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Management summary i research set-up

Starting point

With the implementation of the SUP guideline and the Plastic Pact NL, efforts are
being made to switch from disposable plastics to reusable packaging. The Ministry
of Infrastructure and Water Management plays an important role in the Plastic Pact
and in reducing the environmental impact of plastics and promoting circularity.
Packaging for supermarket products accounts for a large share of the amount of
single-use plastics in the Netherlands.

Purpose of this research

It is therefore important for the Ministry to map out the opportunities for promoting
the (further) introduction of reusable packaging in supermarkets: how supermarkets
view this, as well as how consumers feel about it. It is expected that if consumers
are positive, the threshold will also be lower for supermarkets to offer reuse options.

Research set-up

Kantar has conducted research exploring the opportunities for various options that
supermarkets have to encourage reuse. These options are based on the four geuse
modelsoof the Ellen MacArthur Foundation: refill on the go, refill at home, return
from home and return on the go.

At the start of the research project, a kick-off meeting took place in which a wide-
ranging group of stakeholders from the government, supermarkets, environmental
organisations and the packaging industry provided their input.

The research consists of two parts. Part 1 is a quantitative consumer survey
using an online questionnaire that was completed in April 2021 by a representative
group of n= 1,020 Dutch people aged 18 and older. In this study, Kantar's
commitment model was used to measure how promising different 'reuse models'
are. In addition, K a n t Behavisur Framework was used to measure which drivers
most strongly promote the use of each reuse model and which barriers hinder each
model the most. Each respondent answered questions about one of the four reuse
models, based on the product category that he/she found most appropriate for this
model.

Part 2 of the research is a qualitative study among supermarket managers.
N=6 interviews with managers of head offices and n=6 interviews with managers of
local branches were conducted at the beginning of June 2021. This was a follow-up
to part 1 (consumers). In the interviews, the current state of affairs with regard to
reuse within the supermarket was discussed as well as the way in which they
viewed each of the four reuse models. Insights from the consumer survey were
also shared with the managers from supermarkets.

Finally, part 3 is a short desk study of experiences with reuse options in
supermarkets in France and the UK, to serve as an inspiration for Dutch retailers.
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Management summary - outcomes

Insights part 1 - consumers The fact that reuse requires extra effort from consumers, such as bringing their own
packaging, cleaning in between and storing and returning empty packaging, is also

The consumer research shows a lot of potential for all four reuse models. Based on  an important barrier to take into account.

our commitment segmentation, we see that the group that is open to each of the

reuse models is large, while there are relatively few real opponents or skeptics. In Insights part 21 supermarkets

general, we see that a large part of the Dutch citizens consider it important that

attention is being paid to reducing disposable packaging and that they are open to In principle, supermarkets are very positive about the introduction of reusable
replacing them with reusable variants. packaging options. They are both intrinsically motivated and feel an external

pressure from social sentiment as well.
There is a high intention to use each of the reuse models, but the products that are

seen as appropriate for each of these systems differ between the reuse models. However, there is a strong need for certainty and many supermarkets prefer to see
Refill on the go is mainly seen as suitable for dry products such as fruit and someone else take the first risk before investing a lot themselves. Substantiation
vegetables, bread, eggs, pasta, rice and grains, while refill at home is mainly seen and evidence from research is also desirable. In addition, it will be appreciated if

as an option for cleaning and care products and soft drinks. People see many sector-wide agreements are made so that risks are shared. Which they also see
possibilities for both return from home and return on the go, among which eggs, happening if changes are even made mandatory by government. Finally, people are
soft drinks and cleaning products are also often mentioned. very open to the introduction of reusable packaging by premium brands (this

applies to supermarkets that sell premium brand products).
Looking at the main driver of a high commitment to using the reuse options, the

contribution to a better environment is apparent as highly important in all reuse Most supermarkets see opportunities for all four reuse models, although the

models. preference differs per product group and between supermarkets. Refill on the go is
most often mentioned as the preferred model, partly because people have already

The feeling o60this is not for me' e me r g gainedsemeaexpsrienceowitlgit obsaen it witk comdetdors. Rethrn @ ¢he gofis alsoh e

models, indicating that attention to perception and social norm is needed when seen as promising because both supermarkets and consumers have experience

introducing reuse options. with deposits on bottles. However, there are some doubts as to whether

supermarkets should take on the task of collecting even more empty packaging.
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Management summary - advice

Overall advice

Based on this research, we recommend that the Ministry together with the Plastic
Pact and industry associations help supermarkets find the security they desire. To
do so, the following opportunities can be seized:

- Share best practices from abroad (and the Netherlands where possible);

- Search for collaboration with developers or knowledge institutes to develop
'smart solutions' for perceived barriers around hygiene, weighing systems, etc.

- Share this research;
- Set up sector-wide agreements and demand commitment from supermarkets;

- Adapt legislation or regulations so that some solutions (such as deposits) are
introduced everywhere and disposable options are phased out;

- Involve A-brands, who themselves invest in reuse options and thus accelerate
the use of reusable packaging.

Expanding refill on the go options will be a good first step, in line with current
developments within supermarkets. Start with dry products with relatively few
hygiene risks.

The fact that refill on the go is very visible in stores can help get the reuse of
packaging more O0into consumers systems
supermarkets and if people are even rewarded for bringing your own packaging.

Emphasize the positive result of using reusable packaging options: a substantial
contribution to a better environment, since we found that this is an important driver
for consumers.

In order to reduce the difficulty perceived by consumers of taking packaging with
them, it is important to pay attention to the design of convenient packaging, as well
as appealing reminders for home (for taking your (empty) packaging to the store).

Good looking, attractive packaging is important to make taking along and refilling
reusable packaging feel more like something that suits people personally.
Personalization (e.g. packaging with your name on it) can enhance this.

In addition, it is important to emphasize in communication that more and more
people and a great diversity of people are participating in reuse.
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CONTEXT

With the implementation of the SUP-guideline and the Plastic Pact NL, a commitment is made to the
conversion from disposable plastic to reusable packaging. The environmental pressure of plastic must be
reduced herewith and circularity must be promoted. Specific goals have been established which the
Netherlands must stand for in 2025 and the Ministry of Infrastructure and the Environment plays an important
role in this. Although this mainly concerns a supply-driven challenge, the consumer also has an important role.
It is also important that supermarkets, which sell a large proportion of disposable plastic products, are willing to
go along with this conversion. That is most likely to happen when they dare to trust that consumers are also
open to this. Currently, the Ministry of | &E has re
attitudes and behaviour(al) intentions regarding reusable packaging in supermarkets. There is also insufficient
insight into the motivations and resistance that are uppermost in the minds of supermarket managers
surrounding the offering of less disposable packaging. However, experience has been gained abroad with

various 'model sd of reuse, which may serve as an in

PURPOSE OF THE RESEARCH

The purpose of this research is ultimately to map out chart where the opportunities lie for (further)
introduction of reuse options for product packaging in supermarkets. Insights into motivations and
resistance of both consumers and supermarkets are required to do this. In the research we use the
four reuse models of the Ellen MacArthur Foundation as a starting point.

KEY QUESTION

This research is focused on the question:

How can the transition to more reusable packaging for supermarket goods be successfully
started in the short term?
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A few starting points for the research

In this research our focus will be specifically on the buying and selling of
products in supermarkets.

I n this research ourredsemadslsowi(lall stoe red etrl The four reuse
inthisreportas 6 r e us e (that hawe heeddeveloped by the Ellen models
MacArthur Foundation*, in which we examine the question: which model is Puckacuvg ol b s | sachacng rtiad 1 busnass
.. . . Business-to-consumer reuse models differ
currently most promising among consumers? And how do supermarkets view : in terms of packaging ‘ownership’ and the
. reguirement for the user be leave home o
this? refillfreturn the packaging.
The research consists of two parts: M
In sub-study 1 our focus is on the consumers target group (Dutch people 5 : :::':"’.r:'ri"“;:';
over 18 years old). e ST vt
In sub-study 2 our focus is on the supermarket managers target group. A o o
Thisis afollow-uptosub-st udy 1, in which consumers ° Return
included. ﬂuﬁ?ﬁﬁt&m
or drop-off paink
Cog. In o depesit
return machine or
imesithox )

l(ANTAR P U B L I C * https://www.ellenmacarthurfoundation.org/assets/downloads/Reuse-book.pdf



https://www.ellenmacarthurfoundation.org/assets/downloads/Reuse-book.pdf

Research set-up: two sub-studies

Sub-study 1: quantitative research among consumers Sub-study 2: qualitative research among supermarket managers

In this research we have discovered which potential motivations may promote This part of the research was aimed at potential motivations for introducing
the use of recycling options by consumers and which barriers may hinder this (pilots with) various reuse models within supermarkets. As well as the barriers

use. that supermarket managers themselves see in doing so.
Each respondent has answered questions about one of the four reuse There were discussions with managers of various supermarket chains that
models, to prevent the models influencing each other. joined the Plastic Pact.
The motivations and barriers have been put to consumers in the There were discussions with 6 managers at head office level and 6 managers
guestionnaire in the form of statements. at local (branch) level (for a full overview, see research specifications).
The influence of these motivations and barriers have been specifically They have each given their opinion on all four reuse models.
analysed for eaF:h reuse model using a regression apaIyS|s, which indicates Some of the findings of the consumer research were also submitted in the
how strong the impact of each factor is on the intention to use the reuse : -

: interviews.
options.
To determine the motivations and barriers for consumers which have been o T

presented in the questionnaire, the Kantar Behaviour Framework (shown
here) was used as a starting point. Based on this, Kantar has set up possible
motivations and barriers for each reuse model.

During a kick-off meeting with landE and a diverse group of stakeholders, this
has been combined with their knowledge and experience from practice. Thus
a definitive list with motivations and barriers to be examined has been
established.

eFFECTIVITET

SOCIALE NORM

Kantar Behaviour Framework
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Scenario descriptions of the four reuse models

These four scenario descriptions were submitted to consumers who took part in the quantitative research; this is
discussed in the qualitative research among supermarkets, with several pictures to support it (these can be found in

the attachment)

Refill on the go

Imagine you're going to do some
shopping. In the supermarket you can
bring your own recyclable packaging
for certain products to fill yourself (i.e.
a small cotton bag/carrier bag or a
small container). As is already
common practice with fruit and
vegetables. You can then use your
own reusable small cotton bag/carrier
bag instead of buying pre-packed
products or using the thin plastic
(disposable) bags that the
supermarket still offers sometimes.
However, it is also still possible to buy
pre-packed products. On the shelf
you can choose between pre-packed
or refill.

Refill at home

Imagine you're going to do some
shopping. In the supermarket you can
now choose to buy some products
that you usually buy in a much
smaller refill package. That refill
package contains a concentrated
version of the product. You can use
this to refill an empty package at
home. Such as, for example, fruit
syrup that you dilute with water. That
is also possible with, for example, a
highly concentrated cleaning product
that you have to dilute yourself. In
addition to this refill packaging, the
disposable packaging that you were
used to, is also still for sale in the
supermarket.

Return from home

Imagine you are doing some
shopping via an online supermarket.
You may choose to buy some
products in reusable packaging. You
can keep this packaging when it is
empty. It will then be collected from
your home and in exchange you will
get a small deposit back. At the same
time, a full package can be delivered
if you opt for that. The empty
package is cleaned, refilled and sold
again in the (online) supermarket. In
addition to this reusable packaging,
the packaging that you were used to
is also still for sale.

Return on the go

Imagine, you're going to do some
shopping. In the supermarket you can
buy certain products you need in
reusable packaging. You can return
this packaging at your supermarket
when empty. In exchange you will
receive a deposit, such as we are
already used to with bottles on
deposit. After that, the packaging is
cleaned, refilled and sold in the
supermarket again. In addition to thus
reusable packaging, the packaging
that you were used to is also still for
sale.
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Key question and research questions sub-study 1: consumers

How can the transition to more reusable packaging for supermarket goods be successfully started in the short
term?

'

What is the current knowledge, attitude
and behaviour of consumers
surrounding reusable packaging in
supermarkets?

Which reuse model for supermarket
goods should be the focus according to
customers, because it is currently the
most promising?

Which motivations and barriers
experienced by customers must be
taken into account the most for a
successful introduction?

'

What other advantages can
supermarkets gain from facilitating a
reuse model?
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Key question and research questions sub-study 2: supermarkets

How can the transition to more reusable packaging for supermarket goods be successfully started in the short

term?
What is the current knowledge, attitude Which reuse model for supermarket Which motivations and barriers What can be learned from success
and behaviour of consumers surround goods must be the primary focus experienced by supermarkets must be stories in other countries?
reusable packaging in supermarkets? according to customers, because it is taken into account the most for a
currently the most promising? successful introduction?
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