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It is not only about
emissions and
environmental
pollution

• Health hazard for 
humans and animals 

De Wit, W., & Bigaud, N. (2019). No plastic in nature: assessing plastic ingestion from 

nature to people.
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75% is PE



How do food companies see consumers regarding sustainable 
packaging

4

- qualitative interviews with 19 packaging professionals from food companies in 
Germany, Austria, Spain, and Portugal



How do food companies see consumers regarding sustainable 
packaging
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• ½ of the interviewees think that sustainability in packaging does not matter to 
consumers.

• belief that consumers pay more attention to attributes related to raw materials, 
i.e. the beginning of the packaging life cycle, preferring paper and rejecting 
plastics.

• scant awareness of consumer research which shows that bio-based materials, 
biodegradability and recycled materials matter to consumers.



How do food companies see consumers regarding sustainable 
packaging?
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Frequently criticized consumers, presenting narratives of disempowerment whereby responsibility for 
sustainable packaging is not on food producers’ side.
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Majority was negative or neutral on the importance 
of sustainable packaging for consumers

Product attributes are more important than eco-friendly packaging ( Ketelsen et 
al., 2020), but the results on WTP for sustainable packaging show that it must 
have importance for consumers (Prakash and Pathak, 2017; Hao et al., 2019; 
Ketelsen et al., 2020)

Consumers knowledge on sustainable packaging is low, 
particularly on the relative environmental friendliness of 
packaging materials, on recycling and waste separation.

Knowledge on eco-friendly packaging is limited (Hao et al., 2019)
Bio-based = not well understood / confounded with biodegradable (Sijtsema et 
al., 2016) 
Biodegradable is also often misunderstood (Allison et al., 2021) 
Lack of knowledge on recycling procedures (Norton et al., 2022) / the relative 
environmental friendliness of different packaging materials (Norton et al., 2022; 
Steenis et al. 2017)

Consumers’ attitude-behavior-gap with regard to
sustainable packaging // not buying eco-friendly 
packaging

Consumers practice wrong waste separation • Consumers are uncertain how to sort various types of food packaging (Nemat 
et al., 2020) which inevitably leads to wrong sorting (Mielinger and Weinrich, 
2024)

The attitude-behavior-gap has been pointed out frequently by past studies for 
sustainable products (Munro et al., 2023; Dieli et al., 2024) => limited amount of
field studies
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Very few attributes pertaining to packaging material 
dominates consumer sustainability evaluation of 
packaging

Consumers consider a much wider set of attributes than suggested by the 
interviewees: 
• Reused (Herbes et al., 2018) 
• Made from recycled material (Jerzyk, 2016; Herbes et al., 2018) 
• Made from renewable material (Herbes et al., 2018; Norton et al., 2022) 
• Reusable (Scott and Vigar-Ellis, 2014; Herbes et al., 2018; Nguyen et al., 2020) 
• Biodegradable (Scott and Vigar-Ellis, 2014; Jerzyk, 2016; Nguyen et al., 2020) 
• Non-toxic / safe for human health (Jerzyk, 2016; Nguyen et al., 2020) 
• Non-harmful (Scott and Vigar-Ellis, 2014) 
• Eco-friendly production (Scott and Vigar-Ellis, 2014; Nguyen et al., 2020; Norton 
et al., 2022) 
• Production using renewable energy (Jerzyk, 2016) 
• Local production (Herbes et al., 2018) 
• Fair production (Herbes et al., 2018) 
• Shelf life (Norton et al., 2022) 
• Lightweight and space-saving (transport and use) (Herbes et al., 2018)

Consumers see paper as sustainable This perception is supported by past studies (Lindh et al., 2016; Nguyen et al., 
2020)

Consumers see plastic as not sustainable

This perception is supported by past studies (Scott and Vigar-Ellis, 2014; Lindh et 
al., 2016; Herbes et al., 2018)

This perception is supported by past studies (Lindh et al., 2016) 

This perception is supported by past studies (Scott and Vigar-Ellis, 2014; Lindh et 
al., 2016; Herbes et al., 2018) 

Consumers see no / less packaging as an important 
attribute 

Consumers see recyclability as an important attribute 
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A call to work iteratively with a positive mindset keeping an eye on what needs to be achieved. 



Reusable packaging vs. Single-use packaging
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• Benefits: Environmental benefits, Anticipated
conscience, and Enjoyment

• Risks: Complexity (Refill & Return) and Contamination
risk (Refill). But both are at a low level.

• Consumers have high intention to purchase reusable
packaging

Miao, Magnier and Mugge (2021)

7-point Likert scales
Means are displayed, SD deviations into brackets 



Reusable packaging vs. Single-use packaging
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• Enhances the perceived healthiness and quality
of the product.

• Is perceived as more eco-friendly
• Increases contamination perception, but still

remains a very low level
• Is highly recommended

Single-use Reusable

Magnier & Gil-Pérez (2021)

Magnier & Gil-Pérez (2023)



Behaviours dependent on environmental concern 



Perceived contamination depends on disgust sensitivity



Reusable packaging: Neat vs. Dented
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• Positive evaluations tend to decrease when 
reusable packaging is damaged

• Dented packaging triggers safety concerns
• Packaging attractiveness largely decreases when 

reusable packaging is damaged

Neat Dented

Magnier & Gil-Pérez (2021)

Magnier & Gil-Pérez (2023)



dents

scratches



Reusable packaging systems: General responses

16Miao, Magnier and Mugge (2023)



Reusable packaging systems: Enablers and Barriers
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ENABLERS
• Economic incentives are expected 
• Hygienic standard is trustworthy
• Environmental values are recognized
• Familiarity with reuse practice

BARRIERS
• The price is perceived higher
• Contamination concerns emerge in different stages
• Environmental impact is vague
• Complexity of using a new system

Miao, Magnier and Mugge (2023)



Reusable packaging systems
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• Consumers do not seem to be fully aware that the number of use 
cycles is the most crucial point for reusable packaging to reach 
sustainability “Break-even point”

Miao, Magnier and Mugge (2023)
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How do you feel when you need to reuse this rice packaging for 5 times / 45 times?

Reusable packaging: Break-even points (e-BEPs)



Reusable packaging: Break-even points (e-BEPs)
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• Prior experience of reuse influences consumers’ perceptions of e-BEPs.
• Experienced consumers exhibited increased green scepticism and reduced 

perceived consumer effectiveness in response to high (vs. low) e-BEPs.



Research on concentrates for liquids
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Rather scarce at the moment

What would you like to see in research on this topic?



22

Thank you!
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