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600.000 tons of waste paper each year in Austria 
(Austria Papier Recycling 2021)

Motivation: why circular packaging? 



Motivation: why circular packaging? 

(DHL White Paper 2022, PraxPack Studie 2020)

Online order /ICT: <<1% bis <10%

Transport packaging: 5% bis >30%

Warehouse and DC: 4% bis 15%

Main run transportation: 5% bis 20%

Last mile transportation: 10% bis 40%



Options for circular packaging are abundant…

…but their success is highly dependent
on consumers‘ acceptance



• Evaluate consumers’ perceptions on circular packaging for e-grocery deliveries

• Case study: Austrian deep-frozen bakery retailer

• Online survey among the customers of the deep-frozen bakery retailer (n=2,283 
respondents, survey period May 2022) + online surveys from Austrian pilot
project GreenPack (pilot test of reusable packaging, March-August 2022) 

Purpose & methodology

Retailers‘ current
single-use packaging
made of polystyrene

REUSE
Multiple use of packaging

RECYCLE
New insulation materials

made of waste

RENEW
Insulation materials made
of regenerative resources



Options for circular packaging are abundant…

…but their success is highly dependent
on consumers‘ acceptance



Case study: Circular packaging for Austrian deep-
frozen bakery retailer

Insulation made from
renewable/recycled
material:
• PET fibres
• Paper flakes
• Sheep wool
• Hemp
• Straw
• Recycled cottonReusable packaging

from hey circle



Consumers‘ general attitude in favor of circular 
packaging

Positive Attitude 
(56%)

Under Certain
Circumstances (23%)

Indifferent (2%) Negative Attitude (14%)

− „Very good
idea!“

− „Super“
− „Good

approach!“
− „Really

sustainable“
− „Yes, with 

deposit“

„Yes, if...“ :
− „it is not too expensive“
− „it is simple (no forms, 

good organized, a lot of 
return-points, long time 
windows)“

− „24/7 return“
− „pickup upon receipt of 

new package“
− „returning possibilities

at supermarkets“
− „CO2 neutral“

− „No idea“
− „I don‘t know“

double transport routes
- „What is sustainable about 

returning empty packaging??“
- „A double transport route is 

even more polluting “

too costly
- „The point of online shopping is 

that I can stay at home “

WHAT DO YOU THINK ABOUT REUSABLE/RETURNABLE PACKAGING FOR ONLINE ORDERS? 

(e.g., BAGS OR BOXES WHICH YOU SEND BACK AFTER RECEIVING THE GOODS?) 

[open question with answer field] 

In the (small) group of 
skeptics, there is 

uncertainty about the 
environmental effects

Sample n = 1017 consumers living in Austria (representative by age and gender), survey period May 2021
5% invalid responses



Consumers accept the framework conditions of
reusable packaging

VERY
UNIMPORTANT

VERY
IMPORTANT

18%

28%

29%

12%

7%
6%

75%
of customers find 

reusable packaging 
important

WHAT SIGNIFICANCE DOES REUSABLE PACKAGING 
HAVE FOR YOU IN THE DELIVERY OF ONLINE 
ORDERS? 

13%

30%

34%

55%

47%

33%

34%

30%

23%

20%

19%

11%

18%

18%

14%

6%

0% 20% 40% 60% 80% 100%

high rediness moderate readiness low readiness no readiness

WHAT IS YOUR READINESS FOR THE FOLLOWING ASPECTS IN CONNECTION 
WITH REUSABLE PACKAGING?

To receive my order in an already used 
packaging

To return the reusable packaging in the next 
post office

To bring the reusable packaging to a return 
station (5km radius)

To pay higher cost for reusable packaging

→ THE MAJORITY OF CUSTOMERS ACCEPT THE FRAMEWORK CONDITIONS OF 
REUSABLE PACKAGING

Sample n = 1017 consumers living in Austria (representative by age and gender), survey period May 2021



Sustainable packaging as important feature 
for customer satisfaction

less important; 7,11%

relatively 
important; 

29,67%
very important; 

60,95%

How important is the use of 
sustainable packaging within your delivery?

(n=2,283 customers of retailer)

How important are the following aspects 
within your delivery?

Delivery aspect Response „very important“

Delivery free of charge 81.11%

Possibility to choose time slot for delivery 70.37%

Sustainable packaging 60.95%

Quick/immediate delivery after order 18.09%

Sustainable delivery (e.g. electric delivery
vehicles)

18.04%

Delivery in the evening 11.45%

(n=2,283 customers of retailer)



Willingness to pay a deposit relatively high, willingness
to pay a fee is lower

WOULD YOU BE WILLING TO PAY A DEPOSIT (REFUNDABLE) OR A FEE (NON-

REFUNDABLE) FOR REUSABLE E-COMMERCE PACKAGING? 

IF YES, WHICH AMOUNT WOULD YOU BE WILLING TO PAY? *)

*) Online survey: n=264 consumers who received circular packaging in the pilot test.



Preferences for place of return

Nein; 15%

Nein; 61%

NEARBY RETURN LOCATIONS
PREFERRED *)

Mailboxes and supermarkets 
are attractive places to return 
empty packaging.

The urban population prefers 
self-service areas of the post 
office, the rural population 
the personal return to the 
post office delivery staff.

*) Online survey: n=264 consumers who received circular packaging in the pilot test.
Question: Which return locations would you prefer for returning the empty packaging?

60%

48%

44%

51%

50%

38%

31%

24%

12%

22%

22%

14%

13%

18%

18%

21%

13%

15%

15%

10%

10%

18%

24%

17%

6%

5%

9%

4%

7%

8%

10%

2%

2%

5%

7%

6%

8%

6%

10%

7%

12%

11%

16%

13%

11%

22%

SUPERMARKET

MAILBOX (24/7)

POST OFFICE

POSTAL SELF SERVICE AREA (24/7)

MAILMAN

STORE OF RETAIL COMPANY

POST PARTNER COMPANY

DRUGSTORE

3%

2%

PREFERRED NOT PREFERRED31 52 4 6



Preferences for place of return:
Low acceptance of alternative last mile delivery options for 
deep-frozen bakery retailer

(n=2,283 customers 
of retailer)



Preferences for place of return:
Low acceptance of alternative last mile delivery options for 
deep-frozen bakery retailer

Willingness to pay for alternative last mile
delivery options is very low

Highest willigness to pay for unsupervised home
delivery

Personal delivery to the consumer’s home or 
alternative address considered to be vital for 
deep-frozen bakery retailer

(n=2,283 customers 
of retailer)



• Introducing reusable packaging may generate an USP for the
retail company

• Adressing customers‘ need for sustainability (with sustainable
transport packaging, 94% of the respondents feel better when
shopping online)

• However, customers are very convenient!

• Customers are also sceptical: Create transparency and 
awareness for the „real“ environmental effects of circular
packaging

Conclusion: To introduce, or not to introduce
circular packaging?



1

Outlook / next steps

Reusable packaging
from hey circle

Life cycle analysis to validate ecological
benefit of circular packaging compared

to current polystyrene packaging

Lab tests to validate insulation
performance and reusability of

renewable/recycled insulation materials

Study customer perception to validate
customers‘ acceptance of the
developed circular packaging

2

3

Insulation made from
renewable/recycled material



Thank you for the
attention!
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