nearest
9 Return-It Depot BLOO
O w ". Ir; :.'—; |II [ |
recycled g
Stay up to date on &
3 recycling news from % “
the blog
Find out how you
could win 525,000
2wl = 3 e =, = e
=7 ouas Crrues | B -un: s W ALUME  CTANS e N |
-4 -4 bom .l — [T
@ Return-Iit Gang 1k Like Page | =
NOT TAKING o Mays-@
YOUR EMPTIES ‘!é Happy Star Wars Day! Help restore balance to the universe by returmning
TO A RETURN-IT ~ your empty drink containers to a Return-lt Depot. May the 4th be with youl

? —_—
DEPOT? FAIL.

It's Worth It.
FIND A DEPOT NEAR YOU p

BA-RIIINNG! £
BA-RIIINNG

YOUR EMPTIES [T
TOTHE DEPOT. L

It's Worth It.
FIND A DEPOT NEAR YOU ’
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SECTION 5: SPECIFIC BEVERAGE CONTAINER EDUCATION & AWARENESS

Our exterior bus wraps continue to be a dominating presence in targeted communities. From transit users, drivers and pedestrians, the mobile billboards
provide a strong reminder to recycle all your beverage containers.

Transit - Bus Domination Exterior Wrap

e Geography: Vancouver, Surrey & Victoria
e Impressions: 4,467,620

2 JESTHLATNGE gy

MOREDEFOF- g ——

LESS TAILSATING
MORE DEFOQT-ING

EE W W
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SECTION 5: SPECIFIC BEVERAGE CONTAINER EDUCATION & AWARENESS

To encourage usage and drive awareness of our outdoor bins located at transit To get consumers in the habit of recycling their beverage containers, we set

bus stops along major transit corridors, we created TSAs that specifically “called up a fun virtual “gamification” experience with Cineplex using their TimePlay

out” the fact that a Return-It bin was located nearby. program. Before the movie starts, the TimePlay game appears where
registered users can test their virtual recycling skills by sorting and tossing

Transit Shelter Ads - Bin Locations the containers into the proper trays from their mobile phones.

e Geography: Vancouver Proper . . . , .

Impressions: 15,089,256 Cineplex TimePlay - “Sort ‘N’ Toss” Interactive

e Geography: Lower Mainland
e Impressions: 1,106,000

P BB |
THE NEAREST RETURN-IT BIN I'D TELL YOU A JOKE ABOUT A

IS ZERO BUS RIDES AWAY. RETURN-IT BIN, BUT THERE’S ONE
RIGHT BEHIND ME...

RECYCLE YOUR EMPTIES IN THE TOSS YOUR EMPTIES IN THE
RETURN-IT BIN NEARBY. RETURN-IT BIN NEARBY.
Worth It Werth It.

BIN LOCATED RIGHT BESIDE TSA BIN LOCATED RIGHT BEHIND TSA
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SECTION 5: SPECIFIC BEVERAGE CONTAINER EDUCATION & AWARENESS

SPECIAL FOCUS: UNDERPERFORMING CONTAINERS

2016 research indicates awareness levels for containers returnable for a refund on
deposit is lowest for drink box (73% awareness) and gable top (64% awareness).
Within the advertising plan, drink box and gable top were prominently featured both
collectively, with other containers, and independently to raise awareness.

We created a container type personality test—a fun, lighthearted way for people to
find out which containers they should be recycling by finding out which container
personality best fits their own. We knew consumers are generally less aware of
being able to recycle drink box and gable top cartons, so we specifically promoted
and highlighted those container types in the test.

The immediacy of social media allowed for very quick and targeted posts to be
implemented for coconut water, bi-metal and pouches.

9 QUESTIONS-TAKEN 288 TIMES

Which container type are you?
You've all seen them, those grumpy puppets giving you the stare down,
reminding you to recycle. Each container is different in their own special
way. But which one are you most like? Let's find out!

d N el

Result: Juice Box!

SHARE YOUR RESULT

SHARE W TWEET |z|

Wow. Nice one. You're a Juice Box.

You're the one everyone wants to hug. When people get hold of you, they
hold on tight.

Every day you feel the squeeze. Pressure can get to you from time to
time and catching people not recycling really puts a kink in your straw,
but you try hard to always live life to the fullest and enjoy things to the
very last drop. You are known for being the type to somewhat reach for
the corners, and you are never one to shy away from speaking your mind
‘to get people to do the right thing.

Container Personality Type Quiz

e (Geography: Full Province
e Impressions: 41,106
e Engagements: 4,459

Pouches and Bi-metal Pre Roll

e (Geography: Full Province
e Impressions: 642,873

> b @) co2/0s

Pouches and BiMetal Cans are Worth It
36470 views R 1

Return-it
August 24 - @
Coconut water is great for cooling down on a hot summer day, but are those

unique containers recyclable? Absolutely. Return-It Depots across BC
accept coconut water containers.

7

|

Under Performing Container
Social Posts

e (Geography: Full Province
e |mpressions: 168,781
e Engagements: 32,288

| 4) 005/015

2 Cans are Worth It Too

$ Return it Gang ok Like Page |
= May 3@

i

Coconut water is super refreshing and did you know that coconut water
containers are recyclable at Retumn-It Depots? So put those hammers
away!
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SECTION 6: COLLABORATION & SUPPORT INITIATIVES

CARTON COUNCIL

In partnership with the Carton Council, four posts were created and shared
across social media. The posts helped customers better understand what
types of cartons were recyclable and the deposit that each container carries.
The first round of promoted posts saw great success. The social campaign
was extended to run throughout the December holiday period.

e (Geography: Full Province
e Impressions: 2,104,550*
e Engagements: 5,113*

*Impressions and engagements do not include December period.

i eturn-It
Qi Ociobers ]

Great news - CARTONS are recyclablel Bring any refundable ready-to-drink
beverage cartons or drink boxes (juice, water, and others) to a Return-It
Depot to get your deposit back. Put other cartons - like milk, egg whites,
soup and milk substitutes - in your curbside blue bin or recycle them at a
depot. Learn more: www.recyclecartons.ca

Refundable &
Recyclable

4

sl ~ CARTON
- 2] | % \r;' COUNCIL®
Recyclable

STEWARDSHIP AGENCIES OF BRITISH COLUMBIA (SABC)
Encorp Pacific (Canada) is a founding member of SABC. We have led the way in
the development of a group website (http://www.bcrecycles.ca/), video profile
and handbook aimed at consumers.

These tools have been designed to reduce confusion and streamline the
consumer response for extended producer responsibility (EPR] programs in B.C.

Another tool used by SABC is the Recyclepedia app which was developed by the
Recycling Council of British Columbia (RCBCJ. A link to download the app is
featured on the return-it.ca homepage. Those who visit www.return-it.ca but
are looking to recycle items other than beverage containers are able to
download the RCBC app and receive information on where and how to recycle
other products in B.C.

The Encorp Return-It Recycling 101 Ambassadors created a brand presence
for BC Recycles at select events throughout the year. The team attended events
such as Pride Festival at Sunset Beach, Kits Fest, Surrey Fusion Festival, and
White Rock Sea Festival. The team handed out BC Recycles handbooks, as well
as other steward SWAG [tire gauges, health product recycling brochures and
Call2Recycle brochures).

QS

Bee} ~ac ‘ "“E
I/Mnr-.l q r eC Cles ﬂ: [\
=i (eodtes] g

¥
50
o
<

ALL YOU NEED

TO KNOW ABOUT
RECYCLING INBC. s

Download the app at www.bcrecycles.ca | info@berecycles.ca
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SECTION 6: COLLABORATION & SUPPORT INITIATIVES

INDEPENDENT RETURN-IT DEPOTS MARKETING AND
PROMOTION COMMITMENTS

Every year, Return-It depots are required to submit a Marketing & Promotional
Plan to Encorp through an easy online application. In 2017, there were 161
plans submitted and the combined investment from depots adds approximately
$1.4 million additional advertising expenditures.

Home > Depor Dashboard > Markering » Depor Markering

DEPOT DASHBOARD

2018 MARKETING & PROMOTIONAL PLAN B

Your completed 2018 Marketing & Promotional Plan must be submitted by January 31, 2018.

START... [

<= « Full Deposit Refunds
vnetllm'" ) - Electronics
« Unlimited Quantity

NOW ACCEPTING ELECTRONICS

- Brewers Distributors Authorized
« Encorp Full Refund Return-It Depot
« Paint & Product Care

250.785.4146

10104 93rd Avenue
Fort St. John, BC V1J 1E2

OPEN:
. . *Sorting tabl
9:00 - 5:30* M-F  Soring tabes

9:00 - 6:00* Sat. before closing.

FSJ Bottle Depot (1990) LTD.

It’s Worth It.

Contact us before you do your next bottle drive!

SCIENCE WORLD

Return-It is a presenting sponsor of the BC Green Games. The Green Games is
Science World's digital eco-storytelling contest that supports B.C. teachers and
promotes place-based environmental education. This project-style, inquiry-
based program is a 21st century learning opportunity in scientific exploration,
storytelling, media arts and advocacy. Return-It is proud to offer the Return-It
Trip, a travel bursary prize for schools outside the Lower Mainland that help
fund field trip-related travel. https://bcgreengames.ca/home

= SCENCE Bonydro
Eﬂ BCgreen wero powersmart @

HOME  CONTEST PRIZES GETSTARTED GALLERIES REGISTER  BLOG (2]

ol
BC GREEN GAMES: SCIENCE WORLD'S ECO-
STORYTELLING CONTEST
©}
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SECTION 7: INNOVATIONS

RETURN-IT EXPRESS

Ease and convenience continue to be one of the biggest barriers to getting
consumers to recycle their beverage containers; the Return-It Express
program addresses both. Last year the program was expanded, doubling the
number of Return-It depots offering the service to customers. Customers
simply set up an online account at https://express.return-it.ca/, place their
empty beverage containers into transparent or recyclable “blue” bags and take
them to a Return-It Express. Once there, using the touch screen terminal
provided, a customer simply enters their phone number to log in, prints off a
label to attach to their bags, and drops them in the drop off area - the empty
containers are sorted and counted for the customer. The refund on deposit is
credited to their online account and can be redeemed for a cheque, gift cards
or even a charitable donation.

ESS voy
EASY T s o REERT URN
GREAT REWAR OsoRT

d

Sign up for free at Atthe depot, use the
express.return-it.ca monitor to lagin and
print Labels for your bags.

= @

Kis
Place your bags of beverage 2 re!uw:dr(hrd-p&
containers in Expres:u:—:; e be
rting re¢
off area. No sO!

To help promote the Express program in 2017, Return-It partnered with social
influencers who shared their experience of using Express with their followers
through blog and social media posts. The key benefits of ease and convenience
were also highlighted through social posts on both our Gang and corporate
accounts encouraging the public and followers to sign-up for an account
online. Lastly, approximately 340,000 brochures were mailed out to surrounding
households within a 5 minute drive time radius for all Express locations.
Brochure drops have always shown to be highly effective in introducing and
encouraging registrations for the Express system.

The program has been incredibly well received by consumers. Some results to
date include:

Social Posts

e Geography: Full Province
e Impressions: 317,168

e Engagements: 24,704

Above engagements include 3,472 clicks on the social posts.

Influencer Articles

e (Geography: Full Province
e Impressions: 879,662

e Engagements: 8,861

e \Views: 7,419

Express
Program Statistics

Number of Express Locations 20

Registered Users OVer 11,000

PAGE 21



SECTION 7: INNOVATIONS

OUTDOOR ADVERTISING & MAINSTREAM MEDIA
EFFECTIVENESS TEST

During July and August, the peak time for beverage consumption, we
conducted the second year of a media effectiveness test pilot in Surrey.
Similar to last year, our advertising blanketed most of Surrey (transit
shelters; billboards; posters in and around Skytrain stations; etc.), using
them to promote all 13 Return-It depots serving the area. By saturating such
a targeted area with a location-specific message, we hoped residents would
visit depots they might not have been aware of and return more containers.

The first year of the pilot project (2016}, recovery volume increased in
participating depots by 12.2% and 2017 recovery volume increased by 7.4% in
participating depots.

e Geography: Surrey
e Impressions: 62,178,262

SCOTT 72 RETURN-IT DEPOT

1.2 km

TO THE LEFT

SMARTMOVES

When you move to a new community, it's easy to find essential shops such
as grocery stores, restaurants and the local shopping mall. The local
Return-It depot, however, might not be a top priority.

We wanted to change that so we targeted new residents of Surrey, Langley,
Coquitlam, Port Coquitlam, Burnaby, and Aldergrove through a Canada
Post program called SmartMoves. We delivered a large postcard-sized
direct mail piece to everyone who had recently moved into these
communities. The card showed a map to their local depot and offered a
“welcome to the neighbourhood” gift of a durable, reusable recycling bag to
hold their empty beverage containers. During the redemption period, the
participating depots had over 600 brand new households visit their depots
to recycle beverage containers.

e Geography: Surrey, Langley, Coquitlam, Port Coquitlam,
Burnaby and Aldergrove
e Impressions: 27,492

GREETINGS FROM YOUR
FRIENDS AT THE LOCAL
RETURN-IT DEPOT.

We'd like to introduce nd invite you

FREE WELCOME GIFT

Durable, easy-carry recycling bag

NEWTON RETURN-IT DEPOT

1km

AHEAD

PLEASE FILL OUT THIS CARD TO CLAIM YOUR GIFT. OFFER ENDS: October 31, 2017

1. FILL OUT THE CARD BELOW.
Your gift is a durable Return-It recycling bag

2. BRING THIS CARD WITH YOUR EMPTIES TO
YOUR LOCAL RETURN-IT DEPOT.
Give it to the staff member who refunds your
container deposit.

FLEETWOOD ~ 2 y 3.ASKFOR YOUR FREE sy

RETURN-IT DEPOT 9 2 DURABLE RETURN-IT (lll'n'"
On Fraser Hwy, between | L £ = | RECICUINCIBRGY Re 4
150 St and 152 St \ t's Warth It, = s worth It

1. METROTOWN RETURN-T DEPOT
4760 Imperial Sreet, Burnaby.
2. LEE'S RETURN-IT DEPOT

7385 Buller Avenue, Burnaby

SCOTT 72 RETURN-IT DEPOT e
On 128 St, between 76a Ave and 78 Ave (L :W
NEWTON RETURN-IT DEPOT | L‘,.‘.J—‘ﬁ

Corner of 72 Ave and 132 St It's Warth It.
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ENCORP PACIFIC (CANADA)
100 - 4259 Canada Way
Burnaby, BC V5G 4Y2

T: 604.473.2400 F: 604.473.2411
Toll-free: 1.800.330.9767

returnit@returnit.ca
return-it.ca

It’s Worth It.




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.7
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize false
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness false
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts false
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages false
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 350
  /ColorImageDepth 8
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /FlateEncode
  /AutoFilterColorImages false
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages false
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 350
  /GrayImageDepth 8
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /FlateEncode
  /AutoFilterGrayImages false
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages false
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (U.S. Web Coated \050SWOP\051 v2)
  /PDFXOutputConditionIdentifier (CGATS TR 001)
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<
    /ENU (Created PDF documents can be opened with Acrobat and Adobe Reader 8.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames false
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks true
      /AddPageInfo true
      /AddRegMarks false
      /BleedOffset [
        9
        9
        9
        9
      ]
      /ConvertColors /NoConversion
      /DestinationProfileName (U.S. Web Coated \(SWOP\) v2)
      /DestinationProfileSelector /UseName
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MarksOffset 9
      /MarksWeight 0.250000
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /UseName
      /PageMarksFile /RomanDefault
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
    <<
      /AllowImageBreaks true
      /AllowTableBreaks true
      /ExpandPage false
      /HonorBaseURL true
      /HonorRolloverEffect false
      /IgnoreHTMLPageBreaks false
      /IncludeHeaderFooter false
      /MarginOffset [
        0
        0
        0
        0
      ]
      /MetadataAuthor ()
      /MetadataKeywords ()
      /MetadataSubject ()
      /MetadataTitle ()
      /MetricPageSize [
        0
        0
      ]
      /MetricUnit /inch
      /MobileCompatible 0
      /Namespace [
        (Adobe)
        (GoLive)
        (8.0)
      ]
      /OpenZoomToHTMLFontSize false
      /PageOrientation /Portrait
      /RemoveBackground false
      /ShrinkContent true
      /TreatColorsAs /MainMonitorColors
      /UseEmbeddedProfiles false
      /UseHTMLTitleAsMetadata true
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2540 2540]
  /PageSize [612.000 792.000]
>> setpagedevice


