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The food packaging industry goes green 

by Katalin Fekete 

Most of us are all too familiar with those little appealing but rather appalling pictures of waste and 

packaging littering the ground and pieces of plastic floating in the ocean. Is packaging, particularly 

for foods and beverages, necessary? How much is needed and healthy, and how can we make food 

packaging more sustainable? These and similar questions and issues, also conflicting ones, as well 

as solutions were addressed and discussed at the GreenBuzz food packaging event held on 22 

September 2015 at the Restaurant Kantine im 5i in Zurich.  

 

 

 

 

 

 

 

 

 

 

 

The speakers covered a wide range of aspects of sustainability and highlighted different and 

sometimes conflicting facets of sustainability such as CO2 reduction, shelf life, recycling, chemical 

food safety, and biodegradability.  

When Fabio Peyer, Sustainability Specialist at AMCOR EMEA, asked the audience who associated 

packaging with landfill, littering, over-packaging and marine debris, the majority answered in the 

affirmative by nodding their heads. While Peyer admitted that a downside of packaging was the 

waste problem, he emphasised that it also had its positive sides: packaging kept food safe and 

fresh for longer, informed, kept medical and surgical instruments sterile and was essential for 

product marketing. 

“Packaging plays an important part in society, but how can the industry improve packaging to make 

it more sustainable?” Peyer asked. He maintained that a “holistic approach to product development” 

– improving operations and product portfolio by reducing waste to landfill intensity and greenhouse 

gas intensity and improve the water management plan – was the only way to reduce impacts 

throughout the entire supply chain. AMCOR, he added, supported a number initiatives collaborating 

along the value chain. 

Jane Muncke, Managing Director, Food Packaging Forum Foundation, agreed that in Switzerland 

the eco impact of packaging was small, that is “only” 1% as opposed to that of food production 
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which was 30%. “The largest part of packaging is made of plastic, though”, she said, “producing 

chemical by-products like Bisphenol A (BPA) that get into the food chain and eventually into our 

bodies and may cause diseases.” It was therefore important to take into account not only ecological, 

economic and social aspects but also the health aspect when producing sustainable packaging. 

Using BPA-free packaging did not make a difference, Muncke said, because there were so many 

other chemicals used in the production of food packaging. “You always have by-products in 

packaging that are unknown or whose impact on people’s health is unknown and there always 

remains a 

hazard.” 

According to the 

Global 

Packaging 

Sustainability 

Manager at SAB 

Miller Jon Wilde, 

his company has 

developed a 

strategy to 

achieve a 

sustainable and 

prosperous – a 

thriving, sociable, 

resilient, clean 

and productive 

world: Miller 

offers and sells beer mainly in refundable glass bottles. Wilde was confident that this would enable 

the company to reduce packaging by 25% by 2020. 

Jasmin Buchs, packaging project manager at Migros, agreed with the previous speakers that 

sustainable food packaging was important for food preservation, marketing and logistics. She said 

Migros optimized the amount of environmentally friendly packaging and used sustainable packaging 

only for organic food so far to test how the products would sell. However, since sustainable 

packaging was twice as expensive as normal one, marketing did not appear to be a good selling 

point. 

The last two presenters showed innovative sustainability solutions of small trendsetting start-ups. 

Thomas Schwegler, founder of Tropical Mountains, produces biological coffee on a family run farm 

in Peru, using only organic fertilizer. The coffee is sold in biodegradable capsules all over Europe. 

Schwegler said that competing with Nespresso and the climate change, were currently the two 

biggest challenges his company encountered. 

The last speaker Romy Scheidegger, co-founder & CEO of Refiller, claimed that the company made 

a significant contribution to sustainability by selling or renting ceramic Refiller cups and offering a 

washing service, thus reducing the waste produced by single-user cups. This sounds like an 

excellent idea. How big is the energy burden of picking up, washing and returning all the Refiller 

cups? – this remains to be seen. 
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