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Current market and business context
• In 4.5 years, annual container recovery rate has grown from 32% to 65.7%, broadly in line with other 

jurisdictions at the same scheme maturity. The FY26 CRR target of 68% is based on a continuation of 
incremental CRR growth however will not be achieved this year. Current forecast is 66%.

• 85% target remains in place. April MAT CCR 65.1%; FRS volume +2.2%. Modest, incremental growth, which 
has stalled since Christmas. Growth achieved has been driven by Perth and key out of home channels. Below 
average growth or negative growth has been recorded by four regions and CCGS sectors.

• No breakthrough performance in Qld, NSW or WA. All newer Schemes appear plateaued in the mid to high 
60%s. A common outcome, but two very different models / features adopted. 

• Government has commenced process to evaluate Scheme Coordinator performance in advance of 
considering the next appointment to the role. Assessment KPIs have been established.

• Right now, WARRRL is 9 months into three-year strategy implementation, with 37 initiatives committed 
for action in FY25. Two are planned not to progress. We do not have a level of maturity in these initiatives to 
make a call on their ability to deliver superior performance over the near / medium term. Many will continue their 
development and implementation in FY26. 

• WARRRL organisation design review completed, announced, and being implemented. The impact has 
been significant and remains work in progress. The time required to integrate new staff with the new portfolio 
structure cannot be underestimated. This project has impacted organisational ability to progress some key 
initiatives, especially in those targeted at driving growth.
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 Achievements
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FY25 achievements by objective of the Waste Avoidance and 
Resource Recovery Act 2007

6

Objectives of the 
Act.t

Increased recovery and 
recycling of empty 

beverage containers

Reduce the number 
of 

empty beverage 
containers that are 

disposed of as 
litter or 
landfill

Ensure that first 
responsible suppliers of 
beverage products take 

product stewardship 
responsibility in relation 

to their beverage 
products

Provide opportunities for 
social enterprise, and 

benefits for community 
organisations, through 

participation in the 
container deposit 

scheme

Create 
opportunities for 

employment

Complement existing 
collection and 

recycling 
activities for 
recyclable 

waste

Key FY25 
achievements

• Achieved record 
high levels of 
consumer 
awareness of and 
participation in 
C4C across WA.

• Now the most 
recognised 
recycling scheme 
in WA.

• 300+ refund 
points.

• Scores for all 
attributes relating 
to trust in 
recycling.

• Record 
MAT 
containers 
saved from 
landfill 
1.009B.

• CDS 
material as 
a proportion 
of litter at 
6.3% by 
volume.

• 813 FRS 
contracted.

• Field partnerships 
with Coca Cola, 
National Retailers 
Association.

• 28 NFP RPOs 
providing 110 
refund points 
generating 
$17.3m handling 
fees.

• 8,000+ CCSG 
member 
numbers.

• 75% of CCSG 
members 
transacting with 
C4C; 27% in the 
past 30 days.

• 877 schools 
registered.

• $15.6m donated 
to CCGS since 
commencement.

• 896 jobs 
created 
across the 
Scheme 
supply 
chain.

• Vulnerable 
people 
including 
those who 
live with 
disability – 
115 jobs.

• Aboriginal 
and Torres 
Strait 
Islander 
people – 
63 jobs.

• 1,500 
container 
exchange 
points 
installed in 
public places.

• Blackwood 
MRF 
contracted.

• Online Store 
upgraded 
to  drive 
distribution of 
collection 
bins.

• ‘Dirty MRF’ 
recovery 
implemented.



• Network remains stable and resilient though RPO consolidation has occurred. New RPO appointed to Manjimup 
and Exmouth (by 30 June 2025) and GSE has strengthened its position through acquisition. 

• The volume performance of the network has been uneven, with growth being driven by for profit independently 
owned entities.  Four regions outside metropolitan areas have experienced volume decline. 

• RPO contract extension was prioritised and successfully completed, with one LGA RPO declining to continue. All 
logistics and processing service providers were also extended.

• Refund point numbers continue to expand, up from 274 to +300 by 30 June 2025, driven by completing the 
installation of 20 self-serve kiosks and the expansion and renovation of the Drop and Go solution. Both 
have attracted new users to the Scheme. 

• A trial of retail based standalone RVM devices (4) has been introduced, as an initiative to support expanding 
access and convenience. 

• A stronger understanding of where in Perth/Peel container returns are under-indexed has been achieved. These 
insights will have broad application across network delivery, assurance and integrity and growth and development 
functions.

• Growth of Collect, drawing new users to Scheme.
• A customer refund point experience improvement project was initiated in Q4 using the behaviour science PACE 

framework. A disability audit of the network has been completed and now under evaluation. 
• Assurance and integrity resourcing upgrade was completed to enable action on 4 related strategic initiatives.
• The development of a social impact framework has commenced and will be completed by 30 June 2025.
• Refund point and digital accessibility audit completed with significant improvement opportunities identified.

FY25 achievements
Strategy 1 | An optimised and resilient CDS network
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Growth and development

• Understanding and improving container disposal and 
return in commercial settings through trial and 
deployment initiatives.

• Strategic partnerships within mining, retail & HORECA 
sectors expanded and enhanced.

• Small format kiosk expansion – trial and evaluation.
• Post disposal intervention initiatives to capture 

containers from general waste. Progress is being 
achieved through Instant Waste 'dirty MRF' retrieving 
containers from C&I an C&D.

• Online Store renovation.
• Container exchange point LGA partnerships with 55 

Councils. 

Social impact and community development 

• Charities, community groups, and school partnerships 
with peaks and deployment of education resources.

FY25 achievements
Strategy 2 | Grow participation to drive container recovery

Marketing and communications

• ‘Ways to return’ brand campaign, with a focus 
on out of home container collection delivered 
improved consumer understanding.

• Development of a new communication 
platform for the Containers for Change brand 
leveraging behaviour change science.

• Develop tailored behaviour change 
framework, tools and communications guide 
in partnership with Monash and BWA – 
(guides and internal training completed).

• Discovery work to mitigate negative impacts 
on CDS participation from W2E (commencing 
March), involving DWER, WARRRL, UWA and 
BWA.

• SWM/AFL consumer campaign March to 
September 2025.
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Strategy 3 | Accelerate the transition to circular container economy

• WARRRL has representation across multiple working groups who meet regularly for the cross-jurisdiction FRS 
harmonisation project.

• PET tender completed and volume awarded to Circular Plastics Australia and CircularAU improving the circular 
economy outcome for clear PET plastic.

• Further commitment to regional glass processing and recycling in Karratha for the Kimberley and Pilbara 
regions.

Strategy 4 | Scheme Coordinator operational excellence

• Performance management system – Devised KPIs for leadership team and simplified review process.
• Culture and values project – Developed guidelines and values statements to support values and behaviour 

goals.  Created the WARRRL Way – rewards and recognition program.
• Organisation design review – completed and implementing.  Resourcing to be completed by 30 June 2025.
• Learning and development – review current offering, including LMS and LinkedIn Learning.  Identify gaps and 

focus on companywide training, with the view to deploy FY26.
• Reflect RAP implementation well advanced with all actions forecast to be completed by 30 June 2025.

FY25 achievements
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IT and innovation
• Cybersecurity roadmap 

o Role-based cybersecurity training plan developed and rolled out for all staff and board members.
o Information security working group (ISWG) has been established to provide internal oversight of 

cybersecurity.
o A suite of cybersecurity policies is being developed using on a risk-based approach.
o A register of WARRRL PII data will be developed, including whether stored and secured by a third 

party.
o A compliance and security platform (Vanta) will be implemented and used to monitor security of IT.

• Various IT system enhancements.

Assurance and integrity

• Renovation of Risk Management Framework.
• Assurance framework and plan review and adjustments commenced. 
• Compliance items migrating to CGR system for management and monitoring commenced.

An assessment of the status of each strategic initiative included in the FY25 implementation plan is 
included as Appendix 1.

FY25 achievements & key actions in progress
Strategy 4 | Scheme Coordinator operational excellence
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 Scheme 
performance outcomes
Please note that the following data aligns with the recently advised Scheme Coordinator KPI measures.
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MAT APRIL FY25 – SCHEME COORDINATOR KPIs

1.a.  Environmental impact - MAT CDS and FRS volumes and recovery rate
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MAT APRIL FY25 – SCHEME COORDINATOR KPIs
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1.a. Environmental Impact - FRS volumes and recovery rate​ by material type



MAT APRIL FY25 – SCHEME COORDINATOR KPIs
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1.a. Environmental impact – FYTD 25 vs FYTD 24 growth by region



MAT APRIL FY25 – SCHEME COORDINATOR KPIs

1.a. Environmental impact – FYTD 25 vs FYTD 24 growth by region
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Business data is based on new 
classifications.
Unclassified : Any member registered as an 
individual but who has collected more that 9000 in 
the last 12 month. (Derived from the classification 
that a super collector is more than 1500 in the 
space of 8 weeks (8 weeks being the average time 
in between returns) 
Super collector: An individual who collects more 
than 1500 containers approximately every 8 week 
from both in and out of home. 

Registrant reclassification project is 
underway due to incorrect registration 
details, and this will continue to adjust.  
Business data in this table is based on 

revised classifications.

Container count for containers that 
consumers have transacted 

themselves.

MAT APRIL FY25 – SCHEME COORDINATOR KPIs

1.a. Environmental impact – MAT April 2025 vs prior year growth by consumer type
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MAT APRIL FY25 – SCHEME COORDINATOR KPIs

1.a. Environmental impact – % growth for direct and indirect for 
charities, community groups and schools (CCGS)

Measures the number of containers a CCGS has transacted for themselves plus the number of containers 
donated to a CCGS using the donate POS function to transfer it to the CCGS member Number.
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MAT APRIL FY25 – SCHEME COORDINATOR KPIs

1.a. Environmental impact – growth across convenient access development 
initiatives
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MAT APRIL FY25 – SCHEME COORDINATOR KPIs

1.a. Environmental impact – growth across convenient access development 
initiatives
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1.a. Environmental impact – beverage container recovery rates tracking against other                            
Australian jurisdictions
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MAT APRIL FY25 – SCHEME COORDINATOR KPIs



MAT APRIL FY25 – SCHEME COORDINATOR KPIs

21

1.a. Environmental impact – beverage container recovery rates tracking against other                            
Australian jurisdictions by material type



MAT APRIL FY25 – SCHEME COORDINATOR KPIs

1.b.  Environmental impact – collection and recycling rates of lids

22

Estimated lid volumes collected for FY25 is 50 tonne.

The majority of lids are plastic and have historically been recycled and used to make 
materials such as reinforced concrete steel and tile 'spacers'.  Metal and aluminium 
material from lids is recycled separately.

WARRRL is exploring new recycling options for lids which includes uses such as 
garbage bins and park furniture.



MAT APRIL FY25 – SCHEME COORDINATOR KPIs

1.c.  Environmental impact – circular economy recycling rates 
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MAT APRIL FY25 – SCHEME COORDINATOR KPIs

1.d.  Environmental impact – litter trends 
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Eligible CDS container litter



MAT APRIL FY25 – SCHEME COORDINATOR KPIs

2.a.  Social impact – CDS donations
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MAT APRIL FY25 – SCHEME COORDINATOR KPIs
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2.b & c.  Social impact – proportion of Aboriginal & Torres Strait Islander 
employees and employees with disability



MAT APRIL FY25 – SCHEME COORDINATOR KPIs
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2.d  Social Impact – refund points operated by social enterprise



MAT APRIL FY25 – SCHEME COORDINATOR KPIs

3.a.  Consumer participation – brand awareness
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MAT APRIL FY25 – SCHEME COORDINATOR KPIs

3.b.  Consumer participation – consumer awareness of eligible containers
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**Reporting on this KPI is currently under development.



MAT APRIL FY25 – SCHEME COORDINATOR KPIs

3.c.  Consumer participation – participation rates

30

Overall registrations 
continuing to grow as result 
of new ways to return that 
require a member number to 
participate eg Collect, Drop 
and Go. 



MAT APRIL FY25 – SCHEME COORDINATOR KPIs

3.d.  Consumer participation – Scheme satisfaction
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MAT APRIL FY25 – SCHEME COORDINATOR KPIs

3.d.  Consumer participation – Scheme satisfaction
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MAT APRIL FY25 – SCHEME COORDINATOR KPIs

3.d.  Consumer participation – Scheme satisfaction
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MAT APRIL FY25 – SCHEME COORDINATOR KPIs

3.d.  Consumer participation – Scheme satisfaction



MAT APRIL FY25 – SCHEME COORDINATOR KPIs
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4.a & b.  Stakeholder engagement – refund points with disability access and 
implementation tracking

**Disability access implementation tracking reporting under development



MAT APRIL FY25 – SCHEME COORDINATOR KPIs

4.c, d & e.  Stakeholder engagement – minimum network standards
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MAT APRIL FY25 – SCHEME COORDINATOR KPIs

4.c, d & e.  Stakeholder engagement – minimum network standards
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MAT APRIL FY25 – SCHEME COORDINATOR KPIs

4.f.  Stakeholder engagement – responsiveness to feedback and complaints
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MAT APRIL FY25 – SCHEME COORDINATOR KPIs
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5.a & b.  Financial performance – First Responsible Supplier participation

• 736 FRS registered as of 30 April 
2025.

• 159 FRS with no volumes for FYTD 
to April 2025.



MAT APRIL FY25 – SCHEME COORDINATOR KPIs

6.a.  Operational efficiency – WHS lead and lag indicators
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MAT APRIL FY25 – SCHEME COORDINATOR KPIs

6.a.  Operational efficiency – WHS - network Worksafe corrective actions
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**Note: This is not a WARRRL Worksafe corrective action



MAT APRIL FY25 – SCHEME COORDINATOR KPIs

6.b.  Operational efficiency – Work safety and welfare continual improvement 
report

42

WARRRL provides an annual Continual Improvement report as required under the Scheme 
Coordinator Deed.



MAT APRIL FY25 – SCHEME COORDINATOR KPIs

7.  Educational impact – school participation
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Brand, campaign, 
consumer, stakeholder 
data
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Brand tracker summary – Core Data research, December 2024 
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Brand tracker recommendations – December 2024 
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Awareness of Containers for Change is steady since 
mid-year. 
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We remain highly trusted 

48



Awareness of all collection points has increased 
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Overall usage rate remains steady

50



Red bin research findings – Core Data research, July 2024
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Collect – Core Data research, December 2024
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Self serve kiosks – Core Data research, May 2024 
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Self serve kiosks – Core Data research, May 2024 
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Implementing the FY25 plan has generated significant learnings and identified key themes that have been 
considered in prioritising initiatives for FY26.

• Network re-contracting. In practical reality a supply chain review must be completed by June 2026 to enable time to 
incorporate any proposed enhancements. At the very least, a new RPA that strengthens WARRRL’s position to 
require and achieve new operating standards will be featured and may face resistance with the current RPO 
cohort.

• Current volume growth is being delivered inconsistently, when viewed by individual RPO / classification or 
geographically. We need to ensure all RPOs, and regions are contributing to growth. 

• New ‘ways to return’ have been introduced over the past 18 months and brought new users into the Scheme - up 
to 37% of transactions through new ways are from people who were not previously using C4C. But they are under 
leveraged and will take time to embed and expand. Focusing on scaling their reach and effectiveness will support 
more Scheme access and convenience for the public of WA.

• The most cost-effective way of returning involves individuals returning themselves, to a depot. Every other way of 
return is more expensive. Enabling access and convenience raises the cost of participation.

• Out of home channels (commercial and CCGS) are growing more strongly than Scheme average growth, 
responding to the resource focus and investments over the past year. But these channels are growing off a low 
volume base.

• The ability to separate and capture containers from general waste out of home is a critical pathway to 85%. Only 3 
in 10 people have container collection at work. To achieve it quickly, public policy support is required. WARRRL has 
limited capacity to influence the ecosystem in the short to medium term to maximise this opportunity.

• Modelling reveals there is an uneven container recovery performance in Perth and Peel regions as measured by 
containers available and returned. This is a significant opportunity.

Themes and learning
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• The size of the CCGS 'army' dictates that redoubling our efforts to engage and motivate that cohort can add presence of the 
Scheme that supports more C4C access and convenience for the community. Growing their involvement at the grass roots can 
expand the reach of the Scheme ‘where people gather in number’.

• Reuseable or one-time use bags (that are recyclable) is an issue that needs to be resolved as it is a core dependence relating to 
maximising participation in the Scheme and optimising collection solutions that have been installed. 

• The removal of comingle bins in public places in favour of general waste / C4C separation is a highly effective structure to recover 
10c containers (CEPs and Karrinyup Shopping Centre).

• Community group engagement especially with sports clubs that incorporate beverage sales remain a key leverage opportunity to 
drive further growth, and to support the out of home separation and collection challenge.

• Organisational change takes time. WARRRL cannot artificially force traction. It will come, but it is going to take time.
• A narrower, sharper focus on what we are doing can simplify the way we work and improve traction on key initiatives. Robust 

business cases that provide clarity is key to managing priorities and maximising impact. 
• Behaviour change - a science-based approach to problem solving has been adopted. How it is now incorporated into our work will 

require careful management.
• Creating a growth portfolio that comprises all externally facing WARRRL functions, sharpens our focus on enriching and simplifying 

the C4C end-consumer experience and ensuring this is central to consumer facing strategic initiatives. Similarly, engaging with our 
myriad of stakeholders to drive their adoption of C4C be achieved through a clearer WARRRL voice. 

• Innovation including AI technology now available from global RVM suppliers that could significantly reduce transaction time at depot 
refund points, especially for larger volume transactions.

• The creation of frameworks across project management, change management, behaviour change, assurance, cybersecurity and 
most recently social impact is critical infrastructure but all relatively immature in their development and use. As the company 
continues to focus on Scheme volume growth, embedding these frameworks in day-to-day business operations becomes a key 
dependency that supports sustainable, long-term success.

Themes and learning
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Operations plan
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Core rationale for the priorities and investments proposed for FY26 support driving high levels of participation in Containers for 
Change across the community.

• Expanding Scheme access and convenience through the expansion of refund points and deploying container separation and 
collection infrastructure more widely.

• Simplifying and standardising the customer experience when engaging at any level with Containers for Change, whether through 
using refund point or accessing its digital platforms to find information on returning containers.

• Evolving the brand communications platform by shifting the messaging to container second life, focused on out of home settings, 
and demonstrating people participating as part of the everyday life.

• Deliver Scheme expansion to the community of Western Australia from 1 July 2026.
• RPOs are critical to the ability to recover containers so continuing to partner with them and further invest in their success by 

leveraging the investment in the growth portfolio and network delivery teams.
• Taking the opportunity to consider the efficacy of the Scheme supply chain will enable choices and action consistent with the 

timetable already established for re-contracting Scheme partners in 2027.
• Further support from government can motivate action across the ecosystem in favour of container separation and collection that 

is unlikely to be achieved only through the Scheme Coordinator’s plans and actions. 
• WARRRL is just short of five years into its life as Scheme Coordinator. Maturing the organisation's culture and capability will 

enable the company to retain and motivate staff to continue pursuing its goals. 
 

Management’s core approach to delivering its operations plan for FY26 is built on:

• Rigorous Board mandated review and reporting oversight.
• Deploying project, change and behaviour science frameworks.
• Project design, management and delivery through cross functional program and project teams, sponsored by COs and led by 

functional leaders.
• ASANA adopted as primarily project management tool supported by other collaboration IT platforms.
• Supporting management processes to assess and progress the initiatives included in this plan.

FY26 core focus areas and delivery approach
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FY26 operations plan focus areas 
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Strategy Portfolio(s) Function(s) Key focus areas

An optimised and 
resilient CDS 
network

Growth
Operations
Operations/Growth
Operations/Growth
Growth

Growth and development
Network delivery
Network delivery/Marketing & Communications
Network delivery/Social impact and Com Dev
Social impact and community development

Expand access and convenience inc RPO growth plans
Network supply chain review.
Customer experience at refund points.
Disability access at refund point.
Social impact management framework.

Grow participation 
to drive container 
recovery

Growth
Growth
Growth
Growth
Growth
Growth /Business

Marketing and communications
Marketing and communications
Growth and development
Growth and development
Social impact and community development
Marketing and communications / IT and 
Innovation

'Unleash potential' brand platform.
'Unleash potential' media strategy.
Strategic commercial engagement and partnerships.
Post general waste disposal interventions.
'Grass roots' community partnerships.
Elevating customer experience across digital platforms.

Accelerate 
transition to 
circular economy

OCEO
OCEO
Business
Business
Operations

OCEO / Growth
OCEO / Growth
Commercial
Environment and sustainability
Network delivery

Government engagement on public policy.
Local government planning levers.
Harmonisation of FRS CDS regulatory requirements.
CDS environmental sustainability roadmap including 
implementation of Scheme expansion.
Container material circularity.



FY26 strategy focus areas 
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Strategy Portfolio(s) Function(s) Key focus areas

Scheme 
coordinator 
operational 
excellence

OCEO
OCEO
Growth
Business

People and culture.
People and culture.
Social impact and community development.
IT and innovation.

Values development.
Learning and development program.
Innovate RAP development and Aboriginal engagement 
strategy.
Cybersecurity framework deployment.



Activities Timing Dependencies

Small format kiosk 
deployment

• Complete trial and determine 
deployment plan consistent with 
priority locations identified by ACIL 
Allen.

• Target installation of 25 units H1, 
FY27.

• November 2025 – Board review of 
trial.

• EOI processes completed by May 
April 2026

• Implementation H1, FY27.

• Trial performance evaluation.
• Proposed deployment model 

commercial model sustainability.
• Board approval to proceed May 

2026.

Large format kiosk 
deployment

• Identify opportunities for further 
deployment of large format kiosks 
consistent with priority locations 
identified by ACIL Allen. 

• Ongoing through FY26. • Locations available that don’t 
impact viability of existing refund 
points.

Drop and Go refund 
point expansion

• Identify opportunities for further 
deployment of D&Gs consistent 
with priority locations identified by 
ACIL Allen and regional insights.

• Target installation of 40 units 
through FY26.

• Ongoing through FY26. • Resolve bag availability and 
optimise transaction tracking. 

• Maintenance of the 1c RPO freight 
subsidy. 

Strategy 1 – An optimised and resilient CDS network

Expand access and convenience

62



Activities Timing Dependencies

Collect restage and 
expansion

• Establish standard collection 
infrastructure requirements by 
channel.

• Grow awareness of Collect across 
the community, especially targeting 
out of home locations, CCGS 
sectors and local government.

• Improve ease of booking for 
customers to be included in scope 
of the 'end customer experience' 
initiative.

• Collection infrastructure review by 
September 2025.

• Awareness campaign design and 
deployment by January 2026.

• Implementation Q1, FY27

• Behaviour change process utilised 
to identify audience needs and 
barriers.

Container exchange 
point expansion

• Grow locations within existing LGA 
partners.

• Expand LGA participation to 100.
• Grow community awareness of how 

CEPs work. 
• Engage major tenants / owners of 

retail precincts with a view to 
installing CEPs on their owned 
general waste bins.

• Partner with NatSales to install on 
their bins.

• LGA engagement ongoing through 
FY26.

• Establish new Engagement and 
Partnership lead within Growth 
portfolio.

• NatSales support for joint initiative.

Strategy 1 – An optimised and resilient CDS network

Expand access and convenience
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WHERE TO PLAY Initiatives

Drive overall container collection volume within key channels & partners

1. An optimised and resilient CDS network 2. Grow participation to drive container recovery 

• RPO, channel & customer 
container volume growth +10% 

vs F25

• 25+ Kiosks in market by 30 
June 2026 (subject to Board 

approval)
• 40 approved 
installations in F26

• Target 30M containers 
F26 (vs 20M FY25)

• RPO, channel & 
customer container 

volume growth +10% vs 
F25

• RPO, channel & 
customer container 

volume growth +10% 
vs F25

• Double the existing 
CEP network from 

1500 to 3000 across 
WA

• RPO segmentation & channel 
analysis.

• Implement RPO call modelling. 
• Develop growth plan templates 

– address RPO specific growth 
impacts via separate action plan.

• RPO forums & engagement.
• Development Lead direct 

engagement.

• Driven by ACIL Allen 
insights & 
interstate/European best 
practice.

• High foot traffic, high 
impact & awareness 
locations.

• Operating model with 
Kiosks as an extension of an 
existing RPO.

• Retail or strategic location 
partner to host the kiosk.

• Target operating volume 
500k + containers per 
annum.

• Driven by demand and 
ACIL Allen insights.

• Growth team to own 
approvals process.

• Drop n Go network 
represents circa 16M 
containers per annum.

• +20% growth.

• Growth team to 
champion Collect as the 
preferred platform at 
every opportunity.

• F26 budget to support 
collateral provision for 
every new customer.

• 3rd party sell in ‘blitz’ to 
commercial business in 
July/Aug & Oct/Nov.

• Growth team to 
provided dedicated 
resource to develop 
local area expansion 
plan.

• Volume recovery for 
those RPOs / regions 
underperformed in 
FY25.

• Focus on commercial 
businesses.

• Provision of collateral 
budgets for new 
customers – promote 
best practice.

• Drive availability of 
collection & 
development of 
infrastructure across 
multiple channels.

• Use of Collect, RPO 
and tactical budgets.

• Online shop becomes 
the preferred 
distribution channel.

• Collection bag 
availability with key 
retail partners (e.g. 
Bunnings).

• RPOs to act as retail 
‘stores’.

• Continue to drive with 
key LGAs & commercial 
partners.

• Maintenance of 
existing CEPs.

• Product development 
support.

• Nat Sales collaboration 
for further 
deployment.

Q1 to Q4 FY26 Q3 & Q4 F26 Q1 to Q4 FY26 Q1 to Q4 F26
Q2 & Q3 Blitz Q1 to Q4 FY26 Q1 to Q4 FY26 Q1 to Q4 FY26

Budget Elements
• $1M Kiosk procurement
• $260k Host, RPO, OEM 

servicing & marketing

• $150k equipment 
provision

• $50k installation & 
logistics

• $12K collect platform 
support

• $25k research
• $53k customer bins

• $108k growth 
executive marketing & 
material production

• $604k allocation 
across all G&D roles 
for bins & online 
store collateral

• $207k procurement 
of baskets/cages

• $164k installation & 
maintenance

TOTAL $2.62M $1.26M $200K $90k $108K $604K $371K

Out of Home 
Commercial Settings

Small Kiosk 
Expansion

RPO Growth 
Plans

Collateral 
Deployment CEP Deployment

G
ro

w
th

 &
 D

ev
el

op
m

en
t F

26
Strategic Pillar/s

Objective

Strategies

Measures

Platforms

Timing

Expand access and convenience

Drop n Go 
Expansion

Collect Support 
Program

F26 Budget 
Breakdown
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Activities Timing Dependencies

Complete review of 
refund point 
network 
effectiveness and 
operational 
sustainability

• Define scope of review including 
metropolitan v regional 
considerations; role of automation, 
front and back of house; role of 
compacting light weight materials; 
customer experience; RPO, 
logistics and processing costs and 
outlook; potential for 300m volume 
growth; customer access and 
convenience optimisation.

• Appoint SME consulting partner to 
support WARRRL project team.

• Regular updates to Board and 
DWER on progress / issue 
identification.

• Scope definition June 2025
• Go to market to establish a third-

party SME July 2025
• Board approval, engage and 

onboard third-party SME August 
2025

• Data collection, current state 
analysis and baseline capability 
review September – December 
2025

• Modelling and scenario testing 
January – February 2026

• Impact assessment and 
stakeholder engagement March- 
April 2026

• Finalise project and 
recommendation May 2026

• Recommendation for Board 
approval June 2026.

• DWER engagement in the process. 
Recommendations can be 
implemented within the existing 
legislative framework.

• Recommendation needs to support 
receiving and processing an 
incremental 300m containers.

• Containers arising from Scheme 
expansion can be received and 
processed.

• Confidentiality of the workplan.
• Engaging, and timely onboarding 

of, a qualified and capable third-
party consulting partner with 
relevant supply chain, automation, 
and circular economy expertise.

• Recommendations completed such 
that sufficient lead time remains 
prior to current contract expiry (1 
October 2027).

Strategy 1 – An optimised and resilient CDS network

Network supply chain review
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Activities Timing Dependencies

Customer 
experience 
optimisation at 
refund points.

• Utilisation of behaviour science 
framework PACE to journey map 
customer experience at refund 
points. 

• Conduct reviews and consolidate 
data on current state.

• Design and test interventions that 
improve the end-to-end experience 
of customers engaging with refund 
points.

• Scoping exercise will be based on 
behaviour science to determine 
whether optimisation should cover 
depots, SS kiosks and Drop and 
Go refund points or a sub-set only.

• Project scoping, research and 
initial journey mapping / ‘model’ 
February 2026

• Design interventions, signage 
prototypes, pilot programs by April 
2026.

• Enhancement plan rolled out 
progressively based on prioritised 
opportunity from April 2026.

• Enhancements can be 
implemented under the existing 
Refund Point Agreement. 

• Availability of SME Behaviour 
Science – BWA.

• Active support from RPOs and 
refund point operators is essential 
for pilot success, continuous 
feedback, and sustained behaviour 
change.

• Some initiatives (e.g. physical 
layout changes, signage etc.) may 
require capital or operational 
investment. Budget allocations and 
delivery responsibilities must be 
clear.

Strategy 1 – An optimised and resilient CDS network

Optimising customer experience at refund points
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Med Activities Timing Dependencies

Deploy framework 
to achieve highest 
positive social 
impact.

• Framework launch.
• Targeted domain focused 

initiatives: enabling fundraising for 
community organisations; creating 
employment opportunities; enable 
participation for individuals who 
barriers; partnerships with 
Aboriginal communities; targeted 
procurement; community 
education.

• Change management plan.
• Capability building.
• Data capture and evaluation, 

process testing and refining.

• Implementation in H2 FY26. • Cross functional collaboration to 
ensure all strategic and functional 
initiatives that contribute to social 
impact are captured and assessed.

Strategy 1 – An optimised and resilient CDS

Social impact management framework
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Framework development and design
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How the CDS supports a stronger Western Australia

Resilient WA 
Communities

Sustainable 
WA 

Communities

Inclusive 
WA 

Communitie
s

Activities

Education & 
awareness

Equitable 
access & 

participation

Aboriginal 
empowerment 
& reconciliation

Inclusive 
employmen

t

Community 
stewardship

Recycling & 
sustainability

Fundraising 
opportunities

Not-for-profit 
revenue

‘A circular 
outcome for 
containers, 
promoting 

positive social 
and 

environmental 
impact’.



Activities Timing Dependencies

Improve community 
access at refund 
points.

• Review core findings from access audit and 
prioritise improvement plans.
o Network education and awareness.
o Physical access improvements at 

refund points.
o Alignment with social impact evaluation 

framework.
o Cross functional teams to create plans.
o Share best practice outcomes across 

network and with key stakeholders 
including social media content creation.

• Incorporates use of behaviour science tools 
relating to problem definition, barrier 
identification and intervention design and 
deployment. 

• Review audit findings, prioritise 
opportunities and engage stakeholders 
for co-design July-October 2025.

• Development of signage, training 
materials, adaptive specs, physical 
layout templates November – December 
2025.

• Recommendations by December 2025.
• Enhancement plan rolled out 

progressively based on prioritised 
opportunity from January 2026.
o Physical access and adaptive 

equipment.
o Signage and instruction visibility.
o Audio assistance and noise 

reduction measures.
o Training and awareness.

• Enhancements can 
be implemented 
under the existing 
Refund Point 
Agreement. 

Strategy 1 – An optimised and resilient CDS network

Disability access improvements at refund points
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Activities Timing Dependencies

Drive C4C brand 
growth via new 
‘Unleashing 
Potential’ 
communication 
platform which has 
evolved to 
incorporate 
behaviour science 
including social 
norming to shift out 
of home consumer 
behaviour. An 
emotionally resonant 
story highlighting 
the environmental, 
social and financial 
benefits of container 
recycling. 

• Finalise creative executions 
appropriate for targeted 
communications channels.

• Launch campaign to all key 
stakeholders including all 
business organisations.

• Develop targeted, tactical 
campaigns and partnerships to 
deliver short-term performance 
across specific audience groups 
and objectives.

• Ways to Return/Local and 
SWM/AFL campaigns to 
September 2025.

• ‘Unleashing Potential’ campaign 
launch 30 Sept 2025.

• Delivery of campaign leverage 
progressively implemented through 
FY26.

• Creative edits can be completed in 
full to enable a 30 Sept 2025 
market launch. 

Strategy 2 – Grow participation to drive container recovery

Brand Building – ‘Unleashing Potential’ brand platform
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Unleashing Potential brand platform
Architecture
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A circular outcome for containers, promoting positive financial, social and environmental impact. WARRRL VISION

THE PROVOCATIVE CITIZEN
Down to Earth | Passionate | Hard Working | Caring | Full of Character 

GREENER POTENTIAL
Give your 10¢ containers another life, 

saving them from landfill so they can be 
used again and again in the circular 

economy.

 Together, we’re creating a more 
sustainable, greener future for all.  

VALUE POTENTIAL
Each 10¢ container holds the potential to 

benefit you or someone else.

With more ways and places to return 
we’re striving to make it easier for you to 

unleash the potential in every 10¢ 
container.

SOCIAL IMPACT POTENITAL
When you return your 10¢ containers 

you’re creating positive change through 
contribution to community, employability 

and improved social outcomes.

Unleashing Potential

CREATIVE PLATFORM & VISUAL IDENTITY

BRAND POSITIONING
Unique place in the market and in 

the minds of consumers.

BRAND PILLARS
Key themes that evidence the 

positioning and guide 
the propositions you take to 

market.

BRAND PERSONALITY
Traits and characteristics that 

define how the brand behaves.

Embed behaviour science 
principles. 

Deliver brand growth strategy for 
in-home and out of home 

settings. 

Drive out of home participation in 
Containers for Change. 

Compelling consumer 
experience. 

Grow participation to drive container recovery. 
STRATEGIC 
GOALS AND 
INITIATIVES



CAMPAIGN 
PLATFORM

CAMPAIGN 
PROPOSITION

(WIP)

MARKETING 
OBJECTIVE

AUDIENCE

AUDIENCE 
CHALLENGE

BEHAVIOUR 
CHANGE 

PRINCIPLE

APPROACH

EXAMPLE TACTICS 
(media strategy to define)

To be defined.

Address any identified misunderstanding 
regarding opportunity or perceived effort.

Tailored messaging addressing individual 
barriers / misbeliefs.

CALD / KEY SEGMENTS
(Vietnamese, Chinese, Indian and Indigenous, or key 

behavioral segments TBD)

Lack of understanding of WA waste system. 
Varying barriers and misbeliefs. 

Tailored messages and hyper 
targeting (TBD).

Specific mediums to reach audiences: 
Airport placements, markets, event 

partnerships e.g Diwali, sculptures by the 
sea.

Every 10c container, everyday by 
every business.

Normalise businesses returning.

Increase participation of commercial, retail, 
hospitality, events, mining, public 

venues/spaces/locations, through sector 
specific interventions. 

Demonstrate business participating in 
the scheme and benefits.

Highlight C4C Collect service. 

Low awareness / not a business priority

Businesses and space owners

B2B channels: CBD billboards, DM to 
restaurants, cafes, spaces, HR. business 

toolkits.

Is your workplace unleashing the 
potential?

Targeting the small segment of active 
champions, with the intention of 

transforming them into advocates and 
activists who directly engage with 

commercial organisations to participate.

Empower activists in a workplace/business 
context to drive return behaviour out of 

home. 

Call to arms for consumers to 
encourage their workplace to 

participate.

Can’t perform desired behaviour out of 
home. 

Consumers in business context

B2B channels: office lifts, transport, CBD 
activation, POS partnership with CBD lunch 

bars/convenience stores.

Every 10c container has potential 
even when out and about.

More explicitly communicate strategic out-
of-home contexts.

Show OOH ways to return reiterate 
importance of every 10c container.

Can’t perform desired behaviour out of 
home. 

Younger adults (plus target segments as 
identified through segmentation)

Drive out of home participation. 

Notion of pay it forward. 
Specific mediums to reach audiences: 

universities, music festivals, activations. 

TARGETED, TACTICAL CAMPAIGNS

Every 10c container, every day, everywhere, by everyone. 
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Med Activities Timing Dependencies

Media plan to 
maximise reach to 
target audiences – 
B2C, C2B, B2B, and 
CALD

• 'Ways to return/know your local' 
and AFL media buying to 
September 2025.

• Audience priorities. Utlisation of 
audience segmentation work driven 
by BWA and Core Data – 
’Uninformed but Open’ – 35%.

• Media investment priorities.
• Media spend efficiency and 

effectiveness tracking. 

• Holding media for Ways to 
return/know your local July to 
September 2025.

• SWM/AFL TVC to September 
2025.

• Unleashing Potential 30 September 
2025 to June 2026.

• Creative edits can be completed in 
full to enable a 30 September 2025 
market launch. 

Strategy 2 – Grow participation to drive container recovery

Media plan for brand platform
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Our goal is to maintain awareness and salience through a broad mix of brand activity while maximising the effectiveness of our 
media investment by targeting the behaviours of our target audiences.

To reach and engage our different audience segments, the following will remain major considerations:
• Motivators

o Environmental, financial, community, and social.
• Barriers

o Lack of understanding, not motivated by financial incentives, time poor, or other life priorities.
• Contexts

o When an individual is in their home environment and outside of their home environment (this includes workplaces).

Tactical campaigns and partnerships will be planned to provide targeted opportunities for brand consideration for specific audience 
groups.

BOUGHT MEDIA CHANNELS
• TV (including SVOD and BVOD).
• Cinema.
• Digital display, audio, and video ads.
• Out-of-home, large-format (print and digital).
• Press (advertorial features and printed ads).
• Paid search.
• Paid social media (Meta).

AUDIENCE RESEARCH PARTNERS
• Behaviour Works Australia.
• CoreData.
• CultureVerse.
• Roy Morgan (via The Brand Agency).
• Group M (via The Brand Agency).

Media plan for brand platform
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FY25 campaigns and paid partnerships were built around business to business (B2B), business to consumer (B2C), and 
consumer to business (C2B) groups across metro and regional Western Australia (people aged 18 – 39 with a slight skew to 
males).

Broadly, this targeting will continue in FY26 but will be optimised with current media landscape and behavioural research.

To effectively buy media for our multiple audience groups, profiles specific to Western Australia are created that dictates their 
media habits/consumption and general attitudes. This has been developed by The Brand Agency via Roy Morgan surveys.
Utilising these personas, media can be purchased either focusing on platforms with shared commonalities or by singling out 
platforms/attitudes when a specific audience needs to be targeted.

MEDIA COMMONALITIES (EXAMPLE) ATTITUDES (EXAMPLE)

Media plan for brand platform - audience targeting
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Working in collaboration with CoreData, five audience segments have been defined based on individual's disposal methods of 
10¢ containers.

Media plan for brand platform - audience segmentation
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Over FY25, Containers for Change ran concurrent campaigns focused on CALD audiences: Indigenous, Chinese (Mandarin), and 
Vietnamese. This work was coordinated in collaboration with CultureVerse, The Brand Agency, Kimberley growth project and 
WARRRL's RAP Working Group.

These working relationships will continue over FY26 to develop meaningful and impactful campaigns (spanning bought, earned, and 
owned channels) for Western Australian Indigenous (always on marketing) and identified ESL communities (tactical campaigns focused 
on community festivals and the development of in-language resources).

SNAPSHOT OF WA ESL CULTURAL GROUPS (WARRRL VIA CULTUREVERSE)

Media plan for brand platform - CALD campaigns
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Med Activities Timing Dependencies

Grow container 
collections from 
channels where 
people gather in 
number.

• Pilbara mining focus to build on 
successful FY25 trial activities 
leveraging partnerships with 
Programmed, Compass and ISS. 
Mass deployment of proven 
solutions including retro fitting 
existing participating sites to 
maximise container recovery.

• HORECA focus for Growth RPO 
team.

• Major retail shopping centre 
interventions.

• RPO growth plans targeting 
locations centred on people 
gathering in number.

• Focus on regions who are 
underperforming on average 
volume growth rates.

• Regional roadhouse infrastructure 
deployment.

• Collateral deployment all 
channels.

• Ongoing through FY26. • Ongoing commitment from mining 
and facilities management 
companies. 

• Engagement with PTA and DBCA.
• Focused support from expanded 

marketing services team. 

Strategy 2 – Grow participation to drive container recovery

Strategic commercial engagement and partnerships
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WHERE TO PLAY Initiatives

Drive overall container collection volume within key channels & partners

2. Grow participation to drive container recovery 

• RPO, channel & customer container volume 
growth +10% vs F25.

• RPO, channel & customer container 
volume growth +10% vs F25

• RPO, channel & customer container 
volume growth +10% vs F25

• RPO, channel & customer container 
volume growth +10% vs F25

• RPO segmentation & channel analysis.
• Development Leads assigned by channel.
• Mining Lead channel growth plan.
• HORECA Lead channel growth plan.
• TBC Retail Lead channel growth plan.
• Industry partnership and engagement.

• Expansion of Sodexo trial to Rio Tinto 
sites.

• Pannawonica town and associated site 
C4C coverage.

• ISS Roy Hill mobilisation 2,500-person 
camp.

• Goldfields opportunities to be scoped 
and confirmed.

• Continued monitoring and intervention 
with current rial sites Eramurra and 
Golden Grove.

• Accommodation partnerships focusing 
on student & hotel chain opportunities.

• Continued activation with multi storey 
offices within the CBD.

• Trial MUD (Multi Unit Dwelling) 
solutions.

• Continued mobilisation of large 
restaurant, café and licensed venue 
collections.

• Pending resource allocation, significant 
channel opportunities.

• Shopping centre best practice bin 
infrastructure across major centre 
partners.

• Development of a petrol and 
convenience channel solution.

• Independent grocery engagement.
• Small format kiosk expansion channel 

opportunities.

• FY26 • Q1 to Q4 F26 • Q1 to Q4 F26 • Q2 F26 onwards resource dependent

Budget Elements • $120k Mining bin collateral • $84k Hospitality partner bin collateral • $102k Retail partner bin collateral

Total $304K $120K $84K $102K

Out of Home 
Commercial Settings Mining

G
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 &
 D
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op
m

en
t F

26
Strategic Pillar/s

Objective

Strategies

Measures

Platforms

Timing

Strategic commercial engagement and partnerships

Hospitality Retail

F26 Budget 
Breakdown
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Med Activities Timing Dependencies

Grow container 
collections by 
recovering 
containers post 
disposal to general 
waste.

• Partner with Instant Waste on 
container recovery from their C&I 
and C&D customer base with 
access only to general waste bins.

• Recovery of containers from low 
contamination general waste 
including public transport locations 
(train stations, busports, airports), 
DBCA locations (national parks and 
recreation reserves), service 
stations, Main Roads (roadside 
litter picking / roadside rest bays).

• Ongoing through FY26. • Effective partnerships with waste 
companies targeting Instant Waste, 
Cleanaway, Veolia, Ngala Aboriginal 
Corporation, and Avon Waste.

• Engagement with key government 
agencies including PTA, DBCA, MR, 
Perth Airport.

Strategy 2 – Grow participation to drive container recovery.

Post disposal intervention and recovery
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WHERE TO PLAY Initiatives

Drive overall container collection volume within key channels & partners

2. Grow participation to drive container recovery 3. Accelerate the transition to the circular container economy

• RPO, channel & customer container 
volume growth +10% vs F25

• RPO, channel & customer 
container volume growth +10% vs 
F25

• RPO, channel & customer 
container volume growth 
+10% vs F25

• RPO, channel & customer 
container volume growth 
+10% vs F25

• RPO, channel & customer 
container volume growth 
+10% vs F25

• RPO, channel & customer 
container volume growth +10% vs 
F25

• Intervention to recover containers 
where they may otherwise be lost 
to landfill.

• 5 key initiatives identified, noting 
others are under review.

• Specialist support and 
management via Waste & 
Recycling lead contract role.

• Main road general waste and 
litter areas across WA, 
including truck stops,  parking 
bays, roadside camping/rest 
areas within MRD remit.

• Significant opportunity for 
direct capture and public 
awareness.

• Liquid Paper Board is the 
scheme’s lowest % 
recovery by material type.

• MRF partnership to 
understand the LPB 
opportunity for further 
capture & recycling.

• On-shore processing 
opportunities.

• Instant Waste skip bin trial 
in place.

• Recovery potential of 500K 
containers per annum.

• This represents 1 operator 
so significant opportunity 
for expansion.

• Significant opportunity for 
building site recovery.

• Development & trial of 
roadhouse container 
collection infrastructure.

• Specific cage solution in 
development.

• Public awareness and 
ability to influence key 
groups (Grey Nomads).

• Great sustainability 
messaging along key routes 
to holiday & recreational 
locations.

• Product development of bespoke 
solutions to support Growth 
portfolio customer and channel 
needs.

• Further review & development of 
existing collateral.

• Online store support
• Specific stakeholder solutions 

e.g. PTA, DBCA, Waste to Energy

• FY26 • Q1 to Q4 FY26 • Q1 to Q4 FY26 • Q1 to Q4 FY26 • Q1 to Q4 FY26 • Q1 to Q4 FY26

Budget Element • $87k solution & partnership 
support (Gnalla)

• $20k project 
management • $24k collateral & training

• $40k bespoke 
infrastructure production 
& distribution

• $156k product development & 
production for scheme growth 
initiatives

TOTAL $327k $87k $20k $24k $40k $156k

Out of Home, post or 
at point of container 

disposal

Main Roads 
partnership

Regional 
roadhouse 
collection 

infrastructure

Product 
development
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Post general waste disposal interventions

Comingle recovery 
of LPB

Instant Waste bin 
trial expansion

F26 Budget 
Breakdown
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Post general waste disposal interventions – key projects
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Main Roads 
partnership

Regional 
roadhouse 
collection 

infrastructure

Product 
development

Comingle recovery 
of LPB

Instant waste bin 
trial expansion

$327K across all 
initiatives



Med Activities Timing Dependencies

Grow container 
collections by 
engaging at ‘grass 
roots’ level of the 
CCGS sectors in 
addition to peak 
body partnerships.

• Partner with larger community-
based groups in the field (move 
from peak only) to support 
separation at point of ‘end 
customer’ disposal and collection 
more widely across the community.

• Review and optimise existing 
CCGS targeted collateral.

• Defined target locations relating to 
drink consumption & # people 
gathering

• Core pillar of social media strategy.
• Establish C4C as ‘fundraising 

program of choice’.
• Enable donation participation in 

scheme at more touchpoints.
• Optimise use of digital consumer 

platforms for the community sector, 
especially Collect and Online Store. 

• Identify and enable 'on the ground’ 
C4C Champions.

• Use of PACE behaviour change 
tools to identify key audiences and 
their needs.

• Design approach to sectors by 
September 2025.

• Deploy through FY26 via RPO 
growth and development and 
social impact and community 
development teams.

• RPO service model and adoption of 
collection infrastructure protocols 
(branding, bin presentation).

• Support of LGAs to promote 
fundraising potential of C4C with local 
community groups.

• Collect available as the optimum ‘way 
of return’ for CCGS. 

Strategy 2 – Grow participation to drive container recovery

'Grass roots' community partnerships
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'Grass roots' community partnerships based on # of people gathering and 
consuming beverages

84

Our engagement to building long-term fundraising capacity:

Tried and tested – now it is time to level up!

CREATE POWERFUL 
PARTNERSHIPS & 
COLLABORATIONS 

TO REACH 
AUDIENCE

SUPPLY BEST 
PRACTICE 

RESOURCES & 
COLLECTION 

INFRASTRUCTURE

IMPROVE EASE OF 
ACCESS & 

PARTICIPATION WITH 
SHOP, COLLECT & 

NETWORK 
EXPANSION

ONGOING 
ENGAGEMENT 

TOUCH POINTS, 
FEEDBACK & 
EVALUATION

DEVELOP BEST 
PRACTICE 

RESOURCES & 
COLLECTION 

INFRASTRUCTURE

Strategy 2 – Grow participation to drive container recovery



Med Activities Timing Dependencies

Optimise consumer 
experience in 
seeking to engage 
with and participate 
in Containers for 
Change. Focus on 
ease and simplicity.

• Journey map existing digital 
consumer experience of C4C.

• Review app, website, Online 
Store, Member / customer portal 
including sign up experience to 
enable design features with high 
consumer impact.

• eDM strategy to incorporate 
improved customer and 
behavioural segmentation and to 
include a ‘call to action’ to 
increase engagement and 
conversion.

• Consumer App audit of 
functionality including Collect 
bookings.

• Online Store product range and 
pricing review.

• Design approach to sectors by 
February 2026.

• Technical development program 
September through May 2026.

• Deploy 1 July 2026.

• CES contract variation to enable 
C4C website and Member Portal 
relocation to WARRRL. 

• Program of work that will comprise 
discrete projects, all of which need 
to respond to optimising the end 
consumer experience.

• Timing phased and appropriate 
sequenced workplan. Some 
initiatives can progress 
independently.

Strategy 2 – Grow participation to drive container recovery

Elevating customer experience across digital platforms
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MED ACTIVITIES TIMING DEPENDENCIES

Identify and support 
the implementation 
of public policy 
initiatives that 
support CDS 
objectives.

• Public policy initiatives that secure commitment and pathways 
for enhanced participation by state government agencies. 

• Further investment in promoting adopting of WasteSorted 
messaging system by LG.

• Continue exploring available levers to work with local 
governments on practices such as LG deployment of CEPs 
on public facing general waste bins; container separation as a 
permit condition for events held in public places and the 
consideration of mandating container separation where they 
are presented in large volume.

• Re-establishment of collaborative working group comprising 
Minister’s office, WARRRL and DWER to co-develop 
proposals and implementation approaches.

• Development of practical implementation support initiatives 
from WARRRL across stakeholders.

• Development and implementation of a stakeholder 
engagement plan in partnership with relevant agencies to 
ensure alignment and reflect shared commitment. 

• Align DWER and 
Government by 
December 2025.

• Implement 
progressively through 
2026.

• DWER active support 
for agreed proposed 
policy enhancements.

• Government support 
for public policy 
enhancements.

Strategy 3 – Accelerate transition to circular container economy

Develop public policy proposals to support CDS objectives
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Strategy 3 – Accelerate transition to circular container economy

Develop public policy proposals to support CDS objectives
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MED ACTIVITIES TIMING DEPENDENCIES

Identify and propose 
enhancements to 
planning regulations 
to promote the 
adoption of CDS 
collection 
infrastructure.

• Target LGAs with higher proportion of MUD developments and 
engage key decision makers.

• Identify sustainability and waste management consultants to 
encourage their promotion of CDS integration for new 
developments.

• Identify and promote the incorporation of CDS in all local 
government planning schemes through amending the Deemed 
Provisions to facilitate that objective. 

• Adoption of the Position Statement on CDS Infrastructure, 
September 2000, by all LGAs.

• Promote amendments to LG local laws applying to public 
places, buildings and facilities that prevents eligible containers 
from entering general waste within those locations. 

• eDM architects encouraging inclusion of CEPs on development 
plans. 

• Engage and encourage entities like Talis who prepare waste 
management plans (that accompany DAs) to include CEPs and 
other container separation installations where appropriate. 

• Ongoing dialogue with 
WALGA and member 
Councils (CEOs, 
Mayors). 

• State Government 
support for the 
proposed 
amendment to the 
cited Regulation.

Strategy 3 – Accelerate transition to circular container economy

Planning law enhancements to support CDS objectives

88



MED ACTIVITIES TIMING DEPENDENCIES

Identify and 
implement process 
improvements to 
reduce the 
complexity of 
compliance with 
CDS for FRS

• Committees have been created 
with representations from other 
state schemes across the following 
4 workstreams:
o Commercial.
o Legal.
o Portal.
o Audit.

• Scheme CEO forum overseeing 
development of project and 
recommendations.

• Ongoing FY25-FY26 • Implementation action dependent on 
Board approval of proposals arising 
from the Coordinator sponsored 
workstreams.

• Where necessary, agreement with the 
State with respect to regulatory 
requirements.

Strategy 3 – Accelerate transition to circular container economy

Harmonisation of FRS process requirements
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MED ACTIVITIES TIMING DEPENDENCIES

Create a 
roadmap for 
CDS 
environmental 
sustainability

• Complete a sustainability materiality 
assessment.

• Establish a Statement of Intent with respect 
to WARRRL environmental and sustainability 
goals.

• Drive a circular container recycling outcome 
for aluminium.

• Complete implementation of Scheme scope 
expansion,  including:

o Cross functional project team to oversee and 
coordinate implementation.

o Secure offtake for incremental materials, 
prioritising a container-to-container recycling.

o Comprehensive stakeholder management 
plan including new FRS, other contract 
partners and the community of Western 
Australia.

o Project reporting to Board and DWER.

• Materiality assessment by 
December 2025

• Statement of Intent by March 
2026.

• Compaction plan by December 
2025 and phased roll out  based 
on highest order priorities from 
January 2026.

• Trial timing dependent on 
Government approvals and 
Remondis finalising their 
agreement with Woodside.

• Complete mobilisation of all 
requirements to enable effective 
and efficient commenced of 
CDS scope expansion on 1 July 
2026.

• Government approvals where 
appropriate.

• Supply chain solutions that 
are fit for purpose and which 
meet assurance and integrity 
requirements as they relate to 
on site compaction. 

• Glass processing capability on 
acceptable commercial terms.

• Regulatory framework 
updated to facilitate scope 
expansion (DWER).

• Allocation of necessary 
WARRRL people resources to 
enable cross functional project 
team. 

Strategy 3 – Accelerate transition to circular container economy

Environment and sustainability strategy
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Strategy 4 – Scheme Coordinator operational excellence

Values development

ACTIVITIES TIMING DEPENDENCIES

Review and embed WARRRL 
values to drive a positive 
culture.

• Conduct focus groups 
through the Charter Group to 
redefine current values.

• Q2, FY26. • P&C Committee review and 
Board approval.
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ACTIVITIES TIMING DEPENDENCIES

Create and embed a learning 
and development program to 
support staff retention and 
engagement and grow 
organisational capability.

• Conduct a learning needs 
assessment with C- Suite and 
"Heads of" function.

• Review position requirements and 
identify tailored and specific 
compliance/mandatory training.

• Move from team budget to a 
centralised training budget model 
for maximum impact.

• Conduct a robust review on 
current training resources, eg 
Linkedin Learning for maximum 
impact and benefit.

• This will be rolled out 
throughout FY26, as a 
phased process.

• C-Suite and function 
Heads availability.

• Process redesign relating 
to centralising the budget.

• Usage data and learner 
feedback.

Strategy 4 – Scheme Coordinator operational excellence

Learning and development program
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ACTIVITIES TIMING DEPENDENCIES

Create an Innovate RAP to 
support reconciliation with First 
Nations peoples in WA.

• Planning.
• RAP framework and capability 

assessment.
• Stakeholder and community 

engagement planning and 
implementation.

• Alignment with Aboriginal 
Engagement Strategy.

• Drafting RAP.
• Internal review and 

finalisation.
• Submission to Reconciliation 

Australia.
• Launch and promote.

• Ongoing through FY26. • Leadership commitment to 
continue the reconciliation 
journey. 

Strategy 4 – Scheme Coordinator operational excellence

Innovate RAP development and Aboriginal engagement strategy
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Phase Duration Key Activities Internal Engagement External Engagement

1. Planning & 
Reconfirmation

Months 1–2 
(May-June 2025)

• Collate and submit Reflect RAP deliverable completion evidence to Reconciliation Australia
• Register with Reconciliation Australia to begin next RAP (Innovate)
• Reconfirm leadership and Board support
• Review lessons from Reflect RAP
• Appoint RAP sponsor and RAP champion
• Create draft deliverables using internal 2024 RAP survey and function focus group session data
• Establish bimonthly development updates for the WARRRL Board of Directors
• Reach out to Reconciliation Australia and Reconciliation WA on Innovate expectations

• Executive leadership
• RAP Working Group 
• WARRRL Board of Directors

• Reconciliation Australia
• Reconciliation WA

2. RAP Framework & 
Capability 

Assessment

Months 2–3 
(July-Aug 2025)

• Review Innovate RAP template
• Conduct internal audits (policies, training, supplier data)
• Undertake Visioning Workshop with all key internal stakeholders

• Function lead
• Executive Leadership
• RAP Working Group 
• RAP Sponsor & Champion

• Prepare for external engagement in 
upcoming phases

• First Nations Consultant

3. Stakeholder & 
Community 

Engagement Planning

Months 3–4 
(Sep-Oct 2026)

• Identify key external stakeholders
• Develop culturally appropriate engagement protocols
• Inform WARRRL Board of Directors of planned community engagement approach
• Reach out to First Nations stakeholders for input on Innovate RAP 
• Undertake focus group sessions with Function Leads and Executive Leadership

• RAP Working Group
• WARRRL Board of Directors
• RAP Sponsor & Champion
• Executive Leadership 
• Function Leads

• Traditional Owners, local Elders, First 
Nations Suppliers

• Aboriginal-led RPOs

4. Deep Community & 
Stakeholder 
Engagement

Months 4–6 
(Nov-Dec 2025)

• Consult with Indigenous stakeholders on priorities and opportunities
• Co-design RAP initiatives with community input (Where possible)
• Share early insights and themes with WARRRL Board of Directors
• 1:1 meetings First Nation stakeholders
• Update Executive Leadership on input received

• Executive Leadership
• WARRRL Board of Directors
• RAP Working Group
• RAP Sponsor & Champion

• Traditional Owners, local Elders, First 
Nations Suppliers

• Aboriginal-led RPOs

5. Drafting the RAP Months 6–8 
(Jan-Feb 2026)

• Draft actions under four pillars (Relationships, Respect, Opportunities, Governance)
• Define deliverables and timelines
• Align actions with broader strategic plan (Where possible) 
• Present draft RAP to WARRRL Board of Directors for early feedback and support
• Validate proposed actions with community stakeholders
• Review of draft RAP by First Nations consultant
• Present draft RAP to Reconciliation Australia for early feedback

• Function Leads
• RAP Working Group
• Executive Leadership
• WARRRL Board of Directors
• RAP Sponsor & Champion

• First Nations Consultant
• Reconciliation Australia
• Reconciliation WA

6. Internal Review & 
Finalization

Months 8–9 
(March-April 2026)

• Collate and implement feedback from WARRRL Board of Directors and Reconciliation Australia
• Submit final draft for approval from Executive Leaders
• Submit final RAP to WARRRL Board of Directors for endorsement

• Executive Leadership
• WARRRL Board of Directors
• RAP Working Group
• RAP Sponsor & Champion

• n/a

7. Reconciliation 
Australia Submission 

& Launch Planning 

Months 9–10 
(May-June 2026)

• Submit final RAP version to Reconciliation Australia for endorsement
• Keep WARRRL Board of Directors informed of submission progress
• Plan internal and public launch

• WARRRL Board of Directors
• RAP Working Group
• RAP Sponsor & Champion

• Reconciliation Australia
• First Nations stakeholders

9. Launch & 
Promotion

Month 12 
(July 2026)

• Launch event (internal and public)
• Share RAP on website and socials 
• Public statement of commitment
• Embed actions into functions through implementation plans

• All staff
• Executive Leadership 
• WARRRL Board of Directors
• RAP Working Group
• RAP Sponsor & Champion

• Reconciliation WA
• Traditional Owners, local Elders, First 

Nations Suppliers
• Aboriginal-led RPOs
• First Nations Consultant

Strategy 4 – Scheme Coordinator operational excellence
Innovate RAP development and Aboriginal engagement strategy



Innovate RAP development and Aboriginal engagement strategy
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• AEP awareness & participation was low.

• Significant confusion & overlap w/ RAP.          

• RAP = Organisational actions that advance 
reconciliation. 

• AEP = WARRRL as Coordinator & Scheme 
delivery focused.

• Improved integration of AEP & RAP is 
necessary.                                            

• Long-term vision should be identified.   

• Need to establish effective reporting and 
governance. 

Review findings that informed the AES review project

RAP AEP

Deliverable from the AEP.
Guided by Reconciliation 
Australia & reconciliation 
objectives

Scheme focused and 
guided by Scheme 

coordinator role

Delivered Delivered
Unaccounted 

for



Innovate RAP development and Aboriginal engagement strategy

RAP assists in delivering the Aboriginal Engagement Strategy
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AES Pillars RAP Pillars & Framework

AES deliverables not covered by RAP are achieved through other functional and strategic initiatives.



ACTIVITIES TIMING DEPENDENCIES

Complete Cybersecurity 
framework to protect WARRRL’s 
operational integrity and 
compliance obligations.

• Continue delivery of 3-year 
Cybersecurity roadmap.

• Implementation of security 
monitoring software aligned to 
ISO 27001 standards.

• Work on the current 
Cybersecurity roadmap will 
continue across the next 3 
years on a risk-based 
approach.

• The Cybersecurity roadmap 
will be reviewed annually to 
ensure it remains current and 
addresses emerging risks.

• N/a.

Strategy 4 – scheme coordinator operational excellence

Deliver cybersecurity framework
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Key goals and success 
measures
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Goals and success measures

• Container recovery rate.
• Monthly tracking versus 51m incremental volume budget.
• Out of home lag and lead indicator tracking.
• Brand platform, Scheme and consumer engagement measures.
• CCGS activation and participation level –growth stronger than Scheme average.
• Number of RPOs in growth versus prior year.
• Volume growth by region versus prior year.
• Number of refund points.
• Volume growth from targeted ‘ways of returning’.
• Welfare health and safety.
• Employee and stakeholder NPS.
• Social impact framework measures.
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Budget
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Scheme budget – BAU and discretionary

101



Budget - discretionary spend
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A total of $9.371m has been included in the WARRRL entity budget for discretionary spend across the 4 strategic pillars.  Where the budget is 0 the effort to 
complete the tasks associated with that initiative is predominately manpower and covered in the 66.5 FTE as part of the organisational restructure. 

Increase in targeted spending in the Growth, Community Development and LGA areas for FY26 aimed at:

 LGA and product development: 
 Diversion infrastructure for state parks such as in camping grounds.
 Lidded baskets for major highways.
 Exploring or supporting recovery initiatives across Perth Transport, Instant Waste and waste to energy.
 Supporting LPB recycling trial in local market.

 Growth & Development - collateral support for growth channels as per strategic plan:
 Mining expansion in line with dedicated Mining role.
 Hospitality channel expansion in line with dedicated HORECA role.
 Retail channel expansion.

 Community Development & Social Impact:
 Kimberley growth plan.
 Social impact framework.
 Disability access. 
 Expansion of fundraising promotion and collection infrastructure supply targeting sporting associations and sponsorships such as Purple Hands.

Additional capital budget of $1m has been allocated in the scheme budget to invest in 25 small format RVMs subject to the success of the current trial.



Volume growth
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Ways to return cost modeling
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FY25 Forecast

Way of return - Base before growth
FY25 Units 

m's 
Operational 
Subsidy**

Collect 
Incentive

RPO 
Handling Fee BSF

Transport to 
Processor

Total CPU to 
processor

Incremental 
cost cents 

per container
Total cost 

($000)
Incremental 
cost v depot Comment

Base volume customer to depot 827.5 7.6                   1.0 8.6 64,638 Average of glass and non-glass metro

Self Self Koisks (TOMRA)
also incurs a fixed charged budgeted at 
$348k for FY26

30.8 6.8                   3.0           3.5 13.3 4.7 4,096 55%
Location supporting ease and convenience. Solution 
does not provide for separation lighweight material by 
fraction. Option to retro fit compaction to reduce cost

Collect 18.2 2.0               7.6                   1.0 10.6 2 2,580 23% Provides ease and convenience for time poor consumers

Drop and Go 19.5 0.5 7.6                   1.0 9.1 0.5 2,321 6%
Provides ease and convenience for time poor consumers 

. 
Total 896.0

FY26 Budget

Way of return - 51m incremental 
containers

Incremental 
units 

millions
Operations 
subsidy **

Collect 
Incentive

RPO Handing 
Fee BSF

Transport to 
Processor

Total CPU to 
processor

Incremental 
cost cents 

per container
Incremental 
cost $'000's

Incremental 
cost v depot Comment

Customer to depot 33.5 7.6 1.0 8.6 2,881 Average of glass and non-glass metro

Self Self Koisks (TOMRA)
also incurs a fixed charged budgeted at 
$348k for FY26

5.5 6.8 3.0 3.5 13.3 4.7 259 55%

Collect 5.5 1.0               7.6 1.0 9.6 1.0 55 12%

Drop and Go 6.5 0.5 7.6 1.0 9.1 0.5 31 6%

Total 51.0 3,226
**Excludes outer regional transport subsidies $870k (eg Panawonica) plus Derby $250k 89% Incremental cost of base as a proportion of total costs
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Ways to return cost modeling

Trial / proof of concept

Incremental 
units 

millions
Operations 

subsidy 
Collect 

Incentive
RPO Handing 

Fee BSF
Transport to 
Processor

Total CPU to 
processor

Incremental 
cost cents 

per container
Incremental 
cost $'000's

Incremental 
cost v depot Comment

Small format SA SS Kiosks (25) 1 22.5              7.6 1.0 31.1 22.5 225 262%
Trial in progress. Target is high priority locations in retail 

precincts where no other refund point type is viable

Potential end state model

Small format SA SS Kiosks (25) 12.5 8.9                4.0 1.0 13.9 5.3 665 62%
Trial in progress. Target is high priority locations in retail 

precincts where no other refund point type is viable

Leasing costs, including cleaning plus operations subsidy estimate.  Currently based on $740k est for 4m containers. 5.9c for lease plus 3c estimate for collection from site.
Note that all associated costs including handling fee are to be negotiated and part of EOI and operational subsidy amortised over minimum viable quanity for investment (500k units)

Operations subsidy for shopping centre based SS kiosks based on: 1. estimated payment to RPO of 4 cpu to undertake collection and 18.5 cents on 4m containers pa based on 
estimated 'hosting' costs of 29,000 per annum per location covering: leasing, cleaning, power, transferring containers from machine to storage area from which RPO will collect



The overall campaign advertising investment for FY26 is $4.2m. This budget will be used to cover all advertising across all 
Containers for Change campaigns.

When building the FY26 advertising budget, three main factors were taken into consideration:

Future media landscape:
• We needed to assess how our audiences would be accessing and using media platforms.

For example, some areas that would have specific financial impact:
o The ongoing diversification and fragmentation of digital media, specifically social media. With this diversification and 

fragmentation comes the budgeting requirement to ensure we are activating in the spaces that matter; we need to be 
present in more areas.

o Agentic AI is expected to have a profound impact on search advertising, as consumers are likely to rely more on AI 
agents and less on traditional search engines or directly visiting websites. Brands that proactively adapt their strategies 
and optimise content for both people and AI agents will set themselves up for greater success across digital advertising.

WARRRL Business objectives and industry changes:
• This included elements such as:

o The launch of the new brand platform, ensuring we launch with optimal Reach & Frequency (R&F).
o The expected network expansion, which will require media support.
o The potential media and communications impact of Waste to Energy.

The economy:
• Inflation is another key item we needed to address. To just maintain the same level of media presence Year-on-Year (YoY), we 

needed to factor in the increased costs to buy and run media activity due to inflation.

Media investment
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Below is a breakdown of the FY25 approved and contingency figures along with YoY inflation provides the FY26 budget for 
maintaining. The suggested optimised budget adjusts investments across channels.

Media investment
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Workings (shown on the previous slide) determined that $4.65m would be the optimal campaign advertising budget to adequately 
support the launch of the new brand platform and maintain the strong R&F and brand salience across our audiences, the current 
2025 – 26 budget (pending board approval) sits at $4,218,253.

While the budget reduction will be dispersed appropriately across media activity, $4.2m is not only lower on face-value than the 
$4.45m budget for FY25 but it is additionally a YoY decrease due to inflation.

Please note: FY26 final forecasting figures will be completed upon the confirmation of the bought media strategy, which is pending Board 
approval of the budget and brand platform. However, the splits shown here are a confident estimation as we continue to focus on the media 
habits, attitudes, and usage of key audiences. 

Marketing investment
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Due to the multi-faceted nature of campaigns (executed across bought, owned, and earned), reporting is conducted monthly using 
the following systems:

• Paid media activity is reported and analysed via our bought media dashboard.
• Containers for Change website activity is reported and analysed via Google Analytics. 
• Containers for Change app downloads and activity are reported and analysed via the App Store Connect and Google Play 

Console.
• Organic social media activity is reported and analysed via Meta Business Suite, Snapchat Business Manager, TikTok 

Business Suite.
• Containers for Change marketing emails are sent via Mailchimp and analysed by its in-built reporting features.
• Earned media monitoring is provided through Streem. Monitoring covers print, digital, social, TV, radio, and magazine, as well 

as paywalled content from Australian sources.

All reporting is collated via a Strategic Communications reporting spreadsheet with the entire function meeting monthly for group 
analysis.

In addition to the above, half-yearly brand health research is completed by CoreData. Topline insights from the latest brand health 
research:
• Awareness and usage of Containers for Change:

o Awareness remains steady at 88% in Perth Metro and 91% in Regional WA.
o Usage remains consistent at 84% for Perth Metro and 90% for Regional WA.
o Awareness of all refund point types has increased, notably Self-serve Kiosks and Drop & Go.

• Motivations to use Containers for Change:
o Financial reward (66%) and environmental impact (45%).

• Trust in recycling has returned to previous levels after a slight decline. 
• Future intentions to use Containers for Change:

o 91% of respondents intend to use Containers for Change in the future.

Media spend reporting
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APPENDIX 1
FY25 operations plan
FY25 operations plan status
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Operations plan
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Strategy 1 | An optimised and resilient CDS network
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Strategy 2 | Grow participation to drive container recovery



Strategy 3 | Accelerate the transition to circular 
container economy
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Strategy 4 | Scheme coordinator operational excellence
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Operations plan review
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FY25 project 
number

FY25 implementation plan initiatives Portfolio High level comment  / status

1.a.a Review of access and convenience across the network Growth

Final report on original scope received from ACIL Allen. Additional scope 
under review, but would be fully completed by 30 June 2025. The report has 
identified particular geographicc areas in Perth Peel where container 
recovery is under indexed. This information will be utilised by the Growth and 
Development team to prioritise opportunities.

1.a.b Kiosk expansion trial project Growth

WARRRL is working with leading global suppliers of RVM equipment (TOMRA, 
RVM Systems, and Redeposit) to trial solutions across various high traffic 
locations within target (ACIL Allen) geographies. Four machines will be 
installed by 30 June.

1.a.b Kiosk expansion project Growth

Assuming a successful trial, we aniticpate a broader deployment from H2 
F26. Considering Kiosk procurement, Host engagement and other elements 
we know already to be hugely time intensitve, the internal management & 
resourcing of this project will be critical. Dependent on the agreed level of 
internla vs external outsourcing we will require significant focus to execute in 
a timely fashion. This will all be captured as part of final board 
recommendations.

1.a.c RP Customer experience standard based BeSci Operations

This project will be initiated in Q4 FY25 and include use of Behaviour Change 
Framework. Anticipated that improvement initiatives will improve the 
efficiency and effectiveness of the depot network by enhancing the customer 
use experience.

1.a.d Scheme participant contract extension Operations
All contract extension decisions made and implemented. Improvement plans 
that have been created from the review process will be utilised by the network 
delivery team to drive operational improvements across the network. 

Strategic initiatives – FY25 status assessment
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FY25 project 
number

FY25 implementation plan initiatives Portfolio High level comment  / status

1.b.a Assurance and Integrity resources Operations
All recruitment to support the resourcing decisions included in the approved 
organisation design will be in place by 30 June 2025.

1.b.b Audit sampling methodology Operations
This initiative is dependent on new resources. Commencement of the work 
will commence in Q4 FY25 and work plan incorporated in the A&I functional 
plan for FY26.

1.b.c Safety and compliance program across network Operations
This initiative is dependent on new resources. Commencement of the work 
will commence in Q4 FY25 and work plan incorporated in the A&I functional 
plan for FY26.

1.b.d Fraud prevention and detection roadmap Operations
This initiative commenced in January 2025 and will be migrated to the A&I 
functional plan in FY26.

1.c.a Social impact and evaluation framework Growth
The social impact framework will be approved by the WARRRL Board in June 
2025. Implementation of the framework including evaluation will be an 
initiative in the FY26 plan.

2.a.a Behaviour Science framework Growth
Framework and tools for WARRRL delivered and trained across business by 
30 March 2025. 

2.a.b Behaviour Science Communication Guide Growth
Communications guide for use by Strategic Communications team to be 
completed by 30 June 2025.

2.a.c BeSci In Home Missed Capture Growth
Research completed in 2024. Shared topline results with extended leadership 
and DWER. Should  form part of strategy implentation planning for FY26.

Strategic initiatives – FY25 status assessment
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FY25 project 
number

FY25 implementation plan initiatives Portfolio High level comment  / status

2.b.b Brand Growth - brand creative evolution Growth
New brand platform, 'Unleashing Potential', developed through FY25 and will be 
launched to market by 30 September 2025.

2.b.c Media strategy Growth
Media strategy was developed for the full year and we have had consistent in 
market presence across B2B, B2C, C2B and CALD audiences (multicultural and 
Aboriginal).

2.c.a Growth and development function development Growth
All recruitment for the new growth and development team will be completed by 30 
June 2025. 

2.c.b Mining and retail sector interventions Growth
Model container recovery installations will be delivered to Pilbara mining camps / 
sites including Erramurra, Golden Grove, Pannawonica; Universities; CBD profile 
locations; Shopping Centres; Accommodation venues.

2.c.c BSF scheme agreement review Operations This project was paused and will not be progressed. 

2.d.a&b
Member experience value proposition and portal 
management and C4C website transition

Business
Only preliminary assessment work has been completed on this project. It has been 
delayed due to extended contract negotiations with CES that are a dependency. This 
will be a key initiative in FY26, with expanded scope. 

3.a.a Government administrative policy interventions Growth
Proposals developed and presented to Minister and DWER. Working group formed. 
Discussions to be now progressed with Minister Swinbourn and his team.

Strategic initiatives – FY25 status assessment



FY25 project 
number

FY25 implementation plan initiatives Portfolio High level comment  / status

3.a.b LGA planning support for D&G and self serve kiosk CEO
Some initial discussions with Rowe Group on strategy to drive planning 
policy. Further opportunity exists to encourage local government to adopted 
the Position Statement on CDS Infrastructure.

3.b.a & c Scheme expansion Business
Government have announced wine and spirit bottles to be included but no 
commitment on timing. WARRRL has completed impact assessment of the 
proposed scope increase.

3.b.b National harmonisation participation Business
Ongoing engagement with state coordinators and DWER representatives. Four 
workstreams have been initiated with the intention of simplifying and 
standardising the requirements relating to FRS participation in CDS.

3.c.a Environmental sustainability strategy Growth
Whilst no formal work has progressed in developing Policy, PET material was 
tendered with commitments from recyclers to ensure bottle to bottle 
recycling. Further development work in this space is a priority for FY26.

4.a.a Performance management system review CEO
Initial enhancements have been implemented with further review planned for 
FY26.

4.a.b Culture and values project CEO
Values project initiated. Further definition of program and integration with 
performance management system will be completed in FY26.

4.a.c Organisation design review CEO
A complete organisation design review was completed and 
recommendations implemented.

Strategic initiatives – FY25 status assessment
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FY25 project 
number

FY25 implementation plan initiatives Portfolio High level comment  / status

4.a.d Learning and Development program CEO This initiative is deferred to FY26.

4.a.e RAP implementation Growth All Reflect RAP deliverables will be completed by 30 June 2025.

4.b.a Assurance Framework Operations Commenced Feb 2025 and will be completed in FY26.

4.b.b Cyber security framework Business
Cybersecurity Framework approved by the Board in FY25 and implementation is 
underway. This will continue as an initiative in FY26.

4.b.c (part) Risk framework Operations
WARRRL Board approved an enhanced Risk Management Framework and this is 
now being implemented across the organisation. 

4.b.c (part) CDS innovation Business
Various innovation initiatives have progressed in the year including focus on 
voucher options at RVMs, AI integration within WARRRL, SPP enhancement for 
Network Delivery, Collect route scheduling.

4.b.c (part) Project and Change framework Business
Project and Change Management frameworks have been adopted into the WARRRL 
operating environment. The next step is to integrate the Behaviour Science 
Framework.

FY24 carry over TOMRA kiosks installation Growth 20 kiosks to be operational by 31 May 2025.

FY24 carry over Drop and Go installations Growth All bag drops to be converted to Drop and Go completed.

Strategic initiatives – FY25 status assessment
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