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The importance of environmental aspects of packaging 
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Increasing attention is being paid to packaging, a component of product in the marketing mix. It is being recognized 
that packaging is important not only from a functional viewpoint, but also in terms of marketing to the customer. One 
of the constraints on packaging is environmental issues. These arc becoming increasingly important internationally, 
from both a legislative and consumer perspective. In this study the perceptions of the members of the packaging value 
chain as regards the functional, marketing and environmental issues surrounding packaging are examined. It is found 
that functional aspects appear to be the most important, followed by marketing aspects. Environmental concerns are 
rated as unimportant. This is despite evidence that these issues should be regarded with increasing imponance based 
on international trends. However, the relative importance of environmental packaging issues is greatest amongst raw­
material suppliers, followed by packaging and fast moving consumer goods (FMCG) suppliers. Retailers have the least 
interest. 

Toenemende aandag word gegee aan verpakking, 'n komponent van die produk in die bemarkingsamestelling. Daar 
word erken dat verpakking nie net uit 'n funksioncle oogpunt belangrik is nie, maar ook wat bemarking aan die klant 
betref. Een van die beperkings op verpakking is omgewingsake, wat uit 'n wetgewende sowel as klanteperspektief al 
hoe belangriker op intemasionale gebicd word. In hierdie studic word ondersoek ingestel na die persepsies van die 
lede van die vcrpakkingswaardeketting ten opsigte van die funksionele, bemarkings- en omgewingaangeleenthede ra­
kende verpakking. Daar is gcvind dat funksioncle aspektc die bclangrikste blyk le wees, gevolg dcur bemarkings­
aspekte. Kommer oor die omgewing word as onbelangrik bcskou, ondanks bewyse dat hierdie aangclccntheid, indien 
na internasionale tendense gckyk word, as toenemend belangrik beskou moet word. Die relatiewe bclangrikhcid van 
omgewingsverpakkingsaangelcenthede word egter die hoogste aangeslaan deur die verskaffers van grondstowwe, ge­
volg deur die verskaffers van verpakkingsmateriaal en vinnig bewegcnde verbruikersgoederc. Kleinhandelaars het die 
minste belang by omgewingsverpakkingsaangeleenthede. 

• Author to whom correspondence should be addressed. 

Introduction protecting the environment; realize that green market­

ing is not purely altruistic - it can be a profitable 
endeavour; and recognize that green marketing must 

be a fully integrated part of a firm's strategic market­
ing plan' (1993: 5). 

Packaging, a component of product in the marketing mix, 
has been described as 'one of the most neglected areas of 
marketing' (Runyon, 1982). 

Many authors, however, state categorically that the ex­
ternal packaging is one of the most imponant elements in 
the marketing mix as it is essentially the only piece of pro­
duct information that every consumer sees. 

'Today ... the marketing significance of packaging is 
fully recognised and packaging is truly a major com­
petitive force in the struggle for markets ... new 
developments in packaging, occurring rapidly and in a 
seemingly endless flow, require management's con­
stant attention to packaging design' (Stanton, Etzel, 
Walker, Abrau, Pitt & Staude, 1989: 246). 

The theory of packaging in marketing has evolved from a 
focus on the functionality of packaging to an increasing 
awareness of the constraints on the packaging decision. One 
of these constraints is the environmental impact of pack­
aging. 

Freeman (1989) states that a majority of consumers claim 
that environmental concerns affect their choice of product, 
even if they must pay a higher price. Rice (1990) comments 
that a Michael Peters Group poll reported that three-quarters 
of consumers are willing to pay more for recyclable or bio­
degradable packaging. McDaniel & Rylander state that this 
increased environmental consciousness means that consumer 
marketers should 

'recognise a product's environmental implications; 
analyze the changing consumer and political attitudes 
while recognizing the role that companies can play in 

Packaging represents 30% by weight of municipal waste 
after recovery of recycled materials in the U.S. (Cairncross, 
1990). Similar percentages are found in Australia - be­
tween 28% and 34% (Puplick, 1992). A C.S.I.R. survey 
conducted in 1991, estimated the quantity of packaging/con­
tainer waste discarded annually in South Africa as 1.3 mil­
lion tons. Litter amounts to approximately 200 000 tons. In 

terms of export, there are implications for South African 
converters and packagers. Intended E.U. and U.S. legisla­

tion and codes of practice will provide barriers to entry for 
export into those countries. The legislative and social pres­
sures which the American and European packaging value 
chains are encountering has potential consequences for 
South African packagers, FMCG suppliers and retailers. 

Thus, how the value chain responds to environmental 
packaging issues and how packaging companies intend to 
address potential threats, are imponant for their strategies, 
image and long term survival. 

The packaging dilemma consists of how to satisfy the 
functional and marketing requirements as well as the social 
and environmental demands, now and in the future. 

In this study the perceptions of the members of the pack­
aging value chain are examined as regards the functional, 
marketing and environmental issues surrounding packaging. 
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Literature review 
Packaging is defined by Kotler (1991: 449) as 'all the 
activities of designing and producing the container or 
wrapper for a product'. Thus the packaging encompasses a 
broad area, and has many conflicting demands, constraints 
and trade-offs (Danton de Rouffignac, 1990; Marcus, 1975; 
Phelps & Westing, 1968). 

Essentially three elements of packaging emerge from the 
literature - functional issues, marketing issues and con­
straints. Constraints identified include economic aspects, 
legislation and environmental issues (Marcus, 1975; Phelps 
& Westing, 1968). 

The degree of importance of each element differs within 
the packaging value chain. Davidson (1986) found that 
marketers, retailers and consumers have different require­
ments in terms of marketing and functional issues. 

Danton de Rouffignac (1990) argues that packaging is 
now consumer driven. Previously, in common with most of 
manufacturing, attitudes to packaging were product led. 

Consumer attitudes to packaging have not been well re­
searched in South Africa. However, U.S. and U.K. surveys 
have been published. The survey results by Ashton (1991) 
indicate that, in addition to functional and marketing re­
quirements, American consumers also require recyclable 
packaging and infrastructure in place that will make 
recycling convenient. 

Trends which arc evident from both U.S. Packaging and 
U.K. Packaging Week surveys in April 1992 and February 
1992 respectively, are as follows: 
-Cosmetics are perceived to be the biggest culprit for 

over-packaging, followed by food, pharmaceuticals and 
beverages. 

-Glass is seen as the most readily recyclable material. 
- There is growing interest in concentrated cleaners and 

powders which require less packaging (Erikson, 1992: 
43). 

- Environmental information on product labels is con­
sidered misleading, confusing and dishonest (Hunt, 
1992: 13). 

One significant problem with the consumer surveys is the 
information gap of consumers. The S.A. Co-ordinating Con­
sumer Council refers to 

'little understanding of the true connection between 
specific environmental problems and the consumer be­
haviour which can ameliorate those problems' (Wil­
ken, 1992). 

Ashton ( 1991: 32-36) found that environmental terms such 
as recyclable, biodegradable, source reduction, green label­
ling and environmentally friendly are not understood by 
many consumers. 

Gunn (1972) perceives there to be a conflict of interest 
between the marketing and sales objectives of packaging 
and environmental solid waste problems. Business attitudes 
are geared to the protection of invesunents in machinery, 
distribution, marketing styles and corporate image rather 
than the environment. He identified the problem of no 
agreement between legislators, business people and techno­
logists on how to dispose of solid waste. In addition, there is 
public resistance to innovative proposals to handling solid 
waste. There is concern for the disposability of packages, 
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but little action such as research expenditure on dis­
posability improvement or application was being under­
taken. 

Both Selke (1990) and Freeman (1980) have made sug­
gestions on ways to improve the environmental impact of 
packaging. Selke (1990) suggests: 
- eliminate heavy metals, e.g. lead based pigments 
- design for reusability; 
- use single material type where possible; 
- use materials which are easily separated or compatible; 

and 
- use recycled materials. 
Freeman (1980) suggests: 
- reduction in weight of material; 
- design for waste reduction in landfill; 
- provide containers + infrastructure for consumer re-

cycling; 
- design for recyclability; and 
- reduction in energy required to manufacture/recycle 

packages. 
Many forms of legislation have been attempted world­

wide to decrease the amount of packaging waste from litter­
ing or in the municipal waste stream. The variety of regula­
tions include bottle deposit legislation and packaging tax, as 
well as bans and restrictions on certain types of packaging. 
Packaging laws differ between countries due to the discre­
pancies in perceptions as to the seriousness of an environ­
mental problem and what is politically or economically ac­
ceptable. 

Perchard (1992) reviews the differences in the European 
environment which results in the variety of pressures on 
packaging waste. He comments that the Netherlands with a 
high water table and vulnerability to contamination from 
landfill sites, has a need for alternative disposal methods, 
unlike the United Kingdom which uses landfill extensively. 
Germany is politically anxious to minimize the role of in­
cineration in the powerful, wealthy parts of the country. 
However, the Danes and Italians are keen on energy from 
waste incineration as the cleaner, safer and cheaper solution 
to domestic waste disposal (Perchard, 1992). The most 
ambitious (or draconian, depending on one's viewpoint) pro­
ject has been the German Draft Ordinance whereby 
Germany plans that 

'packaging ranging from plastic meat wrappings to 30 
litre paint buckets will be returnable to the point of 
purchase for disposal' (Time, W/4/92). 

Cairncross (1990) refers to Denmark's highly protect­
ionist measures to ban non-returnable beverage containers. 

Dick (1978) concentrates on the non-returnable beverage 
problem in South Africa and made recommendations based 
on cost-benefit analysis of deposits, taxes and legislation. 

Recommendations of the President's Council Report on 
the Environment (1991) include a proposed Environmental 
Management System covering legislation for waste manage­
ment via a 'Solid Waste Control Act'. The report considers 
the current South African position as most unsatisfactory 
and suggests the following waste minimization solutions: 
- 'Deposits on containers and refunds on waste. 
- Incentives and rewards for collection of recyclable 

material. 
- More biodegradable materials. 
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- Minimizing packaging materials and components. . 
- More public waste containers and heavier fines for ht-

tering. 
- Principle of cradle to grave waste management must be 

applied. 
- The Directorate of Environmental Education to co­

ordinate change in public auitudes, and RSC to standard­
ire the requirements and monitoring of solid waste 
dumps. 

-Suppon the SABS investigation into "eco-labelling" on 
products'. 
It can be seen that the worldwide trend is toward a greater 

emphasis on environmental issues, both from a consumer 
and legislative perspective. Consumers are having a greater 
influence on packaging decisions, and they are indicating a 
greater awareness of environmental issues. It is high time 
that the South African packaging value chain began to ad­
dress these issues. 

Methodology 
In this study the perceptions of the members of the 
packaging value chain, excluding consumers, as regards the 
functional and environmental issues of packaging are ex­
amined. The value chain is shown in Figure 1. 

The companies selected for the study were restricted to 
those involved in the beverage, food, pharmaceuticals and 
cosmetics industries. All of the materials used in packaging, 
which includes glass, aluminium, steel, paper/board and 
plastics, were considered. 

A questionnaire was used as the measuring tool. The 
questionnaire contained the following sections: 
- Demographic details. 
- Sources of information on environmental packaging is-

sues. 
- The Packaging Decision: respondents were asked to re­

cord their views on the importance to their company's 
packaging decision of 36 statements on a five-point scale, 
where 1 = unimportant and 5 = extremely important. The 

I Ra,.· mal<rlal ,uppll<r I Suh5tratc manurac1urcrs 

I Packagln1 con,·erter or supplier I Processing or package 

I Con,um•r..,...,. I l.);,lrihutinn of package 

I R<lall<r I KeLliling of package 

I Consumer I Domestic use of pockage 

Jilgure I Packaging value chain 
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packaging statements were compiled by reviewing mark­
eting literature on packaging and specific literature on 
environmental packaging issues, and covered functional, 
marketing and environmental aspects. A list of the state­
ments appears in Table 1. 

- Packaging Design and Environmental Issues: respondents 
were questioned on their perception of their company's 
involvement in environmental packaging issues using a 
number of closed questions: 
(a) 'What is your perception of your organii.ation's in­
volvement in packaging environmental issues?' This vari­
able, as Rogers (1983) described of the Carter & Wil­
liams (1959) questionnaire, 'is a crude rating of the 
firm's innovativeness in addressing environmental issues 
in packaging'. Response options were leadership posi­
tion, actively involved, starting to take action, not yet in­
volved and no intention of being involved. 
(b) The next question probed why there is the current 
interest regarding environmental issues in packaging. Re­
spondents were given the option of agreeing with three 

Table 1 Packaging decision statements 

Prolection of product 

Prolection of conswner 

Low cost packaging 

Maximwn convenience for consumer 

Auraction of conswner - 'Buy me' 

Requirement of package to be recyclable 

Resealability of package 

Information for conswner on product use 

Design~ to be returnable 

Ease of handling during distribution 

Enhances corporate identity 

Long shelf-life of product 

Labelling legal requirements 

Material reduction us~ in package 

Repeat purchase by consumer 

Package is recoverable 

Variety of si1.CS 

Single type of material u~ 

Microwave suitability of package 

Ease of price marking 

Less shelf space requi~ at point of sale 

Bar-coding considerations 

Ease of stacking by retailer 

New packaging forms + devices for consumer 

Label specifies contents clearly 

Package designed to be reusable 

Time and labour saving package for conswner 

Ease of opening for conswner 

Easily compress~ disposable package 

Consumer acceptance 

Package can be reseal~ by consumer 

Enhances brand or 'no-name bnnd' character 

Special promotions for muiceter 

See-through package 

Pilferage/tamper-evident 

Package life cycle analysis 
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statements: 'a change in consumer's values', 'a mere fad' 
or 'don't know'. In addition, respondents were invited to 
off er lheir own opinions as to why lhere is such interest 
(c) The five questions asked by Gunn (1972) of lhe 1000 
American readers of Packaging Engineering to probe lhe 
company's involvement in environmental packaging is­
sues from a marketing perspective were included. These 
are: Is your company concerned about lhe disposability 
of the packages it uses or produces?; Has your company 
spent money for research on package disposability?; Has 
your company made a change in packaging to improve 
disposability?; Has your company stressed lhe recycl­
ability of your package as a marketing benefit?; and Have 
you or your company stressed the use of recycled mate­
rial in your packages as a marketing benefit? 
(d) This was followed by a 5-point scale rating of lhe de­
gree of company involvement wilh lhe 12 suggestions 
from Selke (1990) and Freeman (1980) on how to reduce 
lhe impact of packaging in lhe waste stream. 
In order to prevent any misunderstandings wilh the word­

ing and questionnaire format, two potential respondents 
from each of lhe packaging industry and FMCG industries 
were used for pre-testing. In addition, lhe list of packaging 
attributes was discussed with the Packaging Council of 
South Africa (PACSA) for a further opinion as to lheir com­
pleteness. 

The structured questionnaire was posted to 326 indivi­
duals in packaging value chain companies who were in a 
position to influence lhe packaging policy of their company, 
or employed to address environmental and legislative issues. 
In lhe majority of companies sampled, lhe questionnaire was 
directed to lhe marketing manager. Respondents were given 
lhe option of contacting lhe author by telephone or fax for 
assistance. 

The sample included privately owned and publicly quoted 
companies reflecting different positions in the value chain. 
The sample of raw material suppliers, packaging converters 
and FMCG suppliers was obtained using all lhe companies 
listed in the 1992!3 Buyer's Guide - The Directory for 
Manufacturers of Food, Beverages, Pharmaceuticals, Cos­
metics, Toiletries and Packaging. 

The sample of packaging and FMCG suppliers was fur­
ther supplemented by a systematic sample (every fiflh entry) 
from the Yellow Pages under lhe headings Packaging 
Suppliers, Food, Cosmetics, Pharmaceutical, Beverage and 
Frozen Food Manufacturers and Distributors. Retailers were 
represented by a systematic sample (every tenlh entry) from 
lhe Yellow Pages under the headings Supermarkets, Retail 
Cosmetics and Boule Stores. In bolh samplings, lhe direct­
ories from four major metropolitan areas - Johannesburg, 
Durban, Cape Town and Port Eli:zabeth - were used. 

A total of 88 responses were obtained, representing a re­
sponse return rate of 27%. The percentage response rate 
was, however, different for different positions in the value 
chain, as summarized in Table 2. 

Cross tabulations and Correspondence Analysis were used 
to analyze the categorical data. The Correspondence Ana­
lysis output provides a measure of lhe degree of association 
between lhe packaging attributes and a descriptive interpre­
tation of the sub-group characteristics. In lhis way, position 
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Table 2 Respondent summary 

Position in value Sample Number of Response 
chain frame responses rate 

Raw material supplien JO 6 60 
Packaging supplien 150 41 27 
FMCG supplien 118 34 29 
Retailen 53 7 13 
Total 331 88 27 

in lhe value chain was correlated with lhe relative import­
ance of packaging attributes. 

The raw data obtained from the packaging and environ­
mental issues parts of the questionnaire was rescaled using 
Correspondence Analysis in order to convert ordinal data to 
interval data, and lhus allow mathematical manipulation of 
the data. There was no significant difference between the 
interval and lhe ordinal data, except for lhe rescaling of 
4.000 to 4.456. This indicates that lhe respondents view 'not 
yet involved' and 'irrelevant' as similar in meaning. 

Answers to the open-ended question, 'Why is there cur­
rent interest in environmental packaging issues?', was hand­
led qualitatively using 'The Survey System' verbatim report. 

The reliability of the response data on packaging attri­
butes was tested by comparing lhe co-ordinates of two 
similar statements on lhe Correspondence plot The state­
ments 'reusability of package' and 'package can be reused' 
were utilized for lhis purpose. The response to lhese ques­
tions was found to be similar, indicating reliability of re­
sponse. 

Yu 

No 

IIIIICIS to 

.... 
No 

llltldS 10 

.... 
NO 

hluds lo 

.... 
No 

l1t11ds to --•• 
Actnted fro11 Gun1 (1971) 

! •u.s 1t!l21 EZIA.5.A ,,,,21 j 

, .. • •• • •• to• 

A Is your coapany concerned about the disposability of the 
packages it uses or produces? 

B Has your company spent money for research on package 
disposabili ty ? 

c Has your company aade a change in packaging to improve 
disposabi li ty ? 

D !lave you or your coapany stressed the recyclability of your 
package as a aarketing benefit? 

E Have you or your coapany stressed your use of recycled 
aaterial in your packages as a aarketing benefit? 

Figure 2 Comparison of U.S. and R.S.A. respondents to Gunn 

(1972) questionnaire 
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Discussion of results 
The response in terms of the size of the companies was 
weighted slightly toward larger companies (35% of respon~­
ents had 500 or more employees), although smaller organi­
zations are represented (17% had less than 50 employees). 

The industries in which the respondents operated were 
food - 32%, pharmaceutical - 19%, cosmetic - 16%, 
beverage- 17%, and other- 16%. 

Involvement in the packaging decision was dominated by 
internal sales an<Vor marketing departments, although other 
departments and the CEO were involved in a number of in­

stances. 
Materials used or produced by the respondents in their 

packaging was spread across all the possible packaging 
materials identified in the solid waste stream of modem eco­
nomies. 

Correspondence Analysis on the ratings of the 36 pack­
aging attributes indicates that 91 % of the variance in the 
data is provided by a two-factor solution. The Corre­
spondence plot is shown in Figure 2. 

The degrees of importance are designated as follows: I = 
unimportant, II = mildly important, III = important, IV = 
very important, V = extremely important. Numbers I to 36 
represent the numbers of the statements in the packaging 
questionnaire. 

Thus attributes that are considered to be extremely im­
portant to the value chain are: consumer acceptance (state­
ment 30), protection of product (1), and repeat purchase by 
consumer (15). Those attributes regarded as unimportant are 
returnable (9), reusable (26), recoverable (16), and 
microwave suitability (19). Most of the packaging attributes 
fall near the neutral point 

The importance of the functional and marketing aspects 
of packaging, as described by Marcus (1975), Marx & Van 
der Walt (1989) and Danton de Rouffignac (1990), have 
been confirmed by these results. The functional aspects, 
namely: protection of product (1), long-shelf life of product 
(12), ease of stacking (23) and handling (10), are perceived 
as being mildly to extremely important by the value chain. 
The marketing aspects, namely: consumer convenience (4), 
consumer acceptance (30), repeat purchase by consumers 
(15), enhancing corporate (11) and brand identity (32), label 
specifying contents clearly (25), ease of opening (28), and 
promotion for the marketer (33) are also considered to be 
mildly to extremely important, though having slightly lower 
weighting than the functional aspects. 

The constraints identified by Marcus (1975) are rein­
forced by the value chain in this study. However, they vary 
in their degree of importance. Cost and consistency with 
corporate image are confirmed since low cost packaging (3), 
enhances corporate identity (11) and brand character (32) 
are viewed as being mildly to extremely important. Con­
formance to national and provincial laws is covered by the 
acknowledged relevance of labelling legal requirements (13) 
and bar-coding considerations (22). Minimizing environ­
mental pollution is not considered a relevant constraint by 
the value chain as recyclability (6), returnability (9), re­
coverability (16), disposability (29) and reusability (26) 
were rated unimportant. 

S .-Afr.Tydskr.Bedryfsl.1994,25(3) 

Thus, the study supports the literature by stressing the 
functional and marketing aspects of packaging, with a vary. 
ing response to the constraints, and little importance at­
tributed to environmental issues. 

Cross tabulation of the mean rescaled scores of each posi­
tion in the value chain with the packaging attributes was 
subjected to the doubling technique described by Bendixen 
(1991). The Correspondence Analysis output applied to the 
doubled matrix indicates the following differences across 
the value chain: 
- Raw material suppliers are concerned about the re­

usability of the material they supply. 
- FMCG suppliers are interested in shelf space at retailers, 

resealability of package, enhancing the brand character, 
marketing promotions, see-through packages and pilfer­
age/tamper evident packages. 

- Ease of price marking and see-through packages are 
important for retailers. This is far fewer variables than 
identified by Danton de Rouffignac (1990). 

- Packaging converters are concerned with resealability of 
packages and bar-coding considerations. Their preference 
for single material packages is probably due to easier 
processing and manufacturing. New packaging forms and 
devices are important if converters are seen to be pro­
actively satisfying their customer's needs. 
The consumer's needs outlined by Packaging and 

Packaging Week were ease of opening, microwave suit­
ability, minimal packaging and recyclable packaging. The 
value chain has acknowledged some of these needs by rating 
maximum convenience for consumers (4), ease of opening 
(28) and material reduction used in package (14) highly. 
However microwave suitability (19) and recyclability (6) are 
regarded as unimportant 

There appears to be an anomaly between the demands of 
consumers and retailers, as described in the literature, and 
the indifference of the value chain in recognizing them 
during the packaging decision. Furthermore, even though 'a 
change in consumer's values' was nominated as the main 
reason for the current interest in environmental packaging 
issues, consumer or customer surveys did not feature as 
important external communication sources for the respond· 
ents. Speculation as to the reason for the anomaly is that the 
literature sources of consumer needs originate from U.S. and 
U.K. consumer surveys. 

Generally, South Africa's less sophisticated consumers do 
not have requirements for microwave packaging or have an 
environmental packaging awareness. This confirms the 
opinions of Wilken (1992) of the South African Co-ordina­
ting Consumer Council who refers to the consumer's poor 
understanding of packaging environmental issues, poor 
education and their concentration on life's basic priorities. 

The results of the respondent's perceptions of the in­
volvement of their company's in environmental packaging 
issues is shown in Table 3. 

The data is probably skewed towards greater involvement 
than actually exists due to respondent desire to be seen as 
being active in this area. 

Altogether 86% of respondents gave the reason for the 
current interest in environmental issues with regard to pack­
aging as being a change in consumers values. Altogether 7% 
indicated that it is a mere fad, and 8% answered that they 
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Table 3 Perceptions of involve­
ment 

Organizational involvement 

sul>-groups Percentage 

Leadership position 13% 

Actively involved 36% 

Starting to take action 28% 

Not yet involved 19% 

No intention of being involved 4% 

didn't know the reason. The response to 'other' produced 
responses which can be split into those which reflect the 
concept as a social issue, and those where the influence is 
from the media or overseas. Social issues were (reported 
verbatim): 
-Awareness of effects of environmental damage 
-Concern for the environment 
-Global environmental awareness 
-Guilt 
- Social responsibility 
- For a cleaner world 
- Look around you, there is a real world 
-The 'green' movement worldwide 
-Fundamental issue in today's world 
Media and overseas pressure were reflected by (reported 
verbatim): 
-A view brought to Africa from the West 
- Enhanced media focus on environmental issues 
-Media coverage, i.e. the program '50/50' 
- Half truths spread by media and do-gooders 
- Media hype, European priorities and US experience 
-Overseas awareness spilling into SA 
- Export requirements and legal changes 
- Image of multinationals 
- Following overseas examples 
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Recorded in Table 4 is the interest which the packaging 
value chain shows regarding the suggestions from Freeman 
(1980) and Selke (1990) on how to reduce the impact of 
packaging in the waste stream. 

Correspondence Analysis indicates that the majority of 
the suggestions are considered irrelevant by the value chain. 
However, there are activities which the value chain are at­
tending to. 

Reduction in the weight of package (9) is the most im­
portant activity, which probably occurs for economic 
reasons rather than for environmental motives. The expres­
sed activity to eliminate heavy metals from the package {I), 
e.g. lead-based pigments, is believed to be mainly due to the 
increasing awareness of packaging of FMCG suppliers and 
trends away from their use in packaging worldwide. 

Those activities which are not yet part of packaging de­
sign for the sample as a whole include retumability (2), re­
usabil ity (4) and providing containers and infrastructure for 
consumer recycling (10). However, there are visible ex­
amples of company sponsored recycling schemes which re­
flect the strategies of more innovative companies, e.g. 
Consol Glass and SAB glass recycling bins. 

In Figure 3, the responses to the Gunn (1972) question­
naire between U.S. readers of Packaging Engineering in 
1972 with South African replies to this current study, are 
compared. 

The majority (62%) of South African respondents are 
concerned about the disposability of the packages they use 
or produce. However, only a third have spent money on re­
search into disposability. Altogether 43% claim to have 
made a change to the package to improve disposability. Be­
tween 34 and 41 % of respondents have stressed the recycl­
ability or the use of recycled materials as a marketing 
benefit. Generally, the responses are characterized by a third 
being actively involved in addressing environmental 
packaging issues. The majority are not concerned and there 
appears to be Iiule intention to be more pro-active. 

Table 4 Response to Selke & Freiman suggestions (Frequency table) 

Environment.al packaging issues Leader Active Starting Not yet Irrelevant 

Eliminate heavy metals from package, 

e.g. lead-based pigments 17 20 9 10 32 

Designed to be returnable 7 7 9 18 47 

Designed for waste reduction in landfill 11 10 13 23 31 

Designed to be reusable 8 10 5 24 41 

Designed for recyclability 12 19 16 19 22 
Use single material type where possible 11 23 12 14 28 

Use materials which are easily 

separated or compatible 10 23 12 18 2S 

Use recycled materials 14 17 14 16 Tl 

Reduction in weight of package 16 33 4 13 22 

Provide containers + infrastructure for 

consumer recycling 6 10 5 32 35 

Reduction in energy required to 

manufacture/recycle packaging 4 13 9 23 39 

Designed to be biodegradable 6 9 15 19 39 
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Figure 3 Correspondence plot of packaging attributes 

Visual comparison illustrates the differences between the 
South African and American responses. Concern for dispos­
ability of packages is shown by the majority of respondents. 
South African companies are less active as far as concern 
for disposability and research expenditure is concerned. 
South African organi1.ations are more active than their 
American counterparts (in the 1972 survey) in trying to 

improve disposability, stressing recyclability and using 
recycled materials as a marketing benefit. 

In comparison with the current European and American 
attitudes and practice with regard to environmental pack­
aging issues, South African companies appear to be well 
behind. However, there are signs that packaging converters, 
FMCG and raw material suppliers are responding to the is­
sues identified from overseas and media sources. 

Conclusion 

This research has indicated that the functional aspects of 
packaging have more significance than the marketing as­
pects as far as the members of the South African packaging 
value chain are concerned. Environmental concerns are rated 
as unimportant This is despite evidence that this issue 
should be regarded with increasing importance based on 
international trends. 

However, the relative importance of environmental pack­
aging issues is greatest amongst raw material suppliers, fol­
lowed by packaging and FMCG suppliers. Retailers have the 
least interest 

Compared with American respondents in 1972, the cur­
rent South African packaging value chain exhibits a similar 
pattern of responses to the Gunn (1972) questionnaire on 
how they view the environmental packaging challenge. 

The packaging value chain's prime motivation for in­
volvement in environmental issues appears to be generated 
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from external rather than internal sources. External commu. 
nication sources feature as the dominant information chan­
nels throughout the value chain. In addition, a change in 
consumer's values was acknowledged as the main pressure 
for change by the majority of respondents, representing a 
'pull' strategy within the value chain. 

It is apparent that little change in attitude or practice will 
occur if the decision on environmental aspects of packaging 
is left to the packaging value chain. Any changes will have 
to be generated externally, either through consumer demand, 
or legislation. Legislation in this area is unlikely to be of 
prime importance in the current South African environment 
Reliance will therefore have to be placed on consumer and 
legislative pressure from sources external to South Africa. 
This is likely to affect only the larger companies that are 
exporting to overseas markets such as the U.S. and E.U .. 

Exporters to these areas will be forced to comply with en­
vironmental packaging requirements, either due to consumer 
trends or legislation. If the packaging does not meet con­
sumers environmental requirements as well as other com­
petitors, the marketing concept indicates that the consumer 
will cease purchasing from that supplier, resulting in de­
creased demand and profitability. The power of legislation is 
evidenced by the current change in the paper manufacturing 
process in South Africa from chemical bleaching to oxygen 
bleaching, in order to meet projected legislative require­
ments in the E.U .. 

Thus the driving force in the consideration of environ­
mental aspects of packaging in South Africa is likely to be 
external to South Africa, and to occur through companies in· 
volved in export. 
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