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1 Introduction 

YŜȅǿƻǊŘǎ ǎǳŎƘ ŀǎ άŦƻƻŘέΣ άǿŀǎǘŜ ƳŀƴŀƎŜƳŜƴǘέΣέ ŎŀǊōƻƴ ŦƻƻǘǇǊƛƴǘέ ŀƴŘ άǎǳǎǘŀƛƴŀōƭŜ 

ǇŀŎƪŀƎƛƴƎέ ǊŜƭŀǘŜ ǘƻ ŀ ǾŀǊƛŜǘȅ ƻŦ ƴŜǿ ŀǊǘƛŎƭŜǎΣ Ǉǳōlications and annual reports when 

typed into the search bar. Nowadays, the Earth is gradually warming up, and humans 

are at least partially responsible for that. For this reason, the topic of sustainable 

packaging has been of concern to all stakeholders in seeking innovative, ecological 

and user-friendly packaging solutions. Awareness of this issue has risen over the last 

decade, and a large number of recyclable materials has been developed as a commit-

ment of global companies to reduce the climate impact of packaging.  

Climate change has changed from something that only specialist atmosphere experts 

are concerned about, into a topic on the daily agenda for politicians and economists, 

ŀǎ ǘƘƛǎ ƛǎǎǳŜ ǘŀǇǎ ƛƴǘƻ ŜǾŜǊȅ ƛƴŘƛǾƛŘǳŀƭΩǎ ƭƛŦŜΦ .ŜǎƛŘŜǎΣ ƛǘ also affects companies in mul-

tiple ways from different aspects such as the presentation of new products to cus-

tomers, resources apportionment and recycling products. However, materials also 

play a crucial part in influencing logistics, waste management, cost structure and the 

environment as explained further in other chapters.  

On average, packaging accounts for about 5% of the energy used in the life cycle of a 

food product making it a significant source of greenhouse gas emissions. Moreover, 

this percentage can rise depending on the ǇǊƻŘǳŎǘǎΩ ŎƘŀǊŀŎǘŜǊƛǎǘƛŎǎ ŀƴŘ ǊŜǉǳƛǊŜƳŜƴǘ 

in the future because new products keep penetrating market every day. Therefore, 

for some products, the packaging used has an even bigger impact on the climate 

change than the fuel used to ship it to market.  

To establish the field further, the purpose of this study was twofold. Firstly, the pur-

pose was to offer a comprehensive review of the packaging field including a brief his-

tory, all types of packaging functions and food packaging regulations in Europe, espe-

cially in Finland. Secondly, the purpose was to offer a conceptual framework by sum-
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marizing the research in this field in two parts. The first part concentrated on charac-

terizing the main aspects associated with sustainable packaging logistics in terms of 

environmental, economic and social development. The second part focused on ana-

lyzing the sustainability and competitiveness in the supply chain through eco-costs 

created by green packaging. 

Nowadays, modern enterprises do not use package only as a means of covering for 

their products, they have developed it as a marketing tool which enables brands to 

communicate with customers. Similar to any good design, packaging not only tells a 

story but also a sensual experience, literally engaging consumers through sight, touch 

and sound. In particular, packaging contains not only the essential information of a 

product including ingredients, nutrition information, a barcode, an expiration date or 

batch number and so on but also the brand of that product. All of these details facili-

tate consumers perceive what the enclosed product is for, how it should be used, 

what age is appropriate to for using, and most significantly if they should purchase 

the product or not. Indeed, most companies do not focus on communicating with 

their customers about packaging materials. Instead of that, they concentrated on the 

brand and content of the packaging. Thus, it would be ideal if sustainability, energy 

and waste management were on top of the ŘŜǎƛƎƴŜǊΩǎ ƳƛƴŘ ǿƘŜƴ ŘŜǎƛƎƴƛƴƎ ŀ new 

package for both new and old products, especially when global warming is becoming 

a sensitive topic in every daily agenda. 

2 Methodology 

In order to identify and choose the most appropriate research method for this study, 

it was important to understand the similarities and differences between them. 

Choosing the most efficient and suitable one, indeed, will help a researcher achieve 

the outlined aim of a study effectively. The selection of research methods should be 

focused on what kind of data needs to be collected in order to obtain the necessary 

information for the research problems. (Kananen 2015, 65; Walliman 2011, 92.)  
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The following chapters first explain the differences between qualitative and quantita-

tive data and research methods. What follows is an explanation of which methods 

were chosen for this specific study and descriptions of these methods. Furthermore, 

the chapters aim to explain and justify the choices made. The chapters focus on the 

methods of internet surveys that were all used as a means for data collection in this 

study. (Kananen 2015, 65; Walliman 2011, 92.) 

2.1 Qualitative and quantitative research methods 

It is universally acknowledged that data are often divided into two different catego-

ries which are qualitative and quantitative data based on its characteristics. The sig-

nificant factor that differentiates quantitative data from qualitative data is that quan-

titative data is measurable, as it is often in the form of numbers, whereas qualitative 

data cannot be quantified since it takes the form of words mostly describing abstract 

concepts, such as judgement, emotions, ideas and beliefs. (Goodson & Phillimore 

2004, 3; Walliman 2011, 71-73.)  

Just as data is divided into qualitative and quantitative variety, so are different types 

of research methods. It is typical to choose between quantitative and qualitative re-

search methods, but it is also possible for researchers to combine both for use in a 

single research project depending on the kind of study and its methodological foun-

dation. According to Allwood (2011, 302), three major distinctions between qualita-

tive and quantitative research are the form of data collection, analysis and the 

presentation. The basic premise of this chapter is understanding the similarities and 

differences between qualitative and quantitative research. (Kananen 2015, 67; Kuada 

2012, 91.) 

Qualitative research is a method used for forming a better understanding of the topic 

ŀƴŘ ŦƛƴŘƛƴƎ ŀƴ ŀƴǎǿŜǊ ǘƻ ǘƘŜ ǉǳŜǎǘƛƻƴ ά²Ƙŀǘ ƛǎ ǘƘƛǎ ǇƘŜƴƻƳŜƴƻƴ ŀƭƭ ŀōƻǳǘΚέΦ Quali-

tative research is designed to enable researchers to gain a deeper understanding of 
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the topic, especially when there is no existing information, theories, models or re-

search available. (Kananen 2011, 37.).  

Qualitative research is flexible, and it is not necessary to follow strict rules on the re-

search path. Qualitative data sources include observation and participant observa-

tion (fieldwork), interviews and questionnaires, documents and texts, and the re-

ǎŜŀǊŎƘŜǊΩǎ ƛƳǇǊŜǎǎƛƻƴs and reactions (Myers, 2009). 

Quantitative research requires accurate questions because the research can easily 

miss something important during the data collection if questions are not correctly 

formed. Moreover, all the stages, as well as the rules, have to be followed strictly for 

the accuracy and reliability of the results. Therefore, the researcher needs to have 

knowledge of the existing theories before starting to collect data for analysis. Other-

wise, there is a risk that the researcher has been focusing on completely wrong is-

sues in the questions. The questions themselves can be wrong or the options for an-

swering might not include the relevant answer at all. In this case, the whole research 

can miss the main point. As a result, the costs of the fieldwork will be doubled. (Ka-

nanen 2011, 73). A summary of the differences between those two research meth-

ods can be seen in Table 1. 

Table 1.Qualitative vs. quantitative research. (Adapted from: Denscombe 2003)  

 Qualitative research Quantitative research 

The unit for analysis Words Numbers 

wŜǎŜŀǊŎƘŜǊΩǎ ƛƴǘŜǊǇǊŜǘŀǘƛƻƴ 

of the phenomenon 

Descriptive Analytic 

Scale of research Rather small-scale Rather large-scale 



14 
 

 
 

Focus of research Holistic approach  Specific focus 

The Connection with re-

searcher 

Researcher involve-

ment 

Researcher detachment 

Research design Emergent Predetermined 

 

2.1.1  Why does quantitative research fit the study? 

The quantƛǘŀǘƛǾŜ ǊŜǎŜŀǊŎƘ ŀǇǇǊƻŀŎƘ ǿŀǎ ŎƘƻǎŜƴ ŦƻǊ ǘƘƛǎ ōŀŎƘŜƭƻǊΩǎ ǘƘŜǎƛǎ because it 

was considered extremely well-suited for ǘƘŜ ŀǳǘƘƻǊΩǎ ǇǳǊǇƻǎŜǎΦ Moreover, the se-

lection between qualitative and quantitative was clear from the beginning.  

The study was based on the quantitative research of literature about the link be-

tween green packaging and sustainable supply chain in terms of economic, environ-

mental and social development for forming a better understanding of the topic. Ap-

plying this method ǘƻ ǘƘƛǎ ōŀŎƘŜƭƻǊΩǎ ǘƘŜǎƛǎ was hoped to offer an opportunity to 

achieve a deeper understanding of the topic. 

2.1.2 Research Question and Aim of the study  

The primary objective of this research was to analyze the potential impact on effi-

ciency of adopting sustainable packaging in terms of environmental, economic and 

social development. In this regard, the author of this study shared the view that effi-

ciency and sustainability are compatible, and he hoped to provide the readers with a 

better understanding of how sustainable packages influence the environment nowa-

days. 

The research questionǎ ƻŦ ǘƘƛǎ ōŀŎƘŜƭƻǊΩǎ ǘƘŜǎƛǎ ǿŜǊŜ: 
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1. How does green packaging relate to sustainability in the supply chain? 
2. How does green packaging contribute sustainable value to the supply chain 

and to consumers? 
3. How do consumers see the value in green packages? 

 

 

Figure 1.Research Question Framework. 

 

The research questions were derived from the fact that the majority of packages 

nowadays are not suitable for all the products that they are used to cover. Every 

product has specific requirements for packaging so that proper package materials 

play vital parts in performing on a higher level to sustain its desired condition. More-

over, climate change has been the subject of wide debate that extreme weather is 

occurring with significantly increased frequency from man-made causes. Since the 

onset of the sustainability era, sustainable packaging has become one of the top in-

fluencers of purchase decisions. According to Anthony (2014), it is not that consum-

ers are opposed to the notion of sustainable packaging but for the most part, they 
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are not willing to sacrifice for it in terms of pricing, performance and convenience. 

Therefore, the study was created to provide all readers with sufficient information 

including the history of packaging, regulations regarding to materials that come to 

contact with food, product marking and symbols used, plus an adequate analysis of 

sustainable packaging logistics that is now the key driver of innovation and its link be-

tween sustainability and competitiveness in the supply chain. 

3 Packaging in brief 

3.1 History of Packaging 

In ancient times, human beings were self-sufficient in that they spent most of their 

time on gathering, hunting and consuming food where it was found in nature. How-

ever, as the civilization grew along with an increasing demand of preserving food, 

primitive humans began to pack food for longer shelf life by taking advantage of nat-

ural materials, such as tree leaves, bamboo, lotus leaves, palm leaves, gourds, coco-

nut shells, seashells and animal skin. Later on, with the discovery of new materials 

such as fabrics, ceramics, metals, lacquerware, wood ware, jade ware, and certain 

types of paper, the packaging industry transformed itself into a higher level. Signifi-

cantly, the invention of steam engines marked the beginning of the Industrial Revolu-

tion in the eighteenth century. The Industrial Revolution created tremendous 

changes in packaging in the history of mankind. Indeed, the whole concept of pack-

aging and the consumption patterns worldwide were extensively changed by the 

manufacturing technology. An illustration of a brief history of packaging can be found 

in Figure 2. 
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Figure 2.History of Packaging. (Adapted from Bishop-Wisecarver 2012) 

 

3.2 Packaging Function 

Packaging performs a series of disparate tasks, such as protecting the content inside 

from contamination and spoilage, making the final product easier to transport and 

store as well as providing a uniform measuring of contents (Hine, 1995). From the au-

ǘƘƻǊΩǎ this statement implies that if a package is designed to fulfil its function, it must 

endure all primary functions including containment, protection, convenience and 

communication. Moreover, several additional functions, such selling, promotion, and 

environmental responsibility, should be taken into consideration simultaneously dur-

ing the packaging design and development process.  

The food packaging industry has made the advertising business effective and wide-

ranging distribution possible by standardizing brands. For manufacturers, packages 

are not used only as a means of covering for the product, they are a way of life. Ac-

cording to Robertson (2012 4), packages not only can effectively communicate the 
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true value that a product offers but they are also equally potent symbols of wasteful-

ness once the product is gone. However, it often occurs that most packages found on 

retailersΩ ǎhelves lack in one or more of the functionsΩ categories. One of the func-

tions that are rarely mentioned in the packaging is sustainability. Especially with the 

current state of the environment which has been turned into a topic on the daily 

agenda, this function should be at the top of manufacturerǎΩ priorities in order to 

create less waste and enable consumers to recycle or reuse those packages after 

consuming or unboxing their products.  

3.2.1 Containment 

¢ƘŜ ǘŜǊƳ άŎƻƴǘŀƛƴƳŜƴǘέ ƳŜŀƴǎΣ ǎƛƳǇƭȅΣ ǘƻ Ŏƻƴǘŀƛƴ goods and prevent them from 

spillage and loss. This function of packaging is so obvious that it is easily overlooked. 

However, compared to other packaging functions, the άŎƻƴǘŀƛƴƳŜƴǘέ ŦǳƴŎǘƛƻƴ Ǉƭŀȅǎ 

an extremely vital role in protecting the final products because goods are likely to be 

lost or contaminated by the environment. Consequently, without the άcontainmentέ 

function, product loss and pollution would be widespread (Robertson 2012, 2). All 

products must be contained for delivery from the point of production to the final 

destination. Even products that consist of chemical hazards or multiple parts, such as 

bulk products or a bulk cement rail wagon, must be contained to function success-

fully.  

3.2.2 Protection 

¢ƘŜ ǇŀŎƪŀƎŜΩǎ ŘŜŦŜƴǎƛǾŜ ŦŜŀǘǳǊŜ ǇǊŜǾŜƴǘǎ ŀƭƭ ŜȄǘŜǊƴŀƭ ŦƻǊces to interfere with the 

product inside. The protection function is often regarded as the primary function of 

packaging to protect its content from both physical damage and environmental influ-

ences such as water, light, gases, odors, microorganisms, vibration, compressive 

forces, etc.  
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Food during the time elapsed between the production line and ultimate consump-

tion has a high potential to be exposed to various hazards which make the food una-

vailable for consumption or significantly affect the quality of food. For this reason, 

the protection function makes a major contribution to protecting and preserving 

products from a myriad of hazards while being moved from one place to another on 

numerous occasions each day in any modern society (Robertson 2012, 3). 

3.2.3 Preservation 

The primary preservation function of packaging is to keep the products in a con-

trolled environment so that they retain the quality and safety of use for a longer pe-

ǊƛƻŘ ǿƛǘƘƻǳǘ ŀŦŦŜŎǘƛƴƎ ǘƘŜ ǉǳŀƭƛǘȅ ƻŦ ŦƻƻŘΦ ¢ƘŜ ǘŜǊƳ άǇǊŜǎŜǊǾŀǘƛƻƴέ ƛǎ ƻŦǘŜƴ ǘŀƪŜn into 

account especially when dealing with food products, pharmaceuticals and other per-

ishable products. A good packaging system should protect the contents from chang-

ing their nature without affecting the quality and under no circumstances may vari-

ous types of hazards happen during the distribution chain. 

3.2.4 Utility 

The utility function of packaging is used to describe the convenience of packages. 

Modern industrialized societies have brought about tremendous changes that con-

sumers demand from products so that they fit into their lifestyles and the packaging 

industry has had to respond to those changes. As a result, the utility function of pack-

aging should encompass all the packaging attributes that provide added value and 

convenience to the users of the product or package (Clark, Jung, & Lamsal 2014, 

250). 

According to Tanner and Raymond (2010, 68-72), customers make decision while 

shopping based on several stages, and one of them is the size of the product that 

they will buy and its convenience. Furthermore, the demand for a wide variety of 

food and drink at outdoor functions, such as sports events or backyard BBQ parties 
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has created a huge demand for greater convenience in household products. There-

fore, the design of recent products has changed gradually to increase convenience 

including foods that are pre-prepared and that can be cooked or reheated in a very 

short time (Robertson 2012, 3).  

According to McAdam (2012, 10-12), customers are much more interested in what 

the offer does for them than they are in what the offering does. For this reason, the 

ǇŀŎƪŀƎƛƴƎ Ǉƭŀȅǎ ŀƴ ŜȄǘǊŜƳŜƭȅ ƛƳǇƻǊǘŀƴǘ ǊƻƭŜ ƛƴ ƳŜŜǘƛƴƎ ǘƘŜ ŎǳǎǘƻƳŜǊǎΩ ǊŜǉǳƛǊŜƳŜƴǘǎ 

for convenience. To give an illustration of what this means, we could look at the case 

of egg packaging which can be found easily in any markets. When a mother needs to 

buy eggs for a 6-member family that loves omelets, it is likely that she would choose 

a package of 12 eggs instead of a package of 6 eggs. The critical reason for this is that 

she may need another 6 eggs to make another dish without wasting time to go shop-

ping in the market. However, a package of 6 eggs or more could be an optimal solu-

tion for people living alone or married couples without children for better conven-

ience without being afraid of producing food waste. Another example of a conven-

ient package is that when a customer purchases milk for immediate consumption, 

they will choose a re-sealable package which has a plastic lid on the upper part of the 

package rather than purchase an un-resealable package since they  may 

continue drinking in a period of several hours. 

3.3 Packaging as a Source of Information 

3.3.1 Tracking information 

It is universally acknowledged that there are two forms of automated data collection, 

which are barcodes and RFID systems, have been used for managing inventory and 

tracking purchase patterns for decades. Although their nature which is about carry-

ing product information is similar, they are completely different from each other. 
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A barcode is a visual representation of data that needs a scanner with a beam of light 

to read the black and white lines to collect information. According to Alexander 

(2018), the black and white lines of a barcode will be decoded and turned into text 

by the scanner. After that, the information will be sent directly to a database system 

for analysis. Another key thing to remember is that every line of the code must be 

scanned precisely so that scanners can read and transmit the data accurately. Bar-

coding requires a person to physically scan each item individually. On the other hand, 

RFID systems show their efficiency by being cable of scanning multiple items at once. 

RFID stands for radio-frequency identification, which uses radio waves to transmit in-

formation from RFID tags to an RFID reader. While RFID is truly efficient with high 

productivity, the system may sacrifice accuracy. Barcodes can read codes regardless 

of the substance, whereas the RFID system will decrease capabilities for reading tags 

when operated near metals or liquids.  

3.3.2 Product information 

Product information usually consists of different contents such as the name of the 

product, imagery, required marks and temporary content for legal reasons. There are 

several regulations on product information by government and some of them have 

to be on the package including the country of origin, manufacturer, nutrition infor-

mation, association marks and barcodes. Each product requires different information 

based on its nature and purpose of the manufacturer. For instance, the labels on 

clothes indicating how to treat garments during washing and drying are strictly regu-

lated in the textile industry.  

Nowadays, consumers are gradually conscious of the nutritional information on 

packaged foods and the origin of ingredients used in the preparation, manufacture or 

handling of the food. Furthermore, the food manufacturers also opt to put a health 

ǎǘŀǊ ǊŀǘƛƴƎ ƻƴ ǘƘŜ ŦǊƻƴǘ ƻŦ ǘƘŜƛǊ ǇǊƻŘǳŎǘǎΩ ǇŀŎƪŀƎŜǎ ƛƴ bŜǿ ½ŜŀƭŀƴŘΦ ¢ƘŜǊŜŦƻǊŜΣ ƴƻǘ 

only food manufacturers but also other manufacturers of any industry chose to meet 
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ǘƘŜ ŎǳǎǘƻƳŜǊǎΩ ǊŜǉǳƛrements by attaching and printing QR codes that can be scanned 

by any kind of smartǇƘƻƴŜΦ !ƭƭ ŘŜǘŀƛƭŜŘ ǇǊƻŘǳŎǘƛƻƴΩǎ ŘŜǎŎǊƛǇǘƛƻƴ ǿƛƭƭ ŀǳǘƻƳŀǘƛŎŀƭƭȅ 

appear on the screen when consumers scan these codes. This technology enables 

consumers to access more data about the products they are willing to purchase with-

out the assistance of store workers. 

3.3.3 Marketing tool 

According to Vetrova (2019), eye-catching design and high-quality printing attract 

consumers and differentiate a brand from other competitors in the market. To put it 

another way, the information contained on food packaging is one of the critical fac-

tors significantly influencing the opinion of consumers about the product. It is irrefu-

table that the packaging industry offers the marketing industry a huge opportunity to 

ǇƻǎƛǘƛǾŜƭȅ ƛƳǇŀŎǘ ŀ ōǊŀƴŘΩǎ ƛƳŀƎŜ ōȅ ŎƻƳƳǳƴƛŎŀǘƛƴƎ ǿƛǘƘ ŎƻƴǎǳƳŜǊǎ ǘƘǊƻǳƎƘ ǇŀŎƪπ

aging design. Indeed, good marketing communication associating with a perfect 

graphic design will encourage potential consumers to buy the product and come 

back for ƳƻǊŜΦ ¢ƻ ƎƛǾŜ ŀƴ ƛƭƭǳǎǘǊŀǘƛƻƴ ƻŦ ǿƘŀǘ L ƳŜŀƴΣ ƭŜǘΩǎ ƭƻƻƪ ŀǘ ǘƘŜ ŎŀǎŜ ƻŦ tǊƛƴƎƭŜǎ 

which is one of the most famous American companies providing crunch and delicious 

flavors of stackable snack chips. The major distinction between Pringles companies 

and their competitors is the packaging. Instead of using traditional plastic or foil 

bags, Pringles companies decided to innovate the appearance into the cylindrical 

ǎƘŀǇŜ ƻŦ ǘƘŜ ŎŀƴƛǎǘŜǊ ŀƭƻƴƎ ǿƛǘƘ ǘƘŜ ƛŎƻƴ άaǊΦtǊƛƴƎƭŜǎέ ǿƘƛŎƘ ƛǎ ǘƘŜ ǎƛƴƎƭŜ Ƴƻǎǘ ǊŜŎπ

ognizable graphic element of the package. Furthermore, the company also follows 

strict color mode for its product lines for easier recognition. (See Figure 2) 
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Figure 3.Pringles Packaging. (Adapted from Hare 2019).  

   

 Another key thing to remember is that color is one of the methods used in defining a 

subŎŀǘŜƎƻǊȅ ƻŦ ǇǊƻŘǳŎǘǎΦ CƻǊ ƛƴǎǘŀƴŎŜΣ ƭŜǘΩǎ ǘŀƪŜ ŀ ƭƻƻƪ ŀǘ the milk label color. It is 

widely acknowledged that there are various types of milk which is from skim milk to 

whole milk and everything in between. Consumers can tell them apart easily by the 

color of caps and labels while they are shopping. The blue package means low-fat 

milk, while red package suggests the full fat.   
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Figure 4.Color of milk packaging versus fat content in Finland. (Adapted from Strom-
man 2011, 47) 

 

3.4 Labelling 

Labelling is regulated to help consumers obtain the complete information and make 

the right decision in choosing products based on diet, allergies, personal taste or 

cost. Every customer has the right to know about the food they have bought matches 

the description given on the label. The information on labels must be precise, clear 

and easy to read and understand by the consumers, in order to protect their inter-

ests and health. For instance, quantity information, e-mark, nutrition information, 

country of origin, etc. The following chapters will explain more about these 

specifications. 

3.4.1 Nutrition information 

Nutritional values of the product are necessary information that labels should con-

tent. In essence, the manufacturers should provide consumers with complete infor-
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mation on the value of energy and different kinds of nutrients. This specific nutri-

tional information should be presented in a table in the same field of product vision, 

which is clear, easy to read and understand (see Figure 3).  

 

Figure 5.Nutrition Information. (Adapted from Saxelby 2018) 

 

The critical role of nutrition information is helping consumers become more knowl-

edgeable about their everyday diet and make better choices about what are choos-

ing to purchase. 

3.4.2 Quantity information 

The net quantity statement must be put in mass weight units such as grams, kilo-

grams, milliliters or liters on the label of the package by the manufactures. The net 

quantity must be placed close to the name of the food and in lines parallel with the 

base of the package so that consumers can see all this information at the same time. 

This also applies to alcoholic drinks. However, there are some products which are not 
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necessary tƻ ǎƘƻǿ ǘƘŜ ǿŜƛƎƘǘ ƻǊ ǾƻƭǳƳŜΦ ¢ƻ ƎƛǾŜ ŀƴ ƛƭƭǳǎǘǊŀǘƛƻƴ ƻŦ ǿƘŀǘ L ƳŜŀƴΣ ƭŜǘΩǎ 

look at the case of bread roll package in a bakery store. The consumers can see the 

number of items inside the packaging so that the net quantity in mass weight units 

does not apply to some typical products. 

3.4.3 The e-mark 

!ŎŎƻǊŘƛƴƎ ǘƻ bŀǘƛƻƴŀƭ aŜŀǎǳǊŜƳŜƴǘ ϧ wŜƎǳƭŀǘƛƻƴ hŦŦƛŎŜ όнлмрύΣ ǘƘŜ ΨŜΩ ǎȅƳōƻƭ ƻǊ ǘƘŜ 

ΨŜ-ƳŀǊƪΩ ǇƭŀŎŜŘ ƻƴ ŀ ƭŀōŜƭ ƳŜŀƴǎ ǘƘŀǘ ǘƘŜ ǇǊƻŘǳŎǘ Ŏŀƴ ōŜ ŜȄǇƻǊǘŜŘ ǘƻ !! 9ǳǊƻǇŜŀƴ 

Economic Area (EEA) markets. As such, it acts as a metrological passport throughout 

all EAA markets without having to meet weights, requirements and measures of all 

European countries.  

  

Figure 6. E-mark. (Adapted from Ivanko 2017) 

 

3.5 Marking 

Food packaging symbols are all over products, but not every consumer knows what 

they are or understands the essence of them. Therefore, the most common packag-

ing symbols in EU food products will be explained precisely in this chapter. 

The first mark is the universal labelling symbol, indicating that the materials used for 

food packaging have been previously tested to avoid harmful impacts on human 

health. This wine glass and fork icon mean that packaging is suitable for food use. It is 


































































































































