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Why Carpet Recycling?

» Supports Business Goals for ALL Stakeholders
 Drives and Supports Sustainable Behaviors
* Opens New Markets for Small to Large Businesses

» Gives Consumers More Sustainable Choices



CARE

* Memorandum of Understanding (MOU) signed in 2002
* Voluntary, Nationwide Organization — 501 (c) 3

 Mission is to Divert Carpet from the Landfill and Find
Market-Based Solutions for Recycling and Reusing Post-
Consumer Carpet (PCC)



Who i1s CARE?

* Entrepreneurs

 State and Federal Government Representatives
 Carpet and Fiber Manufacturers

 Architects, Designers and Commercial Specifiers
* Retailers, Dealers and Consumers

* NGO's



Green Attitudes in the US*

» Consumers ARE more concerned about Economy, AND this
IS a Catalyst for Being Green (Energy Savings, Money-
Saving Rebates, etc)

« Consumers WILL NOT pay more for Green

* Being Green is More About Personal Choice, NOT Altruistic

*GfK, 2009



Yankelovich “Going Green” Survey
(2007)

- 45% feel environmental
problems are severe

» 25% feel highly
knowledgeable about
environmental issues

» 22% feel they can make a
difference



Largest percentage of people
associate green with ‘traditional’ ideas

* Recycling 62%

» Energy Efficiency 52%

* Energy Saving Light Bulbs 51%
 Global Warming 50%

* Air Pollution 49%

» Energy Efficient Appliances 49%



Marketers must move consumers
along the continuum

Greenless Greenbits Green Steps Green Speaks Greenthusiasts
29% 19% 25% 15% 13%

Personal Relevance
Knowledge

Brand Choice

Yankelovich, 2007



CRI Consumer Study (2008)

« Environmental Impact as a purchase factor increased
to 53% from 47% in 2006

« Concerns about environmental impact of
carpet increased to 28% from 20%

» Top Carpet Environmental Concerns:

- Proper Disposal of carpet
- Not biodegradable

- Crowding landfills



The Reality

 Carpet is Recyclable - Since 2002,
CARE has diverted >1.3
Billion lbs of Carpet from
the landfill

- 3.6 Million Acres of Landfill
saved, equivalent to land

mass of 3 Grand Canyons

- Decreased GHG Emissions
by 1.2 Million MTCE,

equivalent to NOT
BURNING 10 Million barrels
of Oll

- 3300 Jobs Every Year
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Cumulative diversion since 2002 > 1.3B pounds



Where Does My Carpet Go?
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Carpet Analyzer Spectrum
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PCC Products Are Available Today




How To Change Behaviors

« Easy to Adopt
- Consistently and Readily Available
(5 Billion Ibs sent to landfill EVERY year)

* Easy to Use
- Performs like Virgin Materials
(Auto Parts, Consumer Products)

« Easy to Justify
- Must be at Price Parity (Supply and Demand)



Market Drivers



Educating Consumers

Aligned
Dealer
Program




Advertising




Member Resources




Strong Consumer Brands



Working Together



Join CARE and help to make a
sustainable difference

Georgina W. Sikorski, Executive Director
Carpet America Recovery Effort

WWW.carpetrecovery.org




