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Hard to Recycle Plastics 
Agenda

1. Welcome – Karin Uhlich, City of Tucson Ward 6 Councilperson

2. Introductions – Cristina Polsgrove, EGSD Public Information Manager

3. ByFusion Update – Heidi Kujawa, CEO ByFusion

4. Hefty ReNew Overview – Paul Benvenuti & Catherine Chertudi

5. Questions & Answers



A WASTE TO INFRASTRUCTURE COMPANY



To date, we’ve processed 77.4 tons of material. Of that, 61 
tons of the plastic waste, the equivalent of 9,271,166 single 
use plastic grocery bags, was diverted from landfill.

Tucson’s Diversion 
By The Numbers

*Includes contamination handling. The delta tonnage is staged to be processed. 4

Tucson’s Pilot Plastic Collection

5,200
ByBlocks 
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Reid Park Zoo 
Bench

Mission
Garden Wall

Alvernon 
Park 

Bench

San Gabriel 
Park Bench

Rio Nuevo/Zeman 
Enclosure & Screen 

Wall

El Pueblo 
Activity Center 

Enclosure

El Montevideo 
Benches

Ward 6 Planter 
& ByPad
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Himmel Park 
Benches

The Bike Shed 
Platform/Display

& 
ByFusion Pilaster 

Demo Wall
Los Angeles, CA

Repurpose Map
Made with Tucson ByBlocks

Made with non-Tucson ByBlocks
(not included in diversion metrics) 

Made with Tucson ByBlocks 
(deployed outside of Arizona)

Wauconda Recycling 
Center Truck Lane 
Perimeter Wall & 

Mezzanine
Wauconda, IL



Double Bay 
Enclosure

286 ByBlock

3.15 Tons of Waste Diverted

3.87 Tons of CO2 Avoided

0.43 Tons of Marine Debris
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Production Detail by Load

City Council Update
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NOTE: *ByFusion integrated marine debris into our process. This resulted in extending Tucson resources to create more ByBlocks and divert more waste from landfill and the Pacific Ocean.
**ByBlock counts and yields with RM Lots in process will vary until complete. In progress RM Lot# values outside of Total Weight handled were not included in the reported totals. 

PROGRESS OVERVIEW

RM Lot# Status No. of Bales
Total Weight

(lbs)
Contamination

(lbs)
Usable Material

(lbs)
Contamination 

Rate
Material 

Yield
ByBlock 

Produced
Finished 
Goods

Production 
Yield

TUC-09122022-21 Complete 21 26,400 13,865.30 12,534.70 52.52% 47.48% 1,534 1,487 96.94%

TUC-03313023-18 Complete 18 20,540 3,671.08 16,868.92 17.87% 82.13% 755 721 95.50%

TUC-08182023-20 Complete 20 26,580 5,669.00 20,911 21.33% 78.67% 1,317 1,273 96.66%

TUC-11092023-20 In progress 20 26,215 2,530.90 23,684 9.65% 90.35% 339 332 97.94%

TUC-01102024-20 Complete 20 28,445 6,894.40 21,551 24.24% 75.76% 1,255 1,244 99.12%

TUC-04302024-18 In progress 18 26,703 196 26,507 0.73% 99.27% 0 0 0.00%

TOTAL
117.00 154,883 lbs 32,827 lbs 122,056 lbs 25.12% 74.88% 5,200 5,057 97.23%

77.4 tons 16.41 tons 61.03 tons



Contamination
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For more information, 
please contact:

H e i d i K u j a w a
heidi@byfusion.com
www.byfusion.com

mailto:heidi@byfusion.com
http://www.byfusion.com/
https://www.instagram.com/_byfusion_/
https://www.facebook.com/byfusion/
https://www.youtube.com/channel/UCLuAMSTMe8DC6XNJfoN9_0Q


Tucson Town Hall
June 11, 2024

10



Reynolds Consumer Products Confidential

CARLEE BILELLO | Sr Marketing Director, Hefty ReNew Program

PAUL BENVENUTI  | Sales Director, Hefty ReNew Program

CATHERINE CHERTUDI | Municipal Consultant, Hefty ReNew Program

SAMANTHA LICHTMAN | Sr Marketing Manager, Hefty ReNew Program

JEN LINEEN | Sr Marketing Manager, Hefty ReNew Program

Confidential 11

Introductions
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What is the Hefty ReNew  Program?



Reynolds Consumer Products Confidential
Reynolds Consumer Products | Confidential

13

Hefty Renew Program – Current Markets

OMAHA
Q4 2016

BOISE
Q2 2018

ADA CO.
Q3 2019

LINCOLN
Q3 2019

COBB CO.
  Q4 2018

ATLANTA
  Q3 2021

Chattanooga 
Q4 2022

Drop-off 
only

Cincinnati Q4’23
Ohio Valley

Q2 2024

2600+ TONS 
of plastics 

diverted since 
program 
inception!

TUCSON
Q2 2024

LAKE 
COUNTY

Q4 2024

Lake Bluff
Lake Forest
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Items collected in the Hefty ReNew  Program

List of accepted items can be found:
• On HeftyReNew.com
• Printed on each orange bag
• Printed on cartons, with corresponding QR code
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End Market Hierarchy

Kiln feed for 
cement production, 
combustible solid 

fuels, co-
generation

Plastic to Plastic

Plastic building materials, 
drainage materials, 

composite wood products

Mechanical Recycling

Advanced Recycling

Alternative Fuel

Most 
Preferred
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Geographic Reach: Current End Markets

York, PA

Los Angeles, CA

Meadville, PA

Morgan, UT

Dorchester, SC

Atlanta, GA

Kiln Fuel

Advanced 
Recycling
New Products

Omaha, NE

Note: Hefty retains ownership of materials from time of collection until they reach the qualified end market 
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Key Pillars of the Hefty ReNew Program

Chain of Custody 

LCA 

End Market Transparency

Responsibility & 
Transparency

Data & 
Measurement

Education 
Imperative

Marketing 
Excellence

Participant Research

MRF collection tracking 

Material Collection 
Assessment

Key to Success:  Education!

Community Outreach

Training materials

Experience with consumers, 
retailers, public relations to 

drive program

Drive participation and 
education initiatives
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New Market Support & Education

FREE STARTER KITS

PUBLIC RELATIONS

ADVERTISING

*Educational videos  * LCA  * FAQs
*Complete list of accepted items
*Customer Service for questions

ONLINE CONTENT

COMMUNITY MANAGEMENT

EDUCATION TOOLKIT

*Proactive conversation analysis
*Monitor inquiries (Consumer + Press)

*How it works  *What goes in the bag
*Where to buy *Where to learn more

*Research Driven Insights
*On demand digital hub (assets + FAQs)
*Brand Reputation Management

*Recycling tips *Activities (adult/kids)
*Program information
*Take home reminders

*Zip code targeted
*Focus on program impact
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Hefty ReNew for All!

We maximize our collective success when everyone participates!

1%

5%

13%

28%

53%

65+

55-64

45-54

35-44

22-34

HH INCOME ($000K) AGE OF PARTICIPANTS

$0-20k

$21-50k

$51-75k

$76-150k 

$150k+

30%27%

10%13%

21%

SUPPORT EXISTING EQUITABLE 
RECYCLING PROGRAM 

FREE STARTER 
KITS 

DROP OFF 
LOCATIONS

Source: 1Q September 2020 – Boise, Cobb, Omaha,  Lincoln

PROGRAM PARTICIPANT DEMOGRAPHICS
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Program Costs

Program Participation CostThe bag cost covers some of:
Bag Manufacturing

Freight Costs for Collected 
Plastics

Processing Costs

End Market Processing 
Costs

Consumer Education

Retail Margins

Participants use about 1 carton/year

per carton

20

$8

bags per carton
Average cost is around 35-40
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THANK YOU!
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QUESTIONS ?



•APPENDIX

23
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End Market Forecast

2016 Act 2021 Act 2022 Act 2023 Act 2024 Fcst 2025 Fcst

Mechanical 0% 5% 51% 79% 60% 60%

Adv. Recycling 0% 5% 6% 0% 20% 30%

Alternative Fuels 100% 90% 43% 21% 20% 10%

0
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80

100

2016 2021 2022 2023 2024 Fcst 2025 Fcst

Mechanical Adv. Recycling Alt Fuels



Reynolds Consumer Products Confidential 25

Life Cycle Assessments Drive Program Decisions 
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• An audit of 150 Hefty ReNew orange bags was conducted by MSW 
Consultants in June 2023 in each of the participating markets: Boise, ID; 
Chattanooga, TN; Omaha, NE; Cobb County, GA.

• The average weight of the bags audited from all program locations was 1.9 
pounds.

• The overall contamination rate for non-targeted materials was 11.3%.

• The materials of concern were #1 Thermoform PET, PET and Paper.

• Citizens in participating communities understand the program requirements and 
embrace the opportunity to divert the targeted materials.

• Contamination rates have declined since program launch in 2016.

• The average weights of materials in the bags has increased since program 
launch.

Confidential 26

Hefty Audits Conducted June 2023 - Summary
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Material Categories and Definition

Material Category Targeted 
Orange Bags Targeted

Bags/Wraps (PE) Targeted

Other Flexibles (Multi-
Material Laminates)

Targeted

#1 PET – Thermoforms Non-Targeted

#1 PET – Bottles/Jars Non-Targeted

#2 HDPE Non-Targeted

#3 PVC Non-Targeted

#4 LDPE Targeted

#5 PP Targeted

#6 PS Foam Polystyrene Targeted

#6 PS Non-Foam 
Polystyrene

Targeted

#7 PLA and other Targeted

Paper Non-Targeted

Other Wastes Non-Targeted
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2023 Hefty ReNew Audit
Composition by Material Type

Aggregate
Material Type Material Category Pounds Percent
Targeted Orange Bag 38.23 3.31
Targeted Bags/Wraps (PE) 443.93 38.49
Targeted Other Flexibles (Multi-material Laminates) 203.82 17.67
Non-Targeted #1 PET - Thermoforms 48.54 4.21
Non-Targeted #1 PET - Bottles/Jars 15.98 1.39
Non-Targeted #2 HDPE 16.98 1.47
Non-Targeted #3 PVC 2.6 0.23
Targeted #4 LDPE 4.12 0.36
Targeted #5 PP 195.43 16.95
Targeted #6 PS Foamed Polystyrene 85.24 7.39
Targeted #6 PS Non-Foamed Polystyrene 40.4 3.50

Targeted #7 PLA and Other 11.89 1.03

Non-Targeted Paper 28.4 2.46

Non-Targeted Other Wastes 17.74 1.54
TOTALS 1153.3 100.00

Material Type Pounds Percent
Targeted 1023.05 88.71
Non-Targeted 130.22 11.29

TOTALS 1153.27 100.00
Average Weight of Bags 1.9
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Program Perceptions

are using less plastic since 
starting the program

Top Motivators to Participate
• Positive environmental impact (27%)
• Convenience (24%)
• Price (22%)

Source: *Harris Poll, January 2023, n=602, **Harris Pre-Launch Survey (Chattanooga & Dayton) November 2022, n=360

90%
Program Satisfaction

2% 4% 15% 17%

62%

5% 4% 6%
28%

57%

Very
Dissatisfied

Somewhat
Dissatisfied

Neither Somewhat
Satisfied

Very
Satisfied

W1 W3

Likelihood to Recommend

Satisfied
85%

Likely
91% 0% 11%

24%

65%

4% 5%
25%

66%

Very Unlikely Somewhat
Unlikely

Somewhat Likely Very Likely
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plan to continue
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1/2

find the program appealing2/3
of NON-recyclers find the program 
appealing and would be willing to try it!

Impression 
% Like a Lot/Somewhat 

63%

Likelihood to Participate 
% Very/Somewhat Likely 

70%
Gen X (79%) ↑ 
vs. Boomers (60%)

Perceived Program 
Impact

5%
28%

37%

30%

Strong
Moderate
Slight
None

STRONG/MODERATE
MILLENNIALS 
(72%) ↑ 
VS. BOOMERS (53%)
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