
Packaging creates. Packaging sells product.

For five weeks ART 471 students reviewed, discussed and brainstormed social, 
environmental and economic issues related to waste created by product packaging. 
Key concepts discussed included, de-materialization (dependency on the material 
when what you really need is the service), the true cost of a product versus 
perceived wants and needs, our throw-away culture and the process of 
understanding how choices or actions influence one another within a whole.

Waste Not is a white paper of proposed solutions to this conundrum.
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How Green Is Green
The Insane Green Posse: Ryan Sonderegger, Jaime Oelrich, Dustin Norton

This proposal asks designers to question their choice of color, specifically ink colors when designing 
packaging. They discovered that green is not necessarily the most environmentally friendly color and 
they propose the development of a new system of swatch books that would identify toxins in inks.

Waste Created by Fear of Product Theft
The What: Nate Garvison, Amanda Mansur, Angelica Mendoza

A close look at the volume of package verses actual size of product for electronic items. 
This team reviews the product cycles from manufacturing to distribution to retail to consumer and 
they offer an alternative process for purchasing product that eliminates the need for oversized, plastic 
shells and ultimately reduces the potential for theft.

Glass Kicks Ass
The Alternative: Micah Fuller, Shannon Crutchfield, MinJi Pak

The amount of waste created by the soft drink industry due to plastic bottles is overwhelming. 
Yes, plastic bottles can be down-cycled into new products, like fabric, carpet and synthetic wood 
but they argue that the amount of energy used to down-cycle a product reproduced from petroleum 
does not outweigh the environmental and social cost. 

Bottom Up
The Green Girls: Abbie Kirkpatrick, Kristina Morris, Jordan Lessler

This team has determined that waste begins by the lack of communication. More cross pollination of 
ideas and process needs to happen between the top of the line (CEOs, Investors, Managers), the middle 
(Product Designers, Buyers, Manufacturers, Distributers) the bottom (retailers) and even consumers. 
They borrow the idea of “social networking” to open up the lines of communication.

Innovation and Responsible Packaging
TNT: Thomas Hughes, Michael Eaton, Marilyn Quintero

What are you really paying for when you purchase a beautiful box of chocolates? Companies see 
excess waste (heavy boxes, ribbons, trays) as a sign of luxury. This team literally took apart the 
chocolate industries definition of expectation and fulfillment!

True Cost Label: Reducing Packaging Waste Through Reduced Consumption
Elizabeth Harmon

In this proposal the designer suggests that the problem is not just over-packaging but our own 
desire to consume too much. If consumers were educated about their choices with regard to the 
“true cost” to the environment and humanity they may make more sustainable purchases.
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THE TOXIC INK PROBLEM
When it comes to green design we as designers 
sometimes have limitations in forms of packaging 
sizes, mediums, etc. Many of the product regula-
tions are unchangable and a designer must work 
around them. But there is one thing that a designer 
has control over that is very important to help keep 
things green. The colors and types of ink they use in 
their design.
The inks used for printing everything from packag-
ing to clothing can have toxic ingredients in them.
These inks are cleaned from the presses and can go 
into the environment creating toxic waste. They can 
also form toxic sludge from a process called deink-
ing during incineration.

HOW GREEN
IS GREEN?

WHO WE NEED TO REACH
This proposal is meant to inform designers particu-
larly those in package design of how their ink and 
color choices can have more of an impact than they 
realize. Though the final decision may not be up to 
them, it is they who work with both the client and 
the printer in some way.
Though the designer makes the choice of what type 
of ink to use, the print employees may be more 
directly effected, so they must be informed of the 
toxicity of the inks they work with as well. Most 
employees probably know that ink is toxic to some 
degree but may not know how dangerous it can 
eventually be to them, or that there is a way to make 
it less dangerous to them.

SHIFT PROPOSAL
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INKS THAT EXCEED THE REGULATED 
AMOUNT OF BARIUM

INKS THAT EXCEED THE REGULATED 
AMOUNT OF COPPER

REGULATED METALS
Cadmium, Arsenic, Mercury, Antimony, Lead, and 
Selenium are the regulated metals that can be found in 
inks. They are abreviated as CAMALs.
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WHO IT AFFECTS
Exposure to Barium is toxic to humans 
such as those working in printing presses. 
Barium can effect the heart and liver. 
Zinc and copper can be detrimental to the 
environment especially aquatic life.  Many 
colors contain these heavy metals but 
some contain more than others. 

BARIUM COPPER



PANTONE HEAVY METAL GO TO GUIDES 
The Pantone go guide is a helpful booklet and used 
by all print designers to help them choose which 
colors to use when creating a design for print. This 
booklet takes into consideration all the necessary 
information about the colors it shows except their 
toxicity levels. What if there were a guide just like 
the Pantone book which ordered the colors by their 
toxicity and heavy metal values?
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Printer ink cartridge packaging at Costco

THE CONUNDRUM
Americans overuse. It is an epidemic. But what if we could reduce one part of that 

cycle? Maybe more companies could and would use less. What about instead of 
relying on recycling alone, we turn to reusability and reduction as a means of product 

design and efficiency. But the smaller things get the more apt people are to steal 
them, especially the smaller electronics which can cost a lot while having the smallest 

amount of shelf space.

Retailers sometimes put many of those commonly stolen items behind lock and key. 
The problem with that solution is that it is time consuming and often requires more 
employees to be hired. It is time consuming because the employee must leave their 
post at the register and go unlock the case to retrieve the desired item. It may also 
require a dedicated employee or more to be in charge of the case if there is a lot of 
merchandise that is put away this way.



Above are diagrams showing the volume of packaging versus how much the product 
takes up in it. The white line represents how big the packaging could and should be. 
Large packaging not only increases the amount of raw materials used in product 
manufacture, it also decreases the amount that can be shipped at once. Using less in 
packaging not only uses less to make it, it also reduces the reliance on fuel to ship the 
same amount of items in multiple loads and reduces the amount of waste that ends up 
being sent to landfills.

The most common solution is on the manufacturing and designing end. The solution 
now is to make electronics packaging overly large and bulky. This is unnecessary 

and wasteful. It is more impactful in the long run because of waste produced by it. 
The majority of packaging isn’t easily recyclable and ends up being sent to landfills 

because of it. It’s a cycle that can be avoided but it has to start with the manufacture 
and design of packaging so that the retailers can come up with creative solutions to 

combat theft.
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In a normal packaging process the product begins in developmental stages with the 
investors. These individuals determine what current demands are on the market and 

what products can be produced and sold to satisfy the demand and make a profit. These 
companies can also create demand for a product and they decide how a product is 

produced to get maximum profit. 

These demands and created demands are turned into orders.
These orders are then sent to the promoters and designers who determine what it the 

product will look like, what it’s packaging looks like, how it’s made, and the marketing 
strategies behind promoting the product. 

These ideas are then sent to the manufacturers who create the product and the packaging it 
goes in. Manufacturers use resources that the investors include in their cost evaluations. The 
new packages are then put in storage where they are packed and kept ready for transport. 
Suppliers and transporters get the new product from storage and deliver them to the retail 
store where they are to be sold.

There a product is bought by the consumer, used, and becomes part of the community in 
a way that, if it is a valuable product, creates demand for more product on the retailer. 
Consumers will want more of the product, or an increasing amount of consumers will want 
the product and go to stores to get it. Retailers will notice which product is in high demand 
which investors will look at and invest in more.
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When you look at these two interrelated cycles in the context of this project the retailers are the 
most important step in the entire process for two reasons. First, because this is the place 

where consumers interact with the product and accompanying packaging. It’s where they go to 
buy items that they then go home to use and interact with. In essence, the retailers 

are the handoff point where product switches from the “producer cycle” to the 
“consumer cycle.” Secondly, this is the place where product gets stolen.
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Theft directly correlates to the over-packaging of products simply 
because larger products are not as easily stolen. In this new cycle 
retailers have small, expensive items stolen which makes the investors 
direct the designers to design bigger and more wasteful packaging in an 
attempt to decrease theft and save profit. 

These new designs are sent to the manufacturers who, then, have to 
use more materials and generate more waste and power for larger 
packaging for the same product. In storage this bigger product takes 
up more room and consequently costs more money to store. In the same 
way transportation becomes more expensive and more fuel is used to get 
the same number of products to the retailer.

Retailers now have bigger products that are less likely to get stolen, 
and some products have more real-estate for promotions and attention 

grabbing designs. However this doesn’t completely resolve theft and this 
bigger product has a different experience in the “consumer cycle.”  

Over-packaged products are bought just the same as normal sized 
products, but there are many cases of products so heavily packaged to 

prevent theft that buyers have a very hard time getting their product out 
of the packaging. This waste is then left to the buyer to dispose of or 

recycle which can then lead to unrecycled waste in landfills or just more 
waste to be recycled properly, which also requires additional energy. 



A SOLUTION
The one possible solution that works in reducing wasteful packaging due to theft or 

preventing theft is to replace wasteful plastic packaging with a re-useable hard plastic 
casing. This case would be put on in the retail stores before putting the product on 

display and taken off at the register when it’s being bought. This is already becoming 
implemented in various amounts of packaging targeted for electronic goods.

This is a model that would benefit on a larger scale as it reduces the amount of 
excessive packaging that is current among the traditional packaging of paper and 
cardboard materials. The hard plastic cases are ideal as it can be reused, thus 
providing a sustainable method of packaging products. 

Front View Top View Opening of Product
via the Side View 

Product
Hard Plastic
Packaging



RETAILERS
Our idea of a hard case, transparent plastic packaging has a useful purpose for retailers as the items can be 
easily categorized onto their shelf space, and given the size of the item; it can create more room for more of 

those items to be placed onto the shelves, thus providing a practical method of displaying the products that they 
carry. The hard plastic casings for the items are effective because it can provide the security that retailers are 

looking for their products to prevent the tampering of items. It is adaptable for retailers because they would not 
have to worry about irregular-shaped items on their shelves and the items will fit equally on the shelves.

CONSUMERS
The new method of packaging will be useful as the consumer will be able to tell quickly what the product is, 

and they would not have to second guess themselves on the contents of the package. It serves the practically of 
diminishing the product becoming tamper or stolen, as the casing would encase the product completely and will 

be larger than the product itself. The packaging will also as provide efficient padding for item so that it does 
not get damaged or broken.

DESIGNERS
For designers, the hard plastic case will not give way to shelf space, or for the designer to implement the type 

of design they would like to create. The designer would have to keep in mind the physical properties of the 
container. Some of issues that designers could face are the ways in the design would be viewed, such as how 

the transparency would affect the overall design and how the casing would modify the design decisions that 
designers would make.

MANUFACTURERS
For Manufacturers, instead of having an infinite number of traditional packaging materials such as tissue, 
cardboard, and miscellaneous lining, the hard plastic case will use less materials and overall resources to 
manufacture. The method of implementing this type of packaging on a large scale would be feasible and 

adaptable to the manufacturer as this method is already being done on a small scale, most noticeably with 
many electronic products. Like the designers, the manufacturers would also have to take in the consideration 

how their product would co-exist within the new hard plastic casing.

FILTERS
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Resources:
photos product research from Office Depot and Costco

http://www.packagingpro.com/blog.html
http://www.packworld.com/article-17605
http://ivythesis.typepad.com/term_paper_topics/2009/10/role-of-packaging-in-strategic-marketing.html

Interviews:
We asked employees how their stores handle internal and customer theft and what how the packaging or use of 
overpackaging helped to deter or promote theft. 

GameStop:

Empty Packaging used on the floor, Actual products stored behind a counter or a back room, consumers donít 
get the actual products until they have paid for it.

Employee Theft Policy; Check bags before leaving, either by management or employee

IKEA:

Employees would wear regular clothes and walk around among the crowd, have security cameras, employees 
are not allowed to have anything with them on the floor.

COSTCO:

Employees are watched closely and their bags are checked on their way out of the building.
There is an employee hired to pose as a shopper and watch for theft in-store.
Certain packages are in thick plastic to indicate there are security sensors but they are just empty plastic.
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Beverage consumption in the United States 
contributes to a massive amount of 
packaging waste. Over 42 billion beverage 
cans and bottles have been landlled, 
littered, or incinerated already this year.

The Problem

Even with recycling e�orts, plastic and glass 
bottles end up in dumps at an alarming rate. 
This means the energy and materials used in 
their manufacturing are essentially wasted.
Recycling only helps so much, and we need 
to shift the focus to reuse, and making it 
easier to reuse beverage bottles.  
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Plastic Bottle Life Cycle

land�ll

burned

There are 3 possible outcomes each time a plastic 
bottle is used: It can be thrown away and sent to 
a land�ll, incinerated or recycled. If the bottle is 
thrown away then it is either incinerated and its 
materials are wasted or it is sent to a land�ll where 
they are very di�cult to recover.
If the bottle is recycled then it may be recycled back 
into a bottle if it is uncontaminated, downcycled 
into a product of inferior quality such as plastic 
lumber, or incinerated if it is too contaminated by 
foreign materials. Plastic bottles can usually only be 
recycled a few times before being downcycled due to 
contamination, where the quality continues to degrade 
as it is recycled additional times. The �nal outcome is 
that the plastic will either be converted into Diesel Fuel, 
or more likely, sent to the land�ll or incinerated.



(3)
Michah Fuller
Shannon Crutchfield
Minji Pak

Glass Bottle Life Cycle

land�ll

used

There are 3 possible outcomes each time the 
bottle is used: It can be thrown away and sent 
to a land�ll, Recycled or Re�lled. If the bottle is 
sent to a land�ll then its materials are wasted, 
or at least very di�cult to recover. If the bottle 
is recycled then it can continue to be recycled 
inde�nitely as long as the glass does not become 
contaminated. If the glass becomes 
contaminated then it is downcycled to another 
glass product of lesser quality, such as �berglass 
insulation. These downcycled products can also 
be recycled, but it is more di�cult and eventually 
the glass becomes too impure and is sent to a 
land�ll. 
If the bottle is re�lled, then it can be washed and 
reused dozens of times before  needing to be 
recycled.
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1.73 lb AM
1.17 gal W
0.40 lb CO2

4.68 lb AM
25.48 gal W
2.70 lb CO2

1 Glass bottle, reused 20 times

20 Plastic bottles, each recycled once =

=

RECYCLED

DOWNGRADED

NEW
MATERIALS

NEW
MATERIALS

# OF USES :

Abiotic Materials :
Water :

CO2 Emmited :

If each bottle is used only once before being discarded
or recycled, plastic appears to have an advantage. 
However, a single glass bottle can be re-used dozens 
of times before needing to be recycled compared to a 
single use plastic bottle. The more times a glass bottle 
is reused, the more e�cient it becomes.

Glass Plastic

790 g
4446 g

186 g

194 g
8772 g

112 g

1 10 20
AM :

W :
CO2 :

790
4,446

186

790
4,446

186

790
4,446

186

194
8,772
112

1,065
48,245
614

2,130
96,490
1,229

g
g
g
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Other Facts

During the 1960s, the concurrence of two important 
trends in the U.S. soft-drink industry accelerated the decline 
of re�llable bottles. One trend was the consolidation of 
the bottling industry, and the other was the rise of 
one-way containers.

1960= 4519 bottling plants in the US
1997= 347 bottling plants in the US 

In 1947, 100% of soft drinks came in re�llable containers, 
in 2000 under 1% came in re�llable containers.

Taken from http://www.grrn.org/beverage/re�llables/USre�ll.html 

Taken from Packaging Digest Pack Expo Article

Denmark has outlawed the use of plastic in soda or beer 
containers since 1979, and as of 1981 all manufacturers are 
required to use re�llable bottles. Approx. 99% of all bottles 
are returned, sometimes up to 30 times before being recycled.

“Sustainability related technologies continue to emerge as a 
trend across all aspects of the packaging and processing 
supply chain. From new bio-based materials to energy 
e�cient power systems, sustainability is a priority for 
consumer goods companies.”
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Taken from the Reusable Packaging Association’s homepage

Taken from www.cafre.ac.uk

Taken from www.nydailynews.com

Taken from http://www.physorg.com/news156506896.html 

“Choosing reusables is an investment in e�ciency, cost bene�ts, 
environmental responsibility, and ergonomic improvement. It is an 

investment in the future.”

With increased scrutiny on packaging, food businesses are 
continually looking for ways to minimize costs and reduce 

environmental impact while still maintaining the safety and 
integrity of food.”

“Traditional plastic bottles are made from the petroleum-derived 
polyethylene terephthalate (PET). Plastic bottles are not only an 

eco-hazard for their use of petroleum, a nonrenewable resource, but 
for the exorbitant amount of energy it takes to make them; the 
Paci�c Institute reported in 2006 that the production of plastic 

bottles to meet U.S. beverage consumption required more than 
17 million barrels of oil, the Wall Street Journal reported.”

Even though using recycled materials could lead to some energy 
savings, almost all plastic bottles for water are currently made 

from virgin PET.

Taken from http://www.container-recycling.org/assets/pdfs/
reports/2009-SingleStream.pdf

Taken from www.bevindustry.com Oct 2006

“Secondary glass marketability is primarily dependent on two 
things: proximity to a bene�ciator, and the bene�ciator’s particular 
quality speci�cations. In many cases, broken mixed glass from single 
stream systems is too contaminated to e�ciently bene�ciate. This 
breakage forces MRFs to sell the mixed broken glass for low-end 
uses, such as road base and land�ll cover. Even when a single 
stream system applies best practices, container glass recycling is 
still costly and extremely challenging because of breakage and 
contamination.”

“Sustainable packaging is important to the health and safety of 
people and the planet. Producing packaging from sustainable 
materials – such as those used to manufacture glass – minimizes a 
host of environmental problems from emissions during 
manufacturing to land�ll waste.” – Kevin Stevens
Made from sand, soda ash and limestone, glass is considered to be 
“cradle-to-cradle” packaging because it can be recycled in�nitely 
and remade into bottles, jars or containers as pure as the original. “
Using recycled glass in the manufacturing process minimizes any 
environmental impacts in terms of emissions, energy and virgin 
raw material consumption.” – Kevin Stevens
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Taken from http://zerowastehome.blogspot.com/2010/01
/zero-waste-grocery-shopping.html

Taken from http://www.wasteonline.org.uk/resources/
InformationSheets/Glass.htm 

Glass can be recycled inde�nitely as part of a simple but hugely 
bene�cial process, as its structure does not deteriorate when 

reprocessed. In the case of bottles and jars, up to 80% of the total 
mixture can be made from reclaimed scrap glass, called "cullet". 

Cullet from a factory has a known composition and is recognised as 
domestic cullet. From bottle banks it is known as foreign and its 

actual properties will not be known.
If recycled glass is used to make new bottles and jars, the energy 

needed in the furnace is greatly reduced. After accounting for the 
transport and processing needed, 315kg of CO2 is saved per tonne of 

glass melted.
Recycling reduces the demand for raw materials.  There is no shortage 

of the materials used, but they do have to be quarried from our 
landscape, so from this point of view, there are environmental 

advantages to recovering and recycling glass. For every tonne of 
recycled glass used, 1.2 tonnes of raw materials are preserved.

Returning bottles to the retailer and receiving the deposit in return 
used to be common practice. However as manufacturing plants 

became larger and decreased in number, bottles had to be carried 
further for re�lling. This removed much of the �nancial and 

-buy milk that comes in a glass jar. I get mine from Whole foods. 
With a recyclable cap and ring, the bottle can be returned to the store 
and then to the producer for reuse. If you buy Straus from your dairy 
aisle, you'll be charged a $1.50 deposit on your grocery bill. When 
you’re �nished, you rinse the bottle, take it back to your store 
(or any Straus vendor)'s customer service for a store credit slip.

environmental advantages associated with returnable bottles. 
In addition to this, consumer preference turned to the convenience 
of non-returnable bottles. Milk bottles are one of the few types of 
glass packaging still reused (an average of 12 times). Despite the 
extra weight required to withstand wear and tear and the costs of 
cleaning, returning bottles can still be the best option when they are 
recovered and re�lled locally. There is also the option of reusing 
bottles and jars as storage containers for home made wine, beer 
or jam.
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What Can and Should Be Done?

Lobby at the State Level
Get your community involved and talk to your
representatives about this issue.

Lobby at the Federal Level
Ban the use of plastic in soft drink containers and
require all manufacturers to use re�llable bottles.

Petition the Companies
Write to companies and let them know you
want a reusable bottle!
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Have Grocery Store Sell
Beverages in Bulk
Some grocery stores aim to sell beverages without 
packaging, by means of a self serve system. The 
consumer can bring and re�ll their own glass bottle - 
thus eliminating wasteful packaging and its 
associated costs and unnecessary disposal.
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With increased bottle deposits, the reusable
glass bottles get returned and re�lled.

Reuse System
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Choosing reusable glass bottles is an investment 
in e�ciency, cost bene
ts, and environmental 
responsibility. It is an investment in the future.

As designers, we can get people to take action by informing 
the public of these options. We can design quality reusable 
glass bottled beverages that add value to a brand and make 
customers love the product even more. 



A Shift Proposal By Jordan Lessler, Kristina Morris and Abbie Kirkpatrick



Conundrum
Designers in the last decade have become increasingly aware that much 

of the packaging we help create is also producing excess waste. It is our 

job to be forward thinking and progressive. The CEOs, Investors, Product 

Designers and those on the production line, distributing, retail and anyone 

else whose hands touch the product are responsible for the waste that is 

created (indavertently or conciously). 

As we see it the lack of communication between the top of the line 

(CEOs, Investors, Managers), the middle (Product Designers, Buyers, 

Manufacturers, Distributers) the bottom (retailers) and even consumers is a 

key point for excess.

With hardly any communication and rarely any ground experience most 

big corporate bosses, product designers or investors (who are calling the 

shots) do not understand that a package might look fantastic but waste 

much or be inefficient. How can the head stand if it does not listen to the 

pain from its legs? There rarely is anyone who asks the right questions 

(such as is this plastic recyclable?) or seeks out answers that might lead 

to wise decisions and save waste from occuring. If communication could 

be opened for the bottom and end sectors then perhaps some wonderful 

knowledge could be gleaned and smart change from the experienced 

could float to the surface.

Who it affects
The consumer, the bottom line, the grunts. Anyone who has to deal with 

the ineffiecency and oversight from the top. It even inevitably effects the 

CEOs and Investors because their profits come from the outcomes of these 

sources.

Who it informs
We are looking to make an impact with those who can make change; CEOS, 

Managers, Investors, Product Designers and anyone else who makes the 

critical decisions and may not have any understanding of the production 

of their product. The wonderful thing is that it will cost them nothing but a 

look into their own companies. But the benefits are two—fold as this project 

would engage people from all levels of the company in a open forum. This 

allows people freedom to express their honest opinions and potentially 

allow for package reformation through creating an interest in smart 

packaging.

Team: Jordan Lessler | Kristina Morris | Abbie Kirkpatrick | Contact:  Abbie - Skwidfan@hotmail.com
Instructor: Chris North @ North@pdx.edu | Graphic Design Seminar | Portland State University

Shift Proposal: Bottom Up

“Lack of Communication  
Creates Waste.”

=



Team:  Jordan Lessler | Kristina Morris | Abbie Kirkpatrick |Graphic Design Seminar | Portland State University Shift Proposal: Bottom Up

Bottom Up Branding

Brand

The Bottom-Up mark resembles a speech bubble. It encourages the idea that 

communication from the bottom up creates an efficient, and healthy atmosphere.



Incentive Website

Through a corporate and internal website that would be accesible by employees at the job 

and possibly from home. Basically the website would be a company think tank with ideas 

submitted by employees about packaging and waste prevention associate with it. 

The company would be responsible for what level of incentives they would give employees 

whose ideas were picked up and used. Rewards could range in a small party for their 

workcenter, giftcards, small amounts of cash, special discounts to events or with company 

products. Additionally it would offer free advertising for companies who had already 

participated successfully and were using employee concepts and ideas in creating 

conservative and beautiful packaging. (concept attached)
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Video/Storyboard | Concepts & Deliverables

I have an idea! 
I’ll ask the people
who see the 
products everyday!
The workers!

Hey! I need YOUR ideas.
What are ways we can
lessen packaging?



Video/Storyboard

Interviews from all levels of the field would be put together in a documentary style piece. 

The critical thought with this is that the same questions would be asked to everyone from 

the Bottom Up to find out the understanding held by each level. This video would be an 

accesible piece for the public, corporations and workers within them. This storyboard here 

is converying the emotional feel we would like to accomplish. (Flip through to see it)

Team:  Jordan Lessler | Kristina Morris | Abbie Kirkpatrick |Graphic Design Seminar | Portland State University Shift Proposal: Bottom Up

Concepts & Deliverables

Ah, another work day gone 
by but we still can’t �gure
out how to cut costs and 

be more sustainable.

Who would know?
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Concepts & DeliverablesVideo/Storyboard |

Great
Ideas! 

Really?!

well... The boxes back

there are twice as

big as we need 
Yeah, we could order

smaller boxes.

Wow! I learned so many great 

tactics to minimizing package

 waste! What a GREAT idea!
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Concept Research

Detailed Diagram

This piece is an early action of system research we did to analyze how each of the 

processes connected and why our problem affected different components.

?
Conundrum 

Designers in the last decade have 
become increasingly aware that much of 
the packaging we help create, is also 
producing excess waste. It is our job to 
be forward thinkers, solving problems 
such as these. Packaging needs reform, 
and we are here to offer one solution to 
the condrum. 

People other than the consumers, deal 
with the same packages every day, and 
perhaps are most familiar with their 
function, the material, and even the 
effectiveness. They are the legs of the 
process, manufacturers, retail workers, 
distributors, factory workers, and even 
designers. Lets look from the bottom up, 
and learn what they have absorbed. 
Their incite just might be key in packag-
ing reform. 

We are looking to make an impact with 
those who can make a change–CEO’s, 
Investors, and Buyers. The wonderful 
thing is, it will cost them nothing but a 
look into their own companies. But the 
benefits are two-fold. It is also an attempt 
to engage people from all levels in the 
process of package reformation–creating 
an interest in smart packaging.

A video documenting the 
research process, from the 
bottom to the top–from 
manufacturing to the retailers. 
It would offer a chance for the 
‘legs’ of big brands to offer 
advice about what could 
improve packaging. 

A book would offer much of 
what the documentary video 
would offer only in a book 
format. One advantage of the 
book would offer is a chance 
to present some re-packaging 
concepts from the workers. 
Presenting actual solutions 
may speak more to higher 
levels.  

This web site would offer free 
advertising for companies 
that sold products that who 
used conservative packaging. 
Additionally the companies 
would offer coupons to 
customers who visited the 
site continuously and 
supported these well 
packaged products. This 
deliverable would be born out 
of the research of this 
process–a different approach 
than that of option 
two or three. 

!
Idea 

who it
Informs 

project: From The Bottom Up
a effort to eliminate packaging waste 

Concepts 

1.  Incentive based website (recycling bank)
2.  Documentary video
3.  Book
 

1. 2. 3. 

Deliverables 



Kiosk

An instore device that would allow consumers to have their say about packaging for 

incentives. Whenever they purchase something and they find a package wanting or wasteful 

they can take their receipt to a kiosk, scan it and type up a suggestion. For their participation 

they would recieve a discount via email.
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Concepts & Deliverables



	 Everyday	our	society	create	waste.	It’s	inevitable,	so	all	we	can	

do	is	try	to	make	less.	The	problem	at	hand	is	that	companies	see	fluff	as	

a	sign	of	luxury.	Fancy	chocolates	are	thought	to	be	appreciated	because	

of	all	the	ribbons,	trays,	foils,	and	pedestals.	This	problem	occurs	in	

products	across	the	board.	Small	differences	can	make	big	changes	over	

time.	The	focus	here	is	on	“fancy	chocolates,”	which	are	a	guilty	party	in	

the	use	of	unnecessary	waste.		

	 	As	a	result,	if	one	brand	of	“fancy	chocolates”	creates	3	

unnecessary	ounces	per	unit,	and	sells	10	million	units	a	year;	one	

can	imagine	the	impact.	On	top	of	being	wasteful	it’s	dishonest.	Over	

packaging	makes	it	seem	like	there	is	more	product	than	in	reality.	

This	shouldn’t	be	a	tactic	for	companies	to	push	their	product.	This	

can	disappoint	the	consumer,	create	excessive	waste,	and	negatively	

reflect	on	the	compan’s	image.	The	more	transparent	a	company	can	

seem	the	more	trust	worthy	they	seem.	Beyond	reducing	packaging	the	

benefits	come	to	all	parties	involved.	The	consumer	is	no	longer	enticed	

in	by	an	over-sized	box	only	leading	to	dissapointment.	They	can	still	

have	a	similar	experience,	and	still	can	be	wooed	by	a	brands	identity.	

Companies		can	yield	larger	a	percentage,	while	using/spending	less,	

gain	shelf	space,	reduce	shipping	cost,	and	created	a	new	dynamic	to	

their	brand.		

	

Attributes	and	Benefits:
	 •	Companies	are	able	to	keep	the	level	of	sentiment	

	 •	Compete	with	the	same	standards	

	 •	Possibly	improve	image	

	 •	Increase	sales	opportunity	

	 •	Not	have	to	sacrifice	their	identity		

	 •	Increased	shelp	space	

	 •	Reduced	shipping	cost	

	 •	Higher	yeild	using	less	materials	

T.N.T.		
Green	Shift	Proposal:	
Innovation	and		
Responible	Packaging



Video	Documentation	
Storyboard	
Video	documentation	showing	intial	

excitement	followed	by	confusion,	

dissapointment,	and	unnecessary	

waste.

It’s	doesn’t	take	much	to	create	the	same	experience	while	using	less	

packaging.	In	fact	one	can	use	less	to	create	a	heightened	emotional	

response.			

	 To	test	the	theory,	video	documentation	was	implemented.	A	

unknowing	peer	was	given	a	box	of	“fancy	chocolates”	in	order	to	record	

a	response.	The	subject	had	no	knowledge	of	the	project,	and	merely	

thought	she	was	being	given	a	gift.	Before	breaking	the	seal	she	was	

excited,	and	made	to	feel	special	for	receiving	the	“present.”		She,	not	

knowing	of	the	project,	questioned	the	unnecessary	packaging.	When	

Field	Study	and		
Ducumentation

she	lifted	the	first	level	chocolates	out	of	the	box	she	looked	puzzled.	The	

box	was	obviously	big	enough	to	accommodate	two	levels	of	chocolate,	

but	second	level	was	empty.	Replaced	by	a	pedestal;	it	created	a	hollow	

space.	She	appeared	disappointed,	and	said	she	felt	“embarrassed.”	

The	point	of	the	extra	fluff	is	to	make	the	product	appear	luxurious,	and	

to	make	the	consumer	feel	special.	In	this	case	it	caused	confusion,	



Creating	more	with	less

disappointment,	and	mild	embarrassment.	The	shift	proposal	is	to	

maintain	the	specialness	of	the	product,	and	eliminate	packaging	with	no	

utility,	dis	honesty,	disappointment,	and	confusion.		

		 Ferrero	Rocher
	 After	researching,	and	finding	alternative	solutions	all	goals	

above	have	been	achieved.	The	first	example	has	been	mocked	up	using	

Ferrero	Rocher	chocolate.	The	plastic	casing	accounts	for	213	of	the	300	

g.	The	case	isn’t	indexical	to	Ferrero	Rocher,	so	can	be	easily	replaced	

with	a	cellophane	bag.	The	cellophane	bag	displays	the	chocolates	more	

elegantly	than	the	clunky	box	does.	Around	the	box	is	a	gold	sticker	the	

seals	the	package,	and	once	opened	is	trash.	By	converting	the	one-

time-use	sticker	into	a	glue	free	ribbon	the	brand	of	Ferrero	Rocher	has	

chance	of	surviving	the	trash	can.	It	can	be	re	purposed,	and	allows	for	

further	brand	exposure.	

	 Almond	Roca
	 Next,	is	a	less	expensive	brand	that	attempts	to	make	their	

product	appear	larger,	and	more	luxurious	with	fluff.	Using	a	large	tray	

that	only	contained	10	pieces	when	it	could	effortlessly	hold	12.	Inside	

the	box	were	individually	wrapped	candies	nestled	in	a	tray,	and	then	

sealed	in	a	bag.	We	chose	to	make	it	a	9	piece	package	eliminating	x	

amount	of	grams	from	the	box	and	tray.	Then	reducing	the	size	of	the	

bag	so,	it	only	covered	the	top	of	the	tray.	This	means	there	was	no	

longer	a	use	to	individually	wrap	the	candy.	This	makes	the	brand	appear	

less	tacky,	saves	materials,	and	shelf	space.		

	

	 Moonstruck
	 Last	shown,	was	Moon	Struck	chocolate.	Upon	purchasing	two	

chocolates	one	receives	28	g.	total.	There	were	two	chocolates	sitting	

on	a	bed	of	confetti,	inside	ruffled	paper	cups,	and	covered	by	a	sheet	

of	corrugated	paper.	The	box	was	folded	and	efficiently	sealed,	but	then	

was	fluffed	by	adding	a	gold	ribbon.	This	is	nice,	but	the	ribbon	has	

no	utility.	We	chose	to	eliminate	the	confetti,	ruffled	paper	cups,	and	

corrugated	paper,	and	replace	all	of	them	with	tissue	paper.	Wrapping	

in	tissue	paper	adds	emphasis	to	it’s	role	as	a	gift.	To	increase	aesthetic	

value	the	ribbon	was	shirunk	in	size,	and	re-purposed	to	tie	the	individual	

chocolates.	With	the	confetti,	and	corrugated	paper	removed	the	box	

height	was	able	to	be	shortened	thus	reducing	the	Net	weight.	Lastly,	the	

box	could	be	printed	on	blue	paper	and	turned	into	a	one	color	print	job.	

	 As	one	can	see,	the	alternatives	undoubtably	reduce	waste,	

and	improve	the	product’s	appearance.	Meanwhile	factors	such	as:	

desirability,	shelf	space,	and	reduced	production	cost	are	all	improved.	

After	doing	all	this	the	identity	is	never	sacrificed.	One	needs	to	look	

at	what	it	means	to	be	luxurious.	As	designers,	thinkers,	and	members	

of	a	global	community.	Persuade	large	corporations	like	Wal-Mart		to	

influence	vendors	to	use	less.	Utilizing	their	buying	power	they	can	put	

restrictions	on	how	efficiently	companies	package	their	product	could	



Solution

Packaging
Weight Before:

Rocher 300g
Almond Roca 119g
Moonstruck 28.4g

Packaging
Weight After:

Rocher 187g
Almond Roca  91g
Moonstruck 24.2g



TRUE
COST
LABEL

REDUCING PACKAGING
WASTE THROUGH 
REDUCED CONSUMPTION



PROBLEM: PACKAGING WASTE

Packaging waste is everywhere. It fills our homes, our 
landfills, our oceans, our rivers, our forests, and it has 
increasingly become an issue of concern as we learn 
more and more about its negative effects. 

As concern grows, so too does interest in finding ways to 
reduce the amount of packaging waste. The best way to 
go about solving a problem is to discover its underlying 
cause and in the case of packaging waste, the root cause 
is over-consumption. To solve the endemic problem of 
packaging waste, efforts must first be focused on finding 
a way to significantly reduce consumption.  



CAUSE: OVER-CONSUMPTION 

STORES SELL 
CHEAP PRODUCTS

CONSUMERS PURCHASE 
AN ENORMOUS QUANTITY 
OF CHEAP PRODUCTS

THIS PRODUCES LARGE 
AMOUNTS OF PACKAGING 
TO THROW AWAY

DEMAND IS HIGH, SO 
STORES SELL MORE AND 
MORE CHEAP PRODUCTS

Over consumption is caused primarily, though not 
exclusively, by two things: cheap goods and planned 
obsolescence. Both of these allow and cause the 
consumer to buy a large quantity of goods, very often 
and for very little money. This rapid consumption of a 
massive amount of products, results in an equally 
massive amount of packaging waste. Containers and 
packaging currently represent 32 percent of all 
municipal solid waste. Non-durable goods (those 
products used less than three years) make up 27 
percent, and durable goods make up 16 percent of 
waste. This level of consumption and packaging 
waste is unsustainable in the long-term, therefore 
we must find a way to substantially reduce it.



HOW CAN OVER-CONSUMPTION 
(AND PACKAGING WASTE) 
BE SIGNIFICANTLY REDUCED?

EDUCATION

INCREASED
FOCUS ON
NECESSITIES
AND AWARENESS
ABOUT
SUSTAINABILITY

CONSUMPTION

One method of significantly reducing packaging waste 
is through consumer education. Consumers who are 
aware of the negative impacts of their consuming will 
be more likely to change their purchasing habits to 
focus more on necessities than trendy, short-lived 
goods that have little to no inherent value. Consumer 
education also impacts what is not purchased, which 
can result in industry or manufacturing changes. In our 
economy, one of the greatest powers is that of 
purchasing and not purchasing, so these decisions 
need to be highly informed and educated.



WHAT ARE NEGATIVE EXTERNALITIES?

HOW DO THEY IMPACT THE PRICE OF A GOOD?

SOLUTION: EDUCATE CONSUMERS

CONGESTION

HEALTH EFFECTS

UNSAFE LABOR
CONDITIONS

LOW WAGES

AIR POLLUTION

CO2 EMISSIONS

HABITAT LOSS

WATER POLLUTION

When a company internalizes the costs of producing a product, it 
means that the company pays for all of the externalities, rather 
than pushing them off onto someone or something else. For the 
true cost of a product to be reflected, the company must pay 
for-internalize-those externalities, which will then be reflected in 
the price of the product. This causes products to increase in cost 
to produce and thus, cost to purchase. The internalisation of 
external costs is intended as a strategy to rebalance the social 
and environmental dimension with the purely economic one, 
accordingly leading to greater environmental sustainability. 

An externality is an impact on a party that is not directly involved 
in a transaction. When an externality is a negative, it is called a 
market failure. This occurs when the market does not allocate 
scarce resources to generate the greatest social welfare. For 
example, pollution, habitat loss, damage to health, and low wages 
are all externalities of the process of producing a product. These 
externalities must ultimately be paid for, but are not paid for 
directly through the price of a product.



SOLUTION: EDUCATE CONSUMERS

HOW CAN WE EDUCATE CONSUMERS?

Educated consumers make better and more sustainable 
purchasing choices. To create a consumer population 
that is as educated as possible on issues related to 
sustainability, information about products must be 
easily and readily accessible. One way of offering this 
information to consumers is through a True Cost Facts 
label. This label will be a requirement for all products 
and will give transparency to an area that previously 
has been convoluded and complex. 

The True Cost Facts label contains information about 
the true cost of the product being purchased and 
outlines for the consumer the actual dollar amount that 
went into producing the product. This allows the 
consumer to compare what he or she is paying to the 
true cost of the product and thus make an educated 
decision as to whether or not to purchase the product.

TRUE COST FACTS

WHAT WOULD THE PRICE OF THIS 
PRODUCT BE IF YOU WERE PAYING 
THE TRUE COST?

The TRUE COST of a product reflects 
the cost of producing the product, 
when taking all parts of the production 
process into account. If the TRUE COST 
is not paid directly in the the price of 
the product, it will be paid indirectly 
through other means, such as low 
wages, air and water pollution, and 
adverse health effects. 

LABOR   $$$

WATER POLLUTION  $$$

MATERIALS  $$$

CO2 EMISSIONS  $$$

AIR POLLUTION  $$$

WATER POLLUTION  $$$

HABITAT LOSS  $$$

HEALTH EFFECTS  $$$

TOTAL COST  $$$



EDUCATION

AWARENESS

RESULT

When consumers are educated about what 
they are purchasing, they make choices that 
are better and more sustainable. Information 
about the products that consumers are buying 
should be transparent and readily available. 
An educated consumer will begin to increase 
his or her focus on necessities and will see an 
overall decrease in consumption. This results 
in a reduced amount of packaging waste going 
into our homes, our landfills, our oceans, our 
rivers and our forests, and will foster a more 
sustainable way of consuming.



http://www.foeeurope.org/publications/2009/Overconsumption_Sep09.pdf
http://en.wikipedia.org/wiki/Externality
http://economics.fundamentalfinance.com/negative-externality.php
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