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 • People want to know the real story behind their food, and how that item made its way from the source to the store 
(Wholefoods Market’s Trends for 2018).

 • For millennials, sustainability is more important than convenience (Business Insider, A.T. Kearney Analysis).
 • 72% of millennials in the UK are willing to pay more for products from companies committed to positive social and 

environmental impact. When purchasing food products, 8 in 10 shoppers check the origin (Provenance).
 • Presented with two identical products, shoppers will typically go with the one that has a sustainable certification, or 

that somehow tells its backstory (Hartman Group Report).
 • Blue Planet 2, which had over 14 million viewers for the first episode alone, resulted in searches on ‘plastic 

recycling’ rising by 55% following the programme’s finale (The Marketing Blog, Hitwise).
 • Since the launch of Greenpeace’s End Ocean 

Plastics campaign, over half a million people 
have signed a petition calling on Coca-Cola to 
do something to address the issue of ocean 
plastics (Creative Review).

 • More than 21% of people said they would 
actively choose brands if they made their 
sustainability credentials clearer on their 
packaging and in their marketing (Unilever 
Report, 2017).

CONSUMER ATTITUDES & BEHAVIOUR

SUSTAINABLENON SUSTAINABLE
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https://media.wholefoodsmarket.com/news/whole-foods-market-reveals-top-food-trends-for-2018
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https://www.unilever.com/news/press-releases/2017/report-shows-a-third-of-consumers-prefer-sustainable-brands.html
https://www.unilever.com/news/press-releases/2017/report-shows-a-third-of-consumers-prefer-sustainable-brands.html


Plastic packaging hit the headlines in 2017. In particular the scale of the damage to our seas was highlighted in the BBC 
series Blue Planet 2. 
News and entertainment site Lad Bible also launched a campaign to have the mountain of waste in the Pacific recognised as 
an official nation (a move that would mean world leaders would have a duty to help clear it up).
The UK Government’s recently revealed 25 Year Environment Plan includes goals such as ‘zero avoidable plastic waste by 
2042’ and ‘significantly reducing and preventing marine plastic pollution’.
There’s no doubt that the use of plastic is a crucial conversation for food & drink brands, now more than ever. 
As a branding and design agency, we’re often involved in 
decisions on packaging for new products and are pleased to 
play a part in encouraging businesses to reconsider avoidable 
plastics. Recently, we’ve been working on a number of brands 
using Earthpouch by B&G. It’s 100% plastic free, recyclable and 
compostable, yet still high performing and affordable. We’re 
really excited about their high quality printing too - opening 
environmentally friendly options for so many brands. 
And it’s not just the Earthpouch. More and more options 
are becoming available. At Packaging Innovations 2018 in 
Birmingham over 100 new products were launched with 
sustainability at the top of the agenda, including Colpac’s 
Cookpack Hot Boxes and Compostable Ovenable Trays, 
Greenearth Food Packaging’s biodegradable wooden food trays, 
and James Cropper 3D Products’s Colourform - plastic-free 
packaging made from 100% renewable natural wood fibres.

PLASTIC & PACKAGING
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https://www.youtube.com/watch?v=FzXSsnFNAj0&feature=youtu.be
https://bandgproducts.com/products/earthpouch/
http://www.easyfairs.com/packaging-innovations-birmingham-2018/packaging-innovations-birmingham-2018/


‘There isn’t one sustainability strategy that 
applies across the board. Each package 
is different, and certain strategies will 
have more or less environmental benefit 
depending on the context of each particular 
supply chain. Also, you need to be careful 
that a positive change in one stage doesn’t 
unintentionally create a negative impact in 
another (for example, changing to a lighter 
material that reduces your product’s shelf 
life)....
...Yes, there are some complexities to 
looking at packaging from a holistic, life 
cycle perspective. But by expanding our 
outlook and considering all of the different 
stages in a package’s life cycle, we open 
ourselves up to many more creative 
opportunities to green our packages.’

Candace Hodder, Clean Agency

WHAT MAKES A PACKAGE SUSTAINABLE?
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http://cleanagency.com/what-makes-a-package-sustainable/


Whilst there isn’t a ‘one strategy fits all’ approach when it comes to 
sustainable packaging, the FDF (the Food & Drink Federation) and 
INCPEN (the Industry Council for research on Packaging and the 
Environment) have jointly prepared: 

‘Packaging for people, planet and profit - a 
sustainability checklist’. 

The checklist is designed to help companies choose and optimise 
their packaging systems in order to continuously improve the 
sustainability of their value chains - and we’d recommend that 
anyone in the food and drink business should review it if you 
haven’t already.

THE SUSTAINABILITY CHECKLIST 
FOR PACKAGING
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http://www.fdf.org.uk/publicgeneral/Packaging-checklist.pdf
http://www.fdf.org.uk/publicgeneral/Packaging-checklist.pdf


For packaging that’s falling in to the non-
recyclable waste category, companies 
like Terracycle are bringing innovative 
solutions, Eliminating the Idea of Waste® 
by recycling the “non-recyclable.” 
They partner with individual collectors 
as well as major consumer product 
companies, retailers and manufacturers 
across 20 different countries to help divert 
millions of pounds of waste from landfills 
and incinerators each month.
If you are interested in creating a 
collection and recycling programme for 
non-recyclable products or packaging, 
TerraCycle has a variety of platform 
options. Typically, Terracycle collects 
post-consumer waste from your key 
target consumers, solves for the waste, 
and then works with your brand to drive 
equity and value. 

RECYCLING THE NON-RECYCLABLE

Options like this are well worth considering for companies working 
with non-recyclable packaging like pouches and capsules, like Ella’s 
Kitchen. They’ve partnered with Terracycle to create EllaCycle, a free 
recycling programme for any brand of baby food pouches and Ella’s 
Kitchen’s snack wrappers. 
As recycling convenience and waste reduction becomes more and 
more prominent, we expect to see more innovative solutions like 
Terracycle appearing over the next 5 years. 
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https://www.terracycle.co.uk/en-GB
https://www.terracycle.co.uk/en-GB/brigades/the-ella-s-kitchen-brigade-r


Greenpeace claims that Coca-Cola produces around 
100 billion plastic bottles per year – making it one of 
the biggest producers of single-use plastic packaging 
in the world. Alongside Creative Agency, Lovers, they 
put together a “brand jamming” campaign to pressurise 
the company to rethink its recycling strategy. It worked. 
Coca-Cola has since announced an ambitious sustainable 
packaging goal called World Without Waste. For every 
bottle or can they sell, they aim to match those numbers 
in waste collection and recycling by 2030. 
Greenpeace Art & Editorial Co-ordinator Marcela Teran 
says the campaign has achieved Greenpeace’s objective 
of making Coca-Cola acknowledge their role in the issue: 
“there are still some things they need to improve – but 
they’re in conversations with us now which is what we 
wanted.”
Coke’s Senior Director of Environmental Policy Ben 
Jordan says, “The issue of packaging waste – and 
specifically marine debris – is more visible, and more of a 
threat to our planet, than ever. The world has a packaging 
problem, and we – like other companies – have a 
responsibility to help solve it....”

PRESSURE ON BIG  
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https://www.creativereview.co.uk/why-greenpeace-is-targeting-coke-through-its-end-ocean-plastics-campaign/?cmpid=crnews_4833439&utm_medium=email&utm_source=newsletter&utm_campaign=cr_news


It’s not just Coca-Cola that is recognising its environmental responsibilities. 
 
McDonald’s has announced that by 2015, 100% of their packaging will be sourced from renewable and recycled 
materials. They’ll also commit to recycling all guest packaging in their restaurants worldwide. 
 
Nestlé Pure Life, the world’s leading bottled water brand, aims to change the game with their new 100% recycled 
plastic 700ml water bottles. 
 
PepsiCo has announced its ambition to 
design 100% of its packaging to be recyclable, 
compostable or biodegradable, increase recycled 
materials in its plastic packaging, reduce 
packaging’s carbon impact, and in partnership 
with the PepsiCo Foundation, work to increase 
recycling rates by 2025. 
 
P&G has created a new shampoo bottle made from 
100% waste retrieved from the ocean or shoreline. 
Their hope is that by creating a circular economy, 
where waste is converted back into usable 
products, it will help to reduce the roughly eight 
million tons of plastic that have currently ended up 
in the world’s oceans.

BIG BRANDS MAKING CHANGES 
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Following the Government’s recent 25 Year Environment Plan, Theresa May 
has called on supermarkets to introduce plastic-free aisles and consider 
taxes and charges on single-use plastic items like food containers. 
Amsterdam is leading the way for the rest of the world, as they unveiled 
their ‘plastic-free aisle’ in supermarket chain, Ekoplaza (February 2018). A 
Plastic Planet campaign group worked with London studio, Made Thought, 
to launch the aisle and create a special plastic-free logo, which they hope 
will be replicated in stores across the globe.
Whilst all major UK supermarkets are making claims that they are working 
towards combating the ‘scourge’ of plastic, Greenpeace have suggested 
retailers should:

 • Eliminate all non-recyclable plastics from own brand products
 • Remove single-use plastic packaging for own brand products
 • Trial dispensers and refillable containers for own brand items like 
shampoos, house cleaning products, beverages

 • Push national brand suppliers to eliminate non-recyclable plastics and to 
stop using single use plastic packaging

 • Install free water fountains in-store and water re-fill stations
 • Support deposit return schemes in-store
 • Trial reusable packaging and product refills via home deliveries

WHAT ARE SUPERMARKETS DOING?
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http://www.thedieline.com/blog/2018/2/27/the-worlds-first-plastic-free-aisle


A widespread consumer distrust is placing pressure on 
manufacturers to offer complete transparency and disclosures 
about how, where, when and by whom food and drink products are 
harvested and made. 
Keith Weed, Unilever’s Chief Marketing and Communications 
Officer says: “Sustainability isn’t a nice-to-have for businesses. 
In fact, it has become an imperative…[brands] must act quickly 
to prove their social and environmental credentials and show 
consumers they can be trusted with the future of the planet and 
communities”. 
As a design agency specialising in food and drink brands, we’re 
increasingly involved with finding effective ways to communicate 
commitments to sustainability and environmentalism through 
brands’ logos, messaging and packaging design.
Recyclable packaging is a particularly prevelant conversation 
we’re having with clients. Kingdom & Sparrow’s Brand Director, 
Sophie Cowles, says “Messaging shouldn’t stop with a recycle 
logo. Consumers are becoming aware that having a recycle logo 
on packaging doesn’t necessarily mean you can put it out with your 
other recycling. 
Help consumers understand your stance on sustainability and 
what they can do with your packaging. Tell them if it’s compostable 
or plastic free or widely recycled. If it isn’t, be honest. Tell them 
it’s only recyclable in certain places but you’re working on it. Give 
suggestions for reuse. Tell them you support a campaign.”

MESSAGES IN BRANDING & PACKAGING 
“More than 21% of people 
said they would actively 
choose brands if they 
made their sustainability 
credentials clearer on their 
packaging and in their 
marketing.”
- Unilever report, 2017
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COMMUNICATING SUSTAINABILITY WITH DESIGN 
The Cornish Seaweed Company are a good example of a brand that we have worked with on bringing sustainable messages 
into their packaging design. We used a combination of written messages, bespoke graphic symbols and hand-painted 
elements to communicate the sustainable nature of the brand – from the natural, organic product and sustainable sourcing, 
through to their choice of plastic-free biodegradable packaging (the Earthpouch).

sea  salad
Seaweed Flakes

perfect with salads, vegetables, omelettes and soups
ORGAN I C

30g

Earth Pouches v3.indd   15 09/04/2018   16:40

NATURALLY, THIS POUCH IS
R ecyc lab l e  +  b i o d e gradab l e  +  c ompostab l e

680kJ 8%
163kcal 8%

2g 3%

18g 7%

32g
18g 37%

7g

5866µg
26µg

3911%
1024%
119%

0.5g 2%

0.5g 1%

We are a small team of passionate seaweeders 
providing sustainably hand-harvested organic 
sea veggies. Come rain or shine our seaweeds 
are either freedived or handpicked from our 
rugged Atlantic coasts; now that’s dedication!

sea 
salad
Seaweed Flakes

ORGAN I C Arguably the most versatile intro 
to seaweed, our Organic Sea 
Salad is a vibrant mix of dulse, 
nori and sea greens. Fab to 
add flavour, colour and a hearty 
health kick to any dish.  
Super delicious, so let the 
adventure begin! 

2 tomatoes chopped 
1 heaped tsp organic sea salad  
Handful green leaves/spinach  
Black olives chopped  
Feta cheese chopped  
½ red onion chopped  
½ raw beetroot grated  
½ lemon juiced  
1 tbsp olive oil  
Toasted seeds optional  

Try our  
Seaweed salad

for more recipes  
& products visit:

www.cornishseaweed.co.ukwhy not try?
1. Toss a tsp of flakes in with potato, pasta or 

summery salads.
2. Sprinkle into soups.

3. Add a tsp to omelettes, frittatas or scrambled eggs.
4. Mix into steaming  pasta or rice dishes.

Sea Salad is naturally rich in iodine. 
Excess intake may affect thyroid function. 
Maximum recommended daily intake 5g. 
This package may contain traces of sand, 
shellfish or crustaceans.

Source of Vitamin B12

Store cool, dark and dry.

Super simple for  
the busy foodie...

Toss all ingredients in a bowl 
and sprinkle with feta and 
seeds. Try adding couscous, 
rice, potatoes or pasta for a 
heartier bite. Enjoy!

GB-ORG-05
UK AGRICULTURE

Recycle  
with paper

Harvested, dried and packaged in Cornwall. From time to time 
we may add some Organic hand-harvested Irish Dulse if we are 
running low on stocks ourselves.
Cornish Seaweed Co., Gweek, TR12 6UD, Cornwall, UK

100g RI*
Energy
Energy
Fat

Fibre
Protein
Salt
Vitamin B12
Iodine

Carbohydrates

of which  
- saturates

of which  
- sugars

* Reference intake of an average 
adult (8400kJ/2000kCal)

tear here

Earth Pouches v3.indd   16 09/04/2018   16:40

Plastic-free messaging 
emphasising how the customer 
is helping the environment when 
purchasing their product.

Recycling, biodegradable and 
compostable messaging.

Story and imagery focused on the 
sustainable sourcing.

Symbol and explanation of how to 
recycle the product.

Bespoke illustrated graphics to 
communicate the way the product 
is sustainably sourced.

Hand-painted elements and 
natural colours connect the pure, 
natural product with the packaging.
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FDF and INCPEN say ‘Looking at packaging in isolation ignores the 
‘big picture’ requirements of sustainability.  We need to look beyond 
narrow considerations such as packaging waste and recycling 
to consider all of the aspects including product wastage, water 
consumption, energy use and transport impacts. 
 
Design-for-recycling is one consideration but design-for-maximum 
lorry loads, design-for-efficient stacking in depots, design-for-fast 
filling speeds, design-for-efficient use and many other practical, 
functional requirements are equally, if not more, important.  
 
All of these considerations have environmental implications: fewer 
lorries on the road means less congestion, fewer particulates, and 
better health; smaller or fewer depots use less land; faster filling 
speeds require less energy.’

BEYOND PACKAGING
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http://www.fdf.org.uk/publicgeneral/Packaging-checklist.pdf


FROM FARM TO FORK 

?

Food and farming is a key focus in the government’s new industrial 
strategy report, with a clear commitment to invest heavily in 
sustainable agriculture (published on 27 November 2017). The 
report reveals details of a new programme called Transforming food 
production: from farm to fork, which will “put the UK at the forefront 
of advanced sustainable agriculture”. 
 
The world will need 60% more food by 2050 to feed nine billion 
people, while demand for water is expected to increase by 20% in the 
agriculture sector alone.  
 
“For this to be possible, the way we produce our food needs to be 
significantly more efficient and sustainable,” says the report. “By 
using precision technologies we can make that a reality: transform 
food production whilst reducing emissions, pollution, waste and soil 
erosion.
 
“By putting the UK at the forefront of this global revolution in farming, 
we will deliver benefits to farmers, the environment and consumers 
whilst driving growth, jobs and exports.”
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http://www.fwi.co.uk/business/uk-must-grow-more-food-sustainable-says-government-plan.htm
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As more and more consumers want to know the origin of the 
products and ingredients they’re purchasing, innovative apps like 
Provenance are paving the way.  
 
Their software enables retailers and producers to open product data 
on their mobile, track the journey of goods and empower customers 
with access to knowledge. 
 
They claim that giving customers this transparency on your 
businesses impact on the environment and society increase 
brand trust. Connect with new market segments by driving tech-
powered experience and brand interaction, and ultimately grow your 
business.  
 
Their vision is that one day every product, whether a bottle of wine or 
a pair of jeans, will come with Provenance: accessible, trustworthy 
information about origin, journey and impact. 

PROVENANCE &  
TECHNOLOGY
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http://www.provenance.org


These are some of most pioneering restaurants making big steps towards 
working sustainably and ethically, according to Olive Magazine. From 
solar energy use and composting systems, to local sourcing and waste-
minimal cooking, these restaurants have ‘eco-friendly’ at the core of what 
they stand for. 

Restaurant Sat Bains, Nottingham
Gamba, Glasgow
Poco, London and Bristol
The Gallery, Barry, Wales
Yeo Valley Canteen, Somerset
The Gallivant, Camber, East Sussex
Battlesteads, Northumberland
Captain’s Galley, Scotland
Café ODE, Devon
Truscott Arms, London
Arbor Restaurant, Bournemouth

TOP SUSTAINABLE RESTAURANTS 
IN THE UK 
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https://www.olivemagazine.com/travel/uk/best-sustainable-restaurants-in-the-uk/
http://restaurantsatbains.com/
http://gamba.co.uk/
http://pocotapasbar.com/
http://the-gallery-restaurant.co.uk/
http://yeovalleyvenues.co.uk/ 
http://thegallivant.co.uk/
https://www.battlesteads.com/
http://www.captainsgalley.co.uk/
http://www.odetruefood.com/
http://www.thetruscottarms.com/
http://www.arbor-restaurant.co.uk/


Studies in recent years have shown that 
consumers prefer to buy from companies 
that blend social purpose with corporate 
mission, but it’s not always easy to tell 
which companies are legit. “One of the 
big problems we have is consumer trust,” 
says Phil Tepfer, founder and CEO of 
Boston-based Kenai Sports, who sees B 
Corp certification as a way to mollify these 
concerns. “Sustainability is the driving 
force of our business,” he says. “This is 
verification that we’re doing what we say 
we’re doing and not trying to the pull the 
wool over anyone’s eyes.”
‘Certified B Corporations are leading a 
global movement to redefine success in 
business. By voluntarily meeting higher 
standards of transparency, accountability, 
and performance, Certified B Corps are 
distinguishing themselves in a cluttered 
marketplace by offering a positive vision of 
a better way to do business.
As a result of our collective success, 
individuals and communities will enjoy 
greater economic opportunity, society 

will address its most challenging 
environmental problems, and more people 
will find fulfillment by bringing their whole 
selves to work.’ (bcorporation.uk)
Over 1000 socially and environmentally 
conscious businesses have joined since 
2007, including big names like Ben & 
Jerry’s, Patagonia and Etsy. 
To get certified, a business must score 80 
out of 200 possible points in a 150-question 
online survey. Companies are rated 
on everything from energy efficiency 
to employee programs to corporate 
transparency. If you’re not sure if you’ll 
qualify, you can take their free impact 
assessment.
Certification is available to companies with 
at least 6 months of revenue and costs 
£250 to £50,000+ annually, depending on 
company size; reassessment is required 
every two years.

BECOME A B CORP
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https://www.bcorporation.net/become-a-b-corp/not-sure
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For more information contact us:
thechaps@kingdomandsparrow.co.uk

+44 (0)1326 744776
51b Church Street,  
Falmouth, Cornwall 
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