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Introduction 

With single-use plastic waste and pollution increasingly in the public spotlight, interest and demand are 

growing for reusable and refillable packaging models that reduce waste at the source. To understand 

current   consumer   perspectives   towards   this   important   sustainability   transition,   York  University 

conducted a bi-national survey involving 950 participants regarding their opinions, behaviors, and 

attitudes related to reusable packaging. 

The survey aimed to gauge current adoption levels, motivations, barriers to usage, and overall support 

for reusables among mainstream consumers. By illuminating potential gaps between positive attitudes 

and actual behaviors, as well as conveniences and infrastructure needed to facilitate mass adoption, the 

results provide directional insights to inform strategies for scaling reusable packaging. 

This report presents a comprehensive analysis of the key findings from the reusable packaging survey. It 

identifies encouraging signs of demand, but also lingering hurdles around pricing, convenience, 

infrastructure, and engrained cultural disposable packaging habits. A multi-pronged approach will likely be 

needed to turn general interest into committed reusable purchasing and usage. 

The analysis has been structured into four sections investigating: 

 

●   Current consumer attitudes and behaviors related to reusable packaging 

●   Perceived barriers and challenges limiting broader adoption 

●   Motivations related to environmental impacts 

●   Support for transitional strategies and policies 

 



By framing consumer perspectives through these lenses, we aim to pinpoint where progress is being made  

and  where  work  remains  to  drive  mass  market  transformation.  The  report  concludes  with high-level 

recommendations for industry and regulators. 

The survey makes evident that while a promising foundation exists, realizing a circular reuse economy at 

scale remains aspirational. Concerted efforts across sectors will be imperative to improve convenience, 

affordability, infrastructure, and availability for reusables. With smart strategies and coordinated 

leadership,  consumer  appetite  exists  to  overwhelmingly  disrupt  a  status  quo  of  disposability  in 

packaging. 

Methodology 

Sample Collection: 

The  survey  was  conducted  over  a  6  month  period  from  March  2023 to August 2023 to gather a 

statistically significant sample that was representative of the adult population in Canada and the United 

States. 

Respondents were recruited through paid online advertisements placed on popular platforms including 

Facebook, Instagram, Google Ads, Reddit, and email listservs. The ads targeted adults ages 18+ located in 

Canada and the US. Further targeting parameters such as age, gender, location, education level, and 

income were used to achieve a diverse sample aligned with census demographics. 

Quota thresholds were set prior to launch based on census data and monitored dynamically throughout 

the  fielding  period. Underrepresented demographics were targeted with additional ads to maintain 

representativeness. Prescreening questions confirmed location and age prior to entering the full survey. 

 

The final completed sample consisted of 950 adults ages 18+ across regions: 

 

●   Canada: 156 completes 

●   Eastern United States: 303 completes 

●   Central United States: 79 completes 

●   Western United States: 258 completes 

●   Southern United States: 144 completes 
 

This provided a statistically significant sample in all regions except the Central United States. 

Survey Design: 

The survey was designed based on best practices for online survey methodology. This survey employed 

a 5-point Likert scale response format to capture nuanced consumer perspectives. Respondents were 

read various statements and subsequently asked to indicate their level of agreement on a symmetric agree-

disagree scale. 

 

This survey used a 5-point scale consisting of: 
 

●   Strongly Agree 



●   Agree 

●   Neither Agree nor Disagree 

●   Disagree 

●   Strongly Disagree 
 

Using a continuum rather than binary yes/no responses allows collection of more insightful data on the 

intensity and distribution of attitudes. The survey was pre-tested prior to launch to refine wording and 

flow. The final questionnaire consisted of approximately 30 questions and took 10 minutes on average to 

complete. Data checks were implemented to flag and remove incomplete responses. 

Literature Review 

Several recent studies have investigated consumer attitudes, operational barriers, and real-world cases to 

understand opportunities and challenges facing reusable packaging adoption. 

A study by Lee and Johnson (2000) titled "Barriers to the adoption of reusable packaging in the retail sector" 

aimed to identify key obstacles deterring wider adoption of reusable packaging, both from a consumer 

perspective and within retail businesses. The researchers conducted an online survey of 760 total 

participants, comprised of 70 retail managers from major UK grocery chains and 690 adult consumers across 

the UK. The survey results demonstrated that the top barriers for consumers were forgetting to bring 

reusable containers, the inconvenience of having to remember and bring containers, lack of availability in 

stores, and concerns about hygiene or contamination. Among retail managers, the leading barriers cited 

were high implementation costs, uncertainty about customer uptake, lack of consumer demand, and food 

safety risks of reusable packaging. Specifically, the survey found 42% of consumers reported forgetting their 

reusable bags or containers was a key barrier to more regular use. Another 39% said having to remember 

and bring containers seemed inconvenient. In terms of availability, 29% indicated not enough shops offered 

reusable packaging options. Regarding hygiene, 22%felt reusable packaging was unclean or risked 

contamination. For retailers, the most commonly cited barriers were high upfront costs (for 38% of retail 

manager respondents), low customer demand (35%), food safety risks (31%), and uncertainty that 

consumers would consistently use reusable options (28%). 

Wang et al. (2022) conducted a survey of 508 consumers in China in "Barriers to the adoption of reusable 

packaging: A survey-based study in China." The results found 89% of respondents recognized the 

sustainability benefits of reusables. However, major concerns existed around food hygiene, return logistics, 

and cleaning requirements. 68% listed food safety as a top barrier, 63% worried about the inconvenience of 

returning empties, and 61% felt washing reusables was time-consuming. This indicates that even when pro-

environmental awareness exists, practical adoption barriers around sanitization, logistics, and convenience 

perceptions must still be overcome through consumer education and infrastructure improvements. 

 

Daya et al. (2022) examined "Reusable solutions for takeaway packaging: Customer acceptance and 

operational readiness" through interviews with 150 UK restaurants already using reusable takeaway 

packaging. 92% reported positive customer feedback, reflecting growing consumer sustainability 

motivation. However, they cited substantial operational challenges around reverse logistics, increased costs, 

inventory management, and meeting sanitization standards. This reveals a gap between willing consumer 

demand and business readiness. The authors recommend government subsidies, incentives, and industry 

regulations to aid the transition given logistical barriers faced by restaurants. 



Dounis et al. (2020) surveyed 497 consumers in Germany and the US for "Can reusable packaging be as 

convenient as disposable? An exploratory study of consumer perceptions." 71% still viewed disposables as 

more convenient overall, indicating deeply engrained single-use habits and infrastructure continue to shape 

mainstream perceptions. Required behavior changes like washing and returning empties were seen as key 

obstacles to reusables’ convenience. This signals that enhanced packaging design, retail integration, and 

circular logistics models are needed to improve reusables’ customer experience and shift social norms away 

from disposable convenience assumptions. 

Cole et al. (2019) document startup experiences in “Scaling reuse practices: documenting the experiences 

of The Cup Revolution, rCup and Vessel." The case studies of reusable cup subscription programs found 

partnerships were critical for providing return infrastructure. Transitioning to machine washing better 

enabled growth. Substantial education and marketing efforts built subscriptions but required significant 

human resource investments. Diverse revenue streams beyond just single-use displacement were also 

needed for financial viability. The insights offer lessons applicable across sectors on expanding reuse systems 

beyond niche to mainstream. 

Additional studies have examined recoverable packaging for e-commerce, beer bottles, and automotive 

components. Findings consistently indicate substantial sustainability potential but note careful system 

implementation is imperative to maximize reuse environmental and economic benefits at scale. The existing 

body of research reveals high consumer demand but practical transition barriers around hygiene, logistics, 

convenience perceptions, and business operations pose adoption challenges. Further real-world pilots, 

supportive policies, infrastructure development, and educational initiatives will be key to overcoming these 

hurdles. 

Consumer Attitudes & Behaviors 

The survey results reveal moderate but growing demand for reusable packaging among consumers. 

Fig 1.   “My household actively uses reusable containers, bags, bottles, etc.” 

 

54% of respondents agreed or strongly agreed that their family actively uses reusable packaging. This 

demonstrates mainstream reusable penetration in over half of households, suggesting a critical mass exists 

on which to build. Targeted outreach showcasing the benefits of reusables could better engage these 

eco-conscious households to build habits and influence peer groups. 



21%  of  respondents  neither  agreed nor disagreed with the statement. Their ambivalence indicates 

reusable packaging sees occasional or niche use in a fifth of households rather than regular integration 

across shopping and food choices. Affordability and convenience improvements could potentially help 

drive more consistent usage among those open to it. 

Meanwhile,  25%  disagreed  or strongly disagreed on actively using reusables, indicating entrenched 

disposable packaging habits persist among a quarter of households. While promising adoption exists, a 

gap remains between pro-environmental attitudes and convenient sustainable options needed to change 

mainstream lifestyles and social norms away from single-use dominance. 

The aforementioned results suggest that mass adoption of reusables will require converting ambivalent 

and resistant households through systemic efforts targeting availability, pricing, infrastructure, and social 

values. 

Fig 2. “I actively seek out food and consumer goods sold in reusable 

containers” 

 

The results reveal a significant minority of respondents - 42% combined - agree or strongly agree that 

they actively seek out products sold in reusable packaging when shopping. This indicates a proactive 

eco-conscious segment who factor sustainability into purchase decisions and make efforts to choose 

reusables. 

The 21% who shop at reusable-friendly retailers indicates that many consumers have yet to match 

intentions with significant behavior change. While broader systems-level solutions are also essential, 

personal reusable adoption remains pivotal. Normalizing reusables among peer groups can drive 

mainstream acceptance, much in the same way that reusable bags and bottles have gained acceptance 

among the general public. 

Meanwhile, 37% of respondents disagree or strongly disagree with specifically seeking out reusable 

packaging when shopping. Over a third of respondents appear anchored to the status quo of disposable 

packaging, whether due to entrenched habits, skepticism over reusables' benefits, or lack of convenient 

options. This reinforces that reusables remain a small, but growing market.The polarization in responses 

reflects a bifurcation between a minority of dedicated adopters and a majority not yet committed to 

reusable packaging. While promising demand exists among the 42% actively seeking reusables, 

converting the ambivalent and resistant consumers will be key to mainstreaming reuse. This requires 



availability, affordability, and infrastructure improvements to remove friction and make reusables the easy 

default choice. 

Fig 3. “I would be willingness to pay a premium for reusable packaging” 

 

 

The results reveal that some consumers are willing to pay a premium for reusables, but that there is also 

a significant price sensitivity that is affecting widescale consumer demand for reusable packaging. Only 

35% of respondents agreed or strongly agreed they would pay more for reusables. This minority segment 

is likely highly eco-conscious consumers who already factor sustainability into purchase decisions. These 

consumers likely recognize the added value in reusable packaging that warrants paying a premium. 

However, 24% of respondents neither agreed nor disagreed, suggesting a fair amount of uncertainty on 

whether reusable packaging merits higher prices. Messaging on reusables' benefits and incentive 

programs may convince more neutral consumers to accept minor price premiums. 

41% of respondents disagreed or strongly disagreed with paying more for reusables. This indicates that 

price remains a major adoption barrier for a large portion of consumers. Budget constraints 

understandably limit willingness to pay a sustainability premium. 

This  split  reveals  a  disconnect  - while reusables are often priced at a premium currently, majority 

demand  will require price parity with disposables. Bringing down costs through scaling, technology 

improvements, and optimized logistics will be essential. 

 

Consumer education can also play a role in reframing perspectives to recognize reusables' value beyond 

just upfront costs. The goal should be positioning reusable packaging as an affordable norm rather than a 

luxury requiring sacrifice. With smart strategies, the consumer appetite exists to drive mass adoption if 

costs become competitive.
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Fig 4. “I am in favor of reusable packaging instead of single use packaging” 

 

35%  of  respondents  agreed or strongly agreed they are in favor of reusables instead of single-use 

packaging. This indicates significant demand and openness to sustainable alternatives among over 

a third of consumers. However, 31% neither agreed nor disagreed, suggesting close to a third are 

neutral or ambivalent. While not opposed to reusables, they likely gravitate to familiar disposable 

packaging out of habit or lack of accessible reusable choices. Availability, affordability, and convenience 

improvements could win many in this group over. 

Meanwhile, 34% disagreed or strongly disagreed with favoring reusables, indicating entrenched 

disposable packaging preferences among a third of consumers. Overcoming indifference and skepticism 

from this segment will require reframing perceptions and removing adoption friction through 

infrastructural  support.  The  results  reveal  a plurality of respondents favor reusable packaging over 

single-use, but barriers remain to translating positive attitudes into adoption 

Barriers and Challenges 
 

A major barrier cited in the survey is the perception that reusable packaging is inconvenient compared 

to the ease of disposables. 

As shown in figure 5 , the results reveal mixed opinions on the convenience factor of reusables 

compared to disposables. On the inconvenient side, 37% of respondents agreed or strongly agreed that 

reusable packaging is inconvenient to use. This indicates over a third still view disposables as easier and 

more seamless for on-the-go lifestyles. Reusables may require more planning, carrying unwieldy 

containers, and  dealing  with  cleaning  and  storage.  This  perception  could  stem  from  our  current  

single-use dominated infrastructure, suggesting that changing engrained habits and systems will be 

crucial to close this "convenience gap." 
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Fig 5. “Reusable packaging is inconvenient to use” 

 

However, 34% of respondents disagreed or strongly disagreed that reusables are inconvenient. This 

suggests reusable designs and consumer experiences have improved to the point where at least some 

view reusables as adequately convenient compared to disposables. Early adopters who have embraced 

reusables likely fall into this convenience-neutral camp. 

29% of respondents neither agreed nor disagreed on the convenience of reusables. This ambivalent 

group may represent occasional or aspirational reusable users who see promise but have experienced 

friction points. The fact that they did not outright dismiss reusables as inconvenient is encouraging, 

but encouraging adoption would require better reusable packaging and supporting infrastructure. 

Fig 6. “Cleaning reusable packaging takes up too much time and effort” 
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The results show mixed opinions on whether cleaning reusables is overly time consuming compared to 

the convenience of disposables. 

42%  of  respondents  agreed  or  strongly  agreed  that  cleaning  reusables  takes too much time. This 

perception presents a behavioral barrier, as disposable packaging is seen as quicker and easier, especially 

for  busy  lifestyles.  Overcoming  this  will  require  debunking  misconceptions and improving real and 

perceived convenience. 

However, 35% of respondents neither agreed nor disagreed, suggesting many consumers are neutral 

or uncertain  on  the  time requirements. Their ambivalence indicates an opportunity to convince 

them through better education on efficient cleaning and the environmental merits of reusable 

packaging. Only 

23% disagreed that cleaning reusables is overly time-consuming. This minority likely represents 

experienced  users  of  reusable  packaging  who  have  found  cleaning  manageable. However, broader 

perception that reusables are burdensome compared to grab-and-go disposables persists. 

While a sizable portion views cleaning as a nuisance, nearly as many are neutral or open to change. 

Targeted messaging and infrastructure like dishwasher-safe packaging can help close the convenience 

gap. Reframing reusables as quick and easy daily habits, rather than endorsing the old view they involve 

significant work, will be critical to mainstream adoption. 

Fig 7. “I do not have enough storage space at home for lots of reusable containers” 

 

Lack of storage space was also cited as an issue by 47% of respondents, as accumulating containers takes 

up room in kitchens, pantries, etc. Disposables take up no permanent space until used. Modular or 

nesting  reusable  designs  could  help,  but  often compromise ease of use. The ideal is customizable 

reusable systems tailored to each family's space constraints. 
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Availability and Infrastructure 

Fig 8. “I am able to purchase products with reusable packaging when shopping” 

 

Related to inconvenience is the issue of lack of availability, with 61% of respondents agreeing reusable 

options are not yet widely accessible across stores and product categories. The ubiquity of disposable 

packaging means most items a consumer wants to purchase will be packaged using single use packaging. 

Having to seek out the few reusable choices requires more effort, which ultimately serves as a deterrent 

to the adoption of reuseable packaging. In the absence of reusables achieving comparable levels of 

availability, it is unlikely that they will become the default option among consumers. Wide scale adoption 

will require systemic changes across supply chains and retail environments. These results are reinforced 

in  figure  8,  which  shows  whether households are able to readily purchase products with reusable 

packaging when shopping. 

The  results  indicate  that  most  respondents  do  not  feel  they  currently  have  widespread access to 

products with reusable packaging when shopping. 

Only 22% of respondents agreed or strongly agreed that they are able to purchase reusable packaging 

options. This low level of agreement highlights that reusables have not yet gained significant retail 

availability  across  stores  and  product categories. Availability appears to be a major barrier limiting 

consumer adoption. 20% of respondents neither agreed nor disagreed, suggesting some consumers 

may encounter occasional reusable choices, but likely limited primarily to certain stores or specialty 

products. The ambivalence indicates availability is hit-or-miss rather than consistent. 

The majority - 58% combined - disagreed or strongly disagreed that they can purchase reusables on a 

regular basis in lieu of single use goods. This reinforces that single-use disposable packaging still 

dominates most consumer goods and retail environments. Lack of affordable and convenient access to 

reusable alternatives prevents adoption by even eco-conscious shoppers. 

The survey results make clear that reusable packaging has a long way to go to match the availability 

and accessibility that disposable packaging enjoys today. Without convenient and affordable reusable 
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options across  retail  channels,  consumer  demand  and  intent  to use reusables will go unfulfilled. 

Retailers, brands, and regulators will need to take ambitious steps to significantly expand reusable 

packaging penetration  within  the  consumer  marketplace  in  order  to  make  sustainable choices 

viable for the mainstream. Another major adoption barrier is that 67% of respondents felt that 

reusable packaging has higher upfront costs, even though it pays back over time through reuse cycles. 

Budget-conscious consumers are especially sensitive to even slightly higher initial outlays that provide 

delayed savings. To compete on price, reusables may need creative financial models like packaging 

deposits or subscriptions that spread costs over time and usage rather than one lump purchase. 

Fig 9. “My community lacks infrastructure to support reusable packaging systems” 

 

Lack of infrastructure was also identified as a primary obstacle to the adoption of reusables, with more 

than 58% of respondents agreeing or strongly agreeing that their community lacks the infrastructure 

to support  reusable  packaging.  This  majority perception highlights that systemic barriers exist 

limiting broader adoption of reusables. 

Without robust infrastructure like collection, cleaning, and redistribution networks, reusable packaging 

cannot achieve mainstream scale. Consumers likely experience difficulty returning empty 

containers/bottles or finding reusables beyond niche stores. Building out closed-loop reuse ecosystems 

is critical. 

25% of respondents neither agreed nor disagreed with the statement, suggesting some communities 

may have piecemeal elements like drop-off locations, but full integrated systems are uncommon. The 

uncertainty indicates infrastructure is currently patchy. Only 17% disagreed that infrastructure is 

inadequate, implying few consumers enjoy comprehensive reusable packaging support locally. Some 

early-adopter  cities  are  pioneering systems, but most jurisdictions have significant ways to go. The 

prevailing  view  is  that  current  community  infrastructure  cannot  facilitate  mass reusable packaging 

adoption. Significant investment and coordination across public, private, and civil spheres is still needed 

to develop holistic reuse solutions. Until sustainable infrastructure is built out and scaled up, reusables 

face  systemic  headwinds.  However,  consumer  appetite  for  reusables  is  evident  in the survey, and 

underscores the opportunity and urgency for communities to lead the transition. 
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While promising consumer interest exists, reusable packaging is likely still in the early adopter phase. 

Converting general positive sentiment into committed usage will require improved retail availability, 

reduced costs through economies of scale, and addressing convenience barriers relative to engrained 

disposable habits. However, there remains significant potential for the wide scale adoption of reusables 

should the barriers to reusables are removed. 

Environmental Impact 

Fig 10. “Reusable packaging is better for the environment when compared to single use 

packaging” 

 

The results show a strong majority - 73% combined – agreed or strongly agreed that reusable packaging 

is  better  for  the  environment  than  single-use  packaging.  This  indicates  most  consumers  already 

recognize the inherent environmental merits of reusables in reducing waste and resource consumption. 

The high level of agreement suggests eco-consciousness around packaging sustainability has achieved 

a certain  degree  of mainstream recognition. People increasingly understand the problems of a 

linear take-make-dispose economy and view reusable systems as an impactful solution. Communicating 

reusables' circular benefits can further galvanize this receptive audience. However, 15% neither agreed 

nor disagreed, suggesting a portion remain uncertain or unconvinced of reusables providing 

significantenvironmental advantages. Targeting information to this group on quantifiable benefits like 

reduced plastic pollution and carbon emissions could help sway perceptions. 

12% of respondents disagreed on the potential environmental benefits of reusables - a small resistant 

portion likely exists skeptically attached to the convenience of disposables. However, the broader 

consumer awareness presents a major opportunity to pivot social norms away from single-use and 

towards reusable packaging as environmentally responsible. 
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Fig 11. “I think reusable packaging is the responsible choice for the environment” 

 

 

The  results  show  an  overwhelming  89%  of  respondents  agreed  or  strongly  agreed  that  reusable 

packaging represents the responsible choice for the environment. This consensus reveals that 

sustainability values have gone mainstream, with reusable models aligning extremely well with 

contemporary eco-consciousness. 

With plastic pollution and climate impacts in the public spotlight, people increasingly seek ways 

to reduce their environmental footprints through daily choices. The high agreement levels suggest 

reusable packaging allows consumers to feel they are making a meaningful difference through their 

purchases. 

However,  8%  neither  agreed  nor  disagreed  with  the  statement,  indicating  a  small  portion remain 

unconvinced or indifferent regarding reusables’ environmental merits. Targeted education on the waste 

and carbon reduction benefits could likely sway this group to recognizing reusables as responsible. 

Just  3% of respondents felt that reusable packaging had no environmental benefits, representing a 

negligible  segment  still  skeptical  despite  scientific  consensus  on  single-use  packaging’s  ecological 

impacts. On the whole though, there appears to be a marked shift in consumer awareness regarding 

the potential environmental benefits of accelerating reusable packaging adoption. 

Beyond abstract benefits, 88% of respondents agreed that reusable packaging directly helps reduce 

waste and litter in their local communities. This indicates that many people have tangibly experienced 

the amount of single-use disposable packaging ending up as pollution around their neighborhoods. 

The ability of reusables to mitigate this problem at the source through reuse over recycling has become 

personally   evident.   Preventing   disposables   from   even   entering   the   waste   stream   reinforces 

environmental responsibility. 

 

 



15 
 

Fig 12. Reusable packaging helps reduce waste and litter in my community 

 

Of note, 61% of respondents expressed guilt surrounding the use of single-use packaging, implying latent 

desire for sustainable alternatives. This “green guilt” can be leveraged by positioning reusables as the 

ethical choice for concerned consumers, however infrastructure and supply chains must enable guilt-

free reuse without additional time burdens. Successful reusable models like Starbucks’ tumblers 

leverage aspirational eco-identities by rewarding repeat visits. 

The survey results provide strong evidence that reusable packaging appeals to contemporary eco-values 

and resonates with consumers' desire for actionable ways to reduce their environmental footprints. 

The vast majority of respondents feel that reusables confer clear environmental benefits relative to 

disposables. This consensus can be leveraged to accelerate adoption through consumer education and 

messaging that tackles misconceptions and emphasizes tangible impacts of reusables. With the 

contemporary focus on sustainability, reusable packaging's eco-advantages give it mainstream appeal. 

The public has a growing awareness that our current linear "take-make-dispose" economy depletes finite 

natural resources and creates excessive packaging waste from millions of disposable containers annually. 

Reusable packaging offers a circular solution by transforming disposables into durable, multi-use vessels. 

Refilling and reusing packaging helps decouple consumption from resource use and carbon impacts. 

This fundamental concept appears to resonate strongly with consumers as eco-consciousness goes 

mainstream. 

Support for Reusable Transition 

The survey results reveal strong consumer demand for businesses and policymakers to accelerate the 

transition from single-use disposable packaging to reusable and refillable systems. 84% of respondents 

want companies to expand their reusable packaging offerings, signaling public appetite for more choice 

in sustainable packaging formats beyond just recyclables and disposables. This presents a major market 

opportunity for brands that lead the way in piloting reusable containers and partnering with reuse 

infrastructure providers. Those first movers are likely to earn consumer loyalty and premium prices from  
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environmentally-minded shoppers eager to reduce waste. 

Fig 13. More Manufacturers and brands should switch their packaging to reusables 

 

Fig 14. I would support a ban on certain single-use packaging items 

 

An even higher percentage - 79% - want brands to switch their packaging entirely to reusables where 

possible. This underscores that consumers don't just want piecemeal reusable options, but expect major 

corporations with global supply chain influence to actively phase out disposable packaging formats. 

The public wants to see bold industry leadership in fundamentally redesigning packaging for reuse 

rather than just recycling or alternative materials. This systemic transition will require major upfront 

investment and  coordination  by  brands.  But  market  incentives  are  aligning  as consumers demand 

sustainable packaging and vote with their dollars to reward proactive companies. 
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On the policy side, 67% of respondents said they would support targeted bans on certain single-use 

plastic items as a regulatory measure to drive a reusable transitions. The public appears ready for more 

interventionist restrictions to compel industry change, likely due to perceptions that voluntary 

corporate action remains too slow and incremental. Bans can play an important role in catalyzing 

system-wide reuse models. However, policymakers must implement bans carefully with adequate 

transition periods and exemptions to prevent unintended consequences. 

Fig 15. “I believe reusable packaging will eventually become the norm” 

 

When respondents were asked if they felt that reusable packaging would eventually become the norm, 

responses revealed a guarded optimism that reusable packaging will reach mainstream ubiquity. 

On  the  optimistic  side,  31%  of  respondents  agreed  or strongly agreed reusables would eventually 

become  the  norm.  This  indicates  nearly  a  third  see  momentum  pointing  towards  reuse  models 

overtaking  disposables  at  some  future  point  as environmental pressures and innovation accelerate 

transitions.  However,  relatively  low  levels  of  agreement  among  respondents  suggest  that  even 

supporters of reusables do not anticipate major systemic change in the near term. 

Reinforcing the long-term view, 31% neither agreed nor disagreed with reusables eventually becoming 

the  norm.  This  significant  ambivalent  group  may  recognize  potential  for  reusables  to gain market 

dominance, but remain uncertain on the timeframe. Bringing along fence-sitters will require 

demonstrating incremental progress. 

38% of respondents disagreed or strongly disagreed that reusables would eventually supplant 

disposable packaging  and  become  mainstream.  Over  a  third  still  do  not  foresee  systemic  change  

away from entrenched, convenient disposable packaging habits across society. This skepticism 

highlights the considerable work still required to improve reusables accessibility, affordability and 

infrastructure. 
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These  results  suggest  reusable  packaging  taking  over  as the norm remains more aspirational than 

inevitable in most consumers' minds. While potential exists, driving change will depend on coordinated 

strategies across sectors to restrict disposables, incentivize reusables, build circular reuse infrastructure, 

and make sustainable packaging ubiquitously accessible. With determined efforts, cautious optimism 

could give way to enthusiastic expectation of a full-scale transition. 

Fig 16. I wish more grocery and retail stores offered refillable bulk options 

 

Lastly, 76%  of respondents want retailers to provide more plastic-free refill and bulk purchasing options. 

This direct-to-consumer reuse pathway saw success among early adopters of services like zero waste 

or bulk good retailers. However, expanding mainstream acceptance will require storewide integration 

and low-friction reuse systems with easy container returns, along with competitive pricing versus 

packaged goods. Refill models reinforce reusable packaging while encouraging conscious consumption. 

The aforementioned results suggest that overwhelming consumer sentiment favors bold reusable 

packaging leadership from both businesses and governments to accelerate progress beyond today's 

single-use status quo. Companies making pioneering investments will be poised to ride the wave and 

meet public demand. Policy too can play a role through incentives and judicious restrictions to reset 

societal defaults away from disposability and toward reuse. 

Conclusion 

This study offers a comprehensive look into the dynamics of reusable packaging adoption. It reveals a 

landscape where environmental awareness is high, yet the transition to reusable packaging systems faces 

substantial barriers. The study's insights illustrate a society at a crossroads, with a clear inclination towards 

sustainability but bound by practical limitations and entrenched habits. 
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In-depth Analysis of Consumer Behavior and Market Dynamics 

Our findings highlight a dichotomy in consumer behavior: while a significant number of individuals 

acknowledge the environmental benefits of reusable packaging, their actions are often inconsistent with 

these beliefs due to several interlinked barriers. 

• Convenience: The perceived inconvenience associated with reusable packaging is a major 
deterrent. Many consumers find the demands of cleaning, storing, and remembering to carry 
reusable items at odds with their fast-paced lifestyles. 

• Cost Concerns: Cost remains a critical barrier. The study indicates reluctance among consumers 
to invest upfront in reusable options that are priced higher than disposable alternatives. This 
sensitivity to price points suggests that making reusables economically competitive could 
potentially catalyze broader acceptance and integration into daily routines. 

• Infrastructure and Accessibility: The current infrastructure does not adequately support a 
seamless transition to reusable packaging. Limited availability in stores and the logistical 
challenges of integrating reusables into existing retail and supply chain frameworks are significant 
obstacles. Consumers express frustration over the effort required to locate and utilize reusable 
options. 

• Cultural Resistance: There is a deeply ingrained cultural preference for disposable packaging, 
driven by its convenience. Changing this mindset is perhaps the most formidable challenge, 
requiring a shift in social norms and values towards prioritizing sustainability over short-term 
convenience. 

Strategic Recommendations for Scaling Reusable Packaging 

 

To address these challenges and scale the adoption of reusable packaging, a multi-faceted approach is 

essential: 

• Innovating for Greater Convenience: Design innovations that make reusable packaging as 
convenient as disposables—or more so—are crucial. This could involve developing lightweight, 
collapsible containers, or self-cleaning technologies that reduce the perceived hassle of 
maintenance. 

• Economic Incentives and Financial Models: Pricing strategies that make reusables more 
appealing must be explored. This could include deposit-return schemes, where consumers receive 
a refund for returning containers, or subscription models that provide regular deliveries in 
reusable packaging. 

• Expanding Infrastructure: Investment in infrastructure to support the lifecycle of reusable 
packaging—from manufacturing to disposal—is critical. This includes facilities for sanitization and 
sorting, as well as systems for efficient redistribution. 

• Targeted Educational Campaigns: Building on the existing positive attitudes towards 
sustainability, educational initiatives should aim to close the gap between attitude and action. 
These campaigns can illustrate the tangible benefits of reusables, such as cost savings over time 
and reduced environmental impact. 

• Policy Support and Regulatory Frameworks: Governmental policies can accelerate the shift 
towards reusable packaging. This could involve banning certain single-use plastics, providing tax 
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incentives for businesses that adopt sustainable practices, and supporting research and 
development in sustainable packaging technologies. 

Forward Vision: Towards a Sustainable Packaging Ecosystem 

The journey to a widespread adoption of reusable packaging is complex and requires a unified approach  

involving all stakeholders—consumers, businesses, policymakers, and communities. While the challenges 

are significant, the growing consumer awareness and readiness to engage with sustainable practices 

present an opportunity to redefine packaging norms. 

Looking ahead, the transition to reusable packaging is not merely about replacing disposables but about 

fostering a cultural shift towards a sustainable consumption model. This shift will not only reduce waste 

but also promote a circular economy where resources are reused and recycled, minimizing environmental 

impact. By leveraging innovative technologies, strategic policymaking, and community engagement, we 

can pave the way for a future where reusable packaging is not just an alternative but the standard. The 

potential for transformation is immense, and with collective effort and strategic foresight, we can achieve 

a significant reduction in packaging waste and a healthier planet. 

 

 


