

/

INTRODUCTION

- = L o

PR | g S g
s g - . - # L B
AT RY Ve il : T




THERE'S NO SHORTCUT TO SUSTAINABILITY

e« Almost all (98%) of respondents have taken action toward sustainable packaging, a 20% increase from Jabil’s 2019 sustainable packaging survey.

e Three factors are driving brands to develop sustainable packaging: genuine concern for the environment, protecting brand reputation
and consumer demand.

e Companies’ sustainable packaging goals are to keep up with consumer trends (65%), reduce their contribution to ocean plastics (59%), manage public
perception of the brand (54%), incorporate post-consumer content into their packaging (54%) and reduce their use of single-use plastics (53%).

e Companies are working to implement paper-based packaging (68%), implement reusable packaging (53%), increase the recyclability of their current

packaging portfolio (50%o), incorporate post-consumer recycled (PCR) materials (48%) and incorporate the use of biodegradable or compostable
materials into their packaging (48%o).

e Of those efforts, companies are prioritizing the implementation of paper-based packaging (49%), the incorporation of biodegradable or compostable
materials (42%) and increasing the recyclability of their current packaging portfolio (38%).

e Less than half of companies (41%) have clearly de ned sustainable packaging goals with measurable targets.


















ENVIRONMENTAL AND BRAND CONCERNS DRIVE THE

DEVELOPMENT OF SUSTAINABLE PACKAGING

Undoubtedly in uenced by alarming climate change reports that indicate
we are rapidly approaching a “code red” for humanity, genuine concern
for the environment jumped to the top motivating factor for delivering
sustainable packaging in 2021. Respondents from each industry ranked
the environment as a top consideration.

In turn, companies are publicly committing to reducing their impact
on the planet—partially through their use of plastic. In 2018, the Ellen
MacArthur Foundation launched the New Plastics Economy Global
Commitment intended to eliminate or reduce unnecessary plastic; apply
reuse models; make all plastic 100% reusable, recyclable or compostable
by 2025; ensure all plastic is reused, recycled or composted; decouple
the use of plastic from the consumption of nite resources; and ensure
plastic packaging is free of hazardous chemicals.

A progress report from the commitment’s 500-plus signatories in
November 2021—representing 20% of all plastic packaging produced
globally—shows that the use of virgin plastic is set to drop 20% worldwide
by 2025 (compared to 2018 levels), aligning with customior gvir
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What are the goals of your sustainable packaging program?
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Companies are putting their efforts
behind packaging options that can be
recycled or composted by consumers.
Respondents from all industries showed
Interest in compostability, including food
and beverage. While food and beverage
packaging and compostability might
have been considered mutually exclusive
In the past, 48% of industry respondents
named it the highest sustainable
packaging priority; only 30% said the
same for increasing recyclability of the
current portfolio.

Which of the parts of your company’s sustainable packaging program are your HIGHEST priority?
Choose up to 3 of the following.

Implement paper-based packaging
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Home care and food and beverage
companies indicated more challenges
than respondents from personal and pet
care companies. More than half of home
care respondents said their company
lacks internal expertise, while nearly half
are lacking management, leadership and
budget. Similarly, almost half of food and
beverage companies said they lack the
Internal expertise to meet the innovation
challenge that sustainable packaging
requires. Despite these challenges,
companies for the most part indicated
that their sustainable packaging goals
were clear and achievable.
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As in 2019, regulations and compliance
are the most challenging factors
companies must address to deliver
sustainable packaging. This remained
consistent across the surveyed
iIndustries. Compliance is of particular
concern to companies that manufacture
packaging for foods and beverages,
health and hygiene products, and
cleaning products, all of which must
meet high regulatory bars before
reaching store shelves. Additionally,
companies are being forced to navigate
rapidly changing plastic regulations that
vary from country to country and, in the
United States, even state to state.

Regulations and compliance for packaging
IS @ moving target that is hard to plan for

Sustainable packaging
options are not scalable

Current sustainable packaging
options are far too expensive
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As the amount of packaging is reduced for
sustainability purposes, especially plastic
packaging, there becomes less of a barrier
between the product and the outside
world. Additionally, new materials with less
barrier protection and shorter shelf lives
than metal, glass or virgin plastics—Ilike
compostable materials—are becoming
more of a viable option for product
packaging. In previous years, reducing the
packaging’s barrier or the product’s shelf
life has been a no-go for brands. In 2021,
however, nearly a third of companies said
they would consider a slightly lower level
of product protection in their packaging

to gain sustainability advantages, up

from one- fth in 2019. Combining

product durability with recyclability and a
responsible end-of-life plan for packaging
IS one of the trickoulsiblean ing tacts
cohllyenes,brands. re bb ing to tahieve.

Which of the following statements belsirepresents your company’s. pprotah to sustainable
packaging?
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Respondents from food and beverage,

home care and personal care brands

chose reusable packaging as the

ultimate solution to sustainable

packaging, potentially creating

opportunities for new re Il processes

or connected packaging. Paper-based

packaging was ranked second by

paging, pd b73TJ0.376 0.376 0.35752Qc85 Tm. and peragultging was ranked seshowJO Td[pagife )JOnce -1.2compo(umate ing. Paper)55.1 (-based ), which TJd -1.2uni
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Company Size
(Annual Revenue)

@ Less than $50M @ $200M-$1B @ More than $20B

@ $50M-$200M ® $1B-$20B



Consumers will change the way they shop more in the next
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http://www.jabil.com/industries/packaged-goods.html
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FusePack breaks the boundaries of traditional packaging. This innovative
new technology platform pairs a rigid injection molded frame and a exible


http://www.jabil.com/industries/packaged-goods/fusepack.html

37

Ecologic is a hybrid paper packaging technology that leverages a strong

ber outer shell and a thin inner plastic liner, resulting in containers that are
up to 70% less plastic when compared to legacy formats of the same size.
The Dber outer shell, made of recycled cardboard and newspaper, provides
structural stability and protection of the product inside. The inner liner, made

LEARN MORE ABOUT ECOLOGIC


http://www.jabil.com/industries/packaged-goods/sustainable-packaging/ecologic.html



https://www.sisinternational.com/
http://www.jabil.com

	Button 11: 
	Button 14: 
	Button 13: 


