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Disclaimer

Het KIDV heeft aan het opstellen van dit document de grootst mogelijke zorg
besteed. Mocht het document desondanks een fout of onvolledigheid bevatten,
dan worden wij hierop graag geattendeerd. Het KIDV aanvaardt geen
aansprakelijkheid voor enigerlei schade die voortvloeit uit of in enig opzicht
verband houdt met het gebruik van dit document. Ook is het KIDV niet

verantwoordelijk voor claims die worden gemaakt naar aanleiding van dit

document.

Niets uit deze uitgave mag worden verveelvoudigd, door middel van druk,
fotokopieén, geautomatiseerde gegevensbestanden of op welke andere wijze

ook zonder voorafgaande schriftelijke toestemming van het KIDV.
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Learning Community in Sustainable Packaging

FOCUS

The Packalicious Pioneers apply
knowledge within the product-packaging
[ chain in a creative & experimental way,
EDUCATION | i ' | y > with intrinsically sustainable packaging
innovations as their goal.

RESEARCH

NETWORK

REFUSE

REDUCE

PLATFORM

TRANSDISCIPLINARY

SYNERGY SESSIONS

CHAIN TRANSFORMATION
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Sustainable development

Innovation track 2:

Circularity

Boosts efficiency of
our production-
consumption systems

Innovation track 1: by introducing multi-

Recycling circular processes and
T logistics

Closes the main linear
process for reasons of
eco-efficiency

(‘\OQ pOCkOUCiOUS Present Short term (5 years) Medium term (10 years)

Intrinsically sustainable packaging

Innovation track 3:

Intrinsic sustainability

Annihilates contaminating
effects of thermodynamic
leakage by developing and
introducing biosphere-
compatible material flows in
our societal support systems

Time

Long term



Future scenarios

Intrinsically sustainable

Goal seeking then realizing :

——— Vision of
=

What can j/ what you
want
you do today ==t J y
to achieve \_/
this vision?

Development of entirely new
product and consumption systems

PACKALICIOUS
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Urban surrounding

Community gardens

A a =
) { ? % Self-sufficient food culture

Short chains
No primary packaging

a Packaging systems for short chains

focus on fruit, vegetables and dairy

Reusable packaging &
single use packaging

Closed-loop system

New collection systems for

(\Oo pOCkOUCiOUS e dlittererttypes of packaging 0 Standardisation and the future

of shopping and marketing

cU

Future tables

0
9] peiciabe Farming for

new materials

New recycle systems

Biodegradable Functionality

Applications of new materials and
the infrastructure for end-of-life

Recycle centres
Public spaces

New deposit systems

Innovative branding

Standardization

New marketing concepts

Product innovation

Reusable
packaging
systems

g

Reuse and refill Waterless products

o Use and marketing of concentrate

New shopping experience
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Explorers Mindset is key for change

Learnings of improv entertainer Michel
Verheijden

Our brains do not like change...

We sabbotage our own capacity for change

NO to change: Instinctively we Fight, Flee or
Freeze

INnvitation: How to say YES to change



Dealing with insecurity 1

N case of insecurity
>we (over)Think
>we Till in the blanks
>With wrong assumptions
>to quickly elimate the insecurity

We tend to think it's impossible because....
We think!

What helps:

-Being open, transparant, communicate enough, ask
guestions, explore!

-Find a common WHY for the change

(gg packalicious



Dealing with insecurity 2

N case of insecurity
>we |ike to make a plan
>tO create safety
>t0o keep control and avoid change
>plans eliminate space for change

What helps: Creating space!
Listen, to get inspired
Be curious to ideas of others

Let go of pre-assumptions, the will to convince others
Autonomy

(gg packalicious



Dealing with insecurity 3

IN case of insecurity
>we |love a proper execute the plan
>we strive to avoid mistakes/ flawes
>our focus on faults
>quickly leads to dissaproval / judgement
>again, the NO mindset

What helps:
Say YES! Open up for new ideas.
In brainstorms react with Yes, and...

Experiment; a safe small space to try and succeed by trail
and error

2 i Than: Scale u
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Chances with Concentrates

Environmental impact factors for concentrates

Advantages

Back to the future
Convenience

Succesful (new) companies in concentrated
oroducts

2 - « Examples
(&8 packalicious ©




Environmental impacts for concentrates

Market/Retail
Distribution

Land use

Energy use

Water use

Materials

(\0\5 packalicious Raw

cU Materials Credits picture: Metabolic



Advantages

Emissions avoided; Transportation
of water

Packaging avoided (high barrier)

€ money saved

Light weight for large quantities

Longevity of the product

OCU packalicious



Back to the future

Convenience

Justin Sullivan/Getty Images
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The learning community
in sustainable packaging

Examples

Food & Non-food
concentrates




Carvan Cevitam, hyperconcentraat
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Plantaardige dranken / ‘zuivel’
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Tandpasta tabletten, mondwater tabletten

WO OOy

WU U UV

— Toothpaste Tablets
a, ' Refill Box
7 happy FRESH MINT Hilha
J_tabs @ &V
Mouthwash Tablets G e Toothpaste Tablets
o MEALTHY % " FRESH MINT B




Solid Facial Oil (Lush)
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The learning community Naif Waterless

in sustainable packaging




Naif Waterless

KIDV Showcase

NAIF

Corporation
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Overcoming Challenges

Increased time to market
Maintaining product quality
Supply chain complexity

Selling empty bottles?




Meaningful Change,

Measurable Impact! 28% C02
= o
per ml
By using Naif Waterless bottle o
and 4 refill powders, you will -50/° coz A i

save 64% CO2 per year per ml

compared to using 5 Naif tubes
of 200ml (made from recycled o
plastic).

1 bottle
and 4 refills

1 bottle
and 1 refill

S tubes

*The average parent buys shampoo for his/her child
5 times a year (Source: Naif survey N=500). These
figures are based on both shampoo refills and bottles.




Consumer Feedback
& Validation

The Good

Sustainability
Portability

Ease of use

Product effectiveness

Areas for improvement

Value & quality perception
Product texture & consistency




Next Steps

27

Closely monitor customer feedback

Optimize products for ease of use
and durability

Dealing with water quality

Working together with retailers




We help all parents to take good care,
without worry

— NAIF



Certified

NAIF

Corporation
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The learning community ZoSchoon

in sustainable packaging




Welcome to Z@®

Certified
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The Power of Concentrates
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Vision
ZO makes the world a little cleaner by enabling users to effortlessly and

collectively maintain a clean environment.

Mission
We're replacing cleaning with maintaining: simple, sustainable, and accessible

for everyone. Maintaining cleanliness is as easy as brushing your teeth.

is a B Corp
At ZO, we believe we can do more than just create and sell products. Our
mission is to minimize negative impact and maximize positive change. That’s

why we’re truly proud to be part of the B Corp community.

Certified

|
Corporation



Never cleaning
again

z. the cleaner choice

Everyone loves a clean home. Right? But cleaning? That’s no one’s
favorite. That’s why, at ZO, we do things differently. We're done
with cleaning. Instead, we're shifting to keeping things clean. It’s

a new habit, and anyone can do it.

We promise you a clean home—no bucket, no suds, no hot water
needed. All you need are our sprayers. Sounds simple¢ That’s

because it is.

This is how we do it.

We're moving to a new habit: keeping things clean. Think of it
like brushing your teeth. If you clean everything right after you
use it, you’re maintaining cleanliness. And you do that with our
sprayers and foamers. Don’t hide them away; keep them visible.
That way, you'll use them more often—day in, day out. There’s
one for every space, perfectly paired with a matching cloth or
pad. By keeping things clean, you'll enjoy a fresh and hygienic

home every day, and your belongings will last longer too.

Certified

Corporation



Our Challenge

From Cleaning to stay clean

Always Clean — from Dirty to Clean
More Time — from Time-Pressed to Time-Saving
Safe and Easy — from Scrubbing to Spraying

Sustainable — from Waste to Savings




Why concentrates

a1
—
Sustainability Cost Savings Flexibility
Less plastic, waste, transport and lower storage, packaging Always ready to use, easy to

lower CO, emissions and transport costs store



no wastage...

2 R g B

never too much no transport no waste less energy time saving less money
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Ready-to-Use = convenient
but expensive and unsustainable.

Certified

Corporation




Manage waste by preventing it and taking
responsibility for its reuse.

Prevent

Reduce




Our challenges...

R&D Challenges

O Achieving the perfect balance between high concentration, user-friendliness,
and safe ingredients.

o Conducting extensive testing to develop leak-proof and functional packaging.

Production Challenges
o handle smaller volumes

o0 Implementing recycling solutions for packaging to minimize environmental
impact.

Marketing Challenges

o Persuading consumers to shift from traditional large bottles to compact
concentrates.

O Introducing a new habit.

o Communicating how it works in a clear and simple way, avoiding complexity
and adopting a new routine of keeping it clean.



Increase customer
acceptance

Education and communication

o Clear instructions on usage (e.g., videos, step-by-step
guides).

o Transparency about impact: show how much plastic, CO,,
and space they save.

Incentives and partnerships

o Collaborations with large players like kitchen companies,
lotteries, and professional cleaners to build trust.

o Rewarding customers for reusing bottles or participating in
sustainability programs.

Changing the norm

O Making concentrates the new standard in the industry
through broader adoption and collaboration with other
manufacturers.

Certified

Corporation



“Together, we can make concentrates
the new standard. Let’s make cleaning
simpler and more sustainable for
everyone.”

Bert Groen

@ir'g"'.@
= v L

bert@zoschoon.nl g,
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Your brand & concentrates...

« What is the thing/ solutions you are most
curious about?

zichtbaarheid in winkel

prijs per gebruiksmoment

product effectiviteit gebruikersgemak
watergebruiksbewustzijn consumentengedrag

veiligheid concentraat = _ i
ja ik kan bijdragen £ oplosbaarheid normaal maken
rethink concentrates = educatieb?d  waterquality  wereldwijde toepassing
. 4
stoppen met ready to use performance impact per keer gebruiken
liquid vs powder refills gebeIkSgemClk
hyper concentratie slow moving consumer good schap informatie
acceptatie price

2 A de echte impact
packaging materials
veiligheid transport SChODCOmmg[\"C‘Otle
daadwerkelijke impact

packaging design

zo makkelijk mogelijk hygiéne op langere termij
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Chances for marketing with Concentrates

 What could working with concentrates do for
your brand?

« What market adventages do you see?

in en krachtig visueel aantrekkelijk

uniek selling point pionier in prof cosmetica
andere klantgroep erbij mooie verpakking reuse
groener imOgO kleiner mggozijn I<|ontenbinding
lichter gewicht voor klan efficienter indelen
, | duurzame perceptie houd het simpel

esg doelen halen minder schapruimte nodig echte impact helder

customer loyalty S transp | klantbinding

prijs per use makkelijk op te bergen
zuinig in gebruik lagere prijs garanderen

goed gevoel verkopen
growing new market



Follow Up

* Future tables: 5 angles; interaction anad
INnspiration

« How to capture chances with concentrates for
your brand?

« Added knowledge of reknown institutes:
Environmental benefits and ESG claims, Market
opportunities and production of concentrates.

» Possibilities for collabs round pilots/action
research/R&D

« Independent experts that facilitate the process
and knowledge sharing.

(C\:U packalicious
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Thank you for joining!

oackalicious

The learning community
in sustainable packaging
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