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It’s not all wrapped up. 

  
Particularly so, with one-use plastic 

bags. 

  

It’s difficult to comprehend accept or 

rationalise the flip-flop decisions of 
the supermarkets, - above all others 

Coles, on the replacement policies of 

so-called one-use plastic bags. 

 
Consumers are confused and 

bewildered. A coterie of marginal, 

but stridently vocal environmental 

activists have become 

emboldened. It seems, that if one 

agitates sufficiently and 

aggressively, corporate Australia 

will yield. 

  

With corporate idealism, no one 

will be happy, or be a winner in 

this imbroglio involving the fluid 

state of one-use plastic bags 

policies. 

  

MY, HOW THE MIGHTY 

FALL 

Just two decades ago, Wesfarmers 

and GE (General Electric) were 

held up on pedestals as 

consistently successful corporate 

icons, disproving the contention 

that corporate conglomerates 

were redundant. 

  

Since that time Jack Welch has 

moved on from GE and in recent 

years the corporation has needed 

to sell-off companies, products, 

brands, IP (intellectual property) 

and geographic-specific networks 

to survive. 

 

 

Its share price, and thus value, has 

contracted by over 90%. 

 

That is a long way from its genesis 

with Thomas Edison, the 

incandescent light, and 

entrepreneurism. 

  

Wesfarmers, the past beacon on 

the Australian corporate hill, 

seems to have lost a lot of its 

sheen and brightness in recent 

times. 

  

The costs incurred with the 

ventures (or misadventures) of 

Bunnings UK, Target, coal mining 

and now plastic bags, will be 

carried forward well into the 

future. 

  

Consumers, like investors, 

appreciate and reward 

consistency, transparency and 

continuity. 

  

Short-term, oscillating and, often, 

contradictory policies and 

practices are frowned upon, and 

elicit emotive personal reactions, 

which have been imposed upon 

countless front-line service 

providers, throughout the Coles 

supermarket network as a 

consequence of the stop-start 

decisions about one-use plastic 

bags and their replacements. 

  

UNBELIEVABLE  

Utterances that contend “putting 

the customer first is part of the 

corporate DNA” are often, at best, 

questioned or summarily 

discussed. For the deeply 

inquisitive and scientific, better 

understanding may be achieved 

from the fact that medical 

practitioners will readily 

acknowledge mutated DNA is not 

rare. 

 

In the seemingly parallel universe 

of the Australian parliamentary 

Senate, many elected members on 

the cross-benches are held in 

contempt, because of a lack of 

consistency and focus on voters. 

Populism, opportunism and 

political adventurism cast a poor 

light on the science, or art of 

Australian politics. 

 

Grid-lock is common in the 

legislative schedule.  It is 

expensive, with substantial long-

term and short-term 

consequences. 

  

NO ONE WINS  

The words and sentiments of the 

Hot Chocolate 1970’s hit 

“Everyone’s A Winner” sound 

hollow in the one-use plastic bag 

scenario. 

  

Voluntarily withdrawing them 

from two large-population states, 

that did not have enabling 

legislation, appears - in hindsight – 

ill-advised. 

  

 
 

 

Barry Urquhart  

Going to hell – In a one-use 

plastic bag:   
More wisdom from down under    
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“Plastic Bag Rage” became an all-

day, everyday reality for many 

front-line retail staff members, 

who found it difficult to 

understand and articulate the 

policy, and its underlying rationale. 

  

Surrendering the need for 

consumers to pay 15 cents for a 

heavier duty, multi-use plastic bag 

– by providing them free-of-

charge – riled environmentalists, 

particularly Greenpeace 

spokespersons.  

 

The alternatives had more plastic 

content, heavier duty form and 

accordingly, degraded slower than 

what it had replaced. 

  

And what about health and 

hygiene?  Multiple-use of plastic 

carry bags for conveying food, 

especially fresh merchandise, is 

potentially and ultimately 

unhealthy and un-hygienic. 

  

No measures appeared to be in 

place to protect and enforce the 

well-being of the unthinking, naive 

and unknowing consumers. 

 

WHAT ADVANTAGE 

Significantly, extensive and 

intensive attitudinal research 

quickly established that no one 

business would be greatly or 

sustainably advantaged or 

disadvantaged with plastic bag 

policies. 

  

Consumer emotions would be 

and were being piqued in-store. 

However, there was little 

evidence of mass changes of 

loyalty and store visits because of 

unavailability of “one-use plastic 

bags” or the need to pay 15 cents 

for each of their replacements. 

  

So, who is the winner and why 

was this issue brought on the 

agenda? 

  

DO THE RIGHT THING 

Having, exhibiting and being 

driven by the desire to “do the 

right thing” are laudable. 

 

 

 

 

 

 

 

The sentiments resonate in the 

corridors of power, read well in 

corporate literature and look 

good on plaques on head office 

walls. 

  

Care needs to be given to who 

decides, determines and 

implements those values. It is not 

for businesses to arbitrarily 

impose their values on the 

marketplace. That seems 

inconsistent with the ideals of 

customer-first. And, when 

corporate leaders prevaricate on 

what is the right thing, consumers, 

customers, clients and the public 

at large become confused. 

  

They look for evidence and 

verification of leadership. 

Expressions evolve, many of which 

reflect poorly on senior 

management, and the Board of 

Directors, rather than on the 

brand, the products and front-line 

service providers. 

  

The plastic bag debacle was 

responsible for many memorable 

quotes, including: 

• Management is “a confused 

circus" 

• Mockery 

• Betrayal 

• Corporate cowardice 

• Slapstick gymnastics  

 

Brand authenticity is questioned.  

It is a difficult, complex, involved 

and long path to recover from 

such perceptions, sentiments and 

expressions. 

  

Audie Murphy was a World War 

II American military hero, 

reportedly, the most decorated 

soldier of his time. 

  

The title of his auto-biographical 

movie was “To Hell and Back”. 

  

Retrieving the journey to hell in a 

one-use plastic bag seems to be 

long and complex. 

 

© Copyright, Barry Urquhart 
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Important Notice 
© Copyright 2018, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited (“the 

publisher”). It is protected by copyright 

law and reproduction in whole or in 

part without the publisher’s written 

permission is strictly prohibited. The 

publisher may be contacted at 

info@bizezia.com (+44 (0)1444 

884220). (Some images in this article are 

taken from Creative Commons – such 

images may be subject to copyright. 

Creative Commons is a non-profit 

organisation that enables the sharing and 

use of creativity and knowledge through 

free legal tools). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss 

howsoever occurring as a consequence 

of any action which you take, or action 

which you choose not to take, as a 

result of this article or any view 

expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct 

at the time of publication, it is not a 

substitute for obtaining specific 

professional advice and no 

representation or warranty, expressed 

or implied, is made as to its accuracy or 

completeness. Any hyperlinks in the 

article were correct at the time this 

article was published but may have 

changed since then. Likewise, later 

technology may supersede any which 

are specified in the article. 

  

The information is relevant primarily 

within the United Kingdom but may 

have application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in 

accordance with English Law. 
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