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��*HVDPW

5HSRUW�$XVWULD

�� $�GHVFULSWLRQ�RI�WKH�6WDWXV�4XR�IRU�5HXVH�3DFNDJLQJ

The Austrian reuse primary packaging is used mainly for beverages and dairy
products.

��� 7KH�FRQVXPSWLRQ�RI�%HYHUDJHV�LQ�$XVWULD
Per-capita consumption is calculated on the basis of the domestic consumption and the size
of the population in 1994 (8.030.000 inhabitants).
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����� 6RIW�GULQNV
For a long time, only glass bottles have been used as sales packaging for non alcoholic soft
drinks. Refillable PET-bottles came on the market in the summer of 1990 in Austria. At
first, Coca Cola offered Coke in this packaging type, other drinks of the Coca Cola
company followed one after the other. Another company, Almdudler Limonaden A&S
Klein later followed suit. All total, there were three filling plants for REF-PET in operation
in Austria in 1992:

Amatil drinks Ltd.,Vienna
Tiroler Frischgetränke Ltd., Innsbruck
Ottakringer brewery in Vienna.

The REF-PET-bottle has had strong growth rates since August 1990.
This increase in use is basically the cause for the decline of the glass reuse bottle, while the
PET-one-way bottle declined only slightly. In 1995, the market share of glass bottles for
soft drinks was at 20,5% whereas in 1997, it was only 17,2%. The relative decline in reuse
glass bottles is caused by a strong increase in the consumption of soft drinks. The total
filling of reuse glass remained stable.
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����� 7DEOH�:DWHU��6SULQJ�:DWHU�DQG�0LQHUDO�:DWHU
Until 1994 a de facto glass bottle commandment existed in Austria, based on hygiene
regulations from the year 1935. According to a decision by the Austrian Court of Justice
based on the mineral water regulation of 1994 and the EU mineral water directive, „all
containers for filling natural mineral water may be accepted by the authorities as long as it
can be proven, that the containers do not change the microbiological and chemical features
of natural mineral waters“. Since then, it has been possible to fill mineral water into plastic
bottles.
In the summer of 1996, some fillers (e.a.Vöslauer, Juvina, Starzinger) began to offer
mineral water in one-way PET. As the only company in Austria, Römerquelle, started to
fill mineral water into REF-PET-bottles.

The following tables dealing with the market shares of one-way and reuse packaging in the
mineral water sector in Vienna and Austria and "market trend PET for mineral water in
Vienna" are derived from a Nielsen market research study.

���� �0LON�DQG�'DLU\�3URGXFWV
For a long time, milk was only offered in beverage cartons. At the end of the 80's, based on
ecological considerations, some dairies began to fill milk again into reuse glass bottles.
Since 1994, milk and fruit yoghurt has also been filled in reusable polycarbonate bottles.
In regard to milk, the market share of the reuse glass bottles in 1995 was 12% and later
declined again to 6% in 1997. Marketing with reuse glass bottles was discontinued at many
dairies once again because of a lack of customer acceptance. Many dairy co-operatives (e.g.
Tirol Milch, Oberkärntner Molkerei, Osttiroler Molkereigenossenschaft) only use reuse
packaging in the form of reuse plastic buckets distributed to HoReCa.

Within the sector of milk and liquid dairy products, a decline of reuse packaging along with
a rise of one-way packaging, mainly for beverage cartons has to be acknowledged
(PROGNOS study) (5).
The following graphs demonstrate the evolution of the returnable 1-litre milk bottle of the
Molkereigenossenschaft Berglandmilch:

����� 7KH�)RUPHU�5HXVH�6\VWHP
Research showed, that some years ago, refill stations for detergents existed in some retailer
chains (e. a. the retailer's co-operation Merkur). However, the system did not work in an
acceptable way because there were too many problems with handling and logistics.

In the middle of the 80's, these refill facilities were tested for milk. In the beginning, the
milk refill facilities were used frequently by the customers, which changed when
contaminated bottles were used. Besides these hygienic problems, the typical "weekend
phenomenon", occurred when milk residue from milk which was not sold remained in the
tanks and consequently went sour. This loss for the retailer could not longer be tolerated. In
small green shops, however, such systems are still in use today.
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�� /HJLVODWLRQ�SHUWDLQLQJ�WR�5HXVH�3DFNDJLQJ

Based on the Austrian waste law, in 1992, the Austrian packaging ordinance (7) was
published. This ordinance (Zielverordnung-Verpackungsabfälle Nr. 646/§2) determines the
shares which are to be achieved from reuse and non-polluting utilisation of beverage
packaging, as refers to domestic consumption.

The determination of the target quotas for 1994 was based on studies (5) done by the
European centre for economy investigation and strategy consult PROGNOS. The data from
tables 1 and 2 are based on the PROGNOS study "basis and control investigation of the
reuse of beverages packages from 31.12.1994 in accordance with the packaging waste
ordinance no. 646/§2" (6).
The basis and control investigation of the reuse of the beverage's packaging will appear in
November 1998. Unfortunately, this data was not available for this report as of the end of
November 1998.

Recovery, according to the Austrian waste law, is defined as: reuse plus material recycling
plus thermal utilisation. In respect to beverage packaging, it was 81% in 1994. From that
amount, the reuse share is about 64%, while recycling and incineration of one-way
beverage packaging accounted for 17%.
In 1993 the recovery rate was only 74%. The considerable increase of 7%  from 1993 to
1994 can mainly be contributed to the recovery of one-way beverage packaging (in
particular, plastic bottles and beverages cartons). For the first time since 1990/1991 the
shares for reuse were not increased in 1994.

�� 'LVWULEXWLRQ���5HGLVWULEXWLRQ�RI�5HXVH�3DFNDJLQJ
All of the different beverage brands are basically offered all over Austria. Only a few
regional producers are restricted to regional markets. For instance, the
BERGLANDMILCH e.g. specified, that it's market be mainly restricted to Salzburg and
lower Austria where the PC-reuse bottle can particularly be found in this area.

��� 7KH�6DOH
V�6WUXFWXUH
The beverage industry association specifies that for all beverages except beer, no concrete
information about the distribution channels in Austria is compiled.
The management of the beverage industry's association didn´t want to give Öconsult any
additional data on the sale's structure, because a complaint was raised against the reuse
quota of the German packaging ordinance at the EU Commission. For this reason, the
beverage industry's association has no interest in cooperating.

����� 'LVWULEXWLRQ�RI�%HHU
There is qualified information about the channels of distributions to the consumer available
for beer.
The following table shows the domestic sale's structure of beer.
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����� 'LVWULEXWLRQ�RI�0LON�DQG�'DLU\�3URGXFWV
MILCHFRISCH, the logistics and distribution enterprise of the dairy co-operatives
Molkereigenossenschaften Bergland and NÖM, made sales data from January to September
1998 available to ÖkoConsult.

����� 'LVWUWLEXWLRQ�RI�6RIW�FRXOG�'ULQNV
Almdudler - Limonade A & S. stated, that 50% of the distribution in the retail channel goes
via central warehouses, 25% via beverage wholesalers and 25% via distribution owned by
the retailers themselves.

�� 3DFNDJLQJ�3RROV

According to information from the beverage industry´s association, unlike the case in
Germany, in Austria, pools for mineral water and fruit juice bottles and crates, do not exist.

Only company/brand-name individual reuse bottles and crates are available.. Almdudler (a
franchise brand) is filled, according to information supplied by the company, in 69 filling
plants, with Ottakringer and Coca Cola being the biggest fillers. The bottles, in
accordancewith an ALMDUDLER owned company standard, are exchanged between the
different fillers. However, there is no pool organisation; the exchange of bottles and crates
is part of the franchise contract.
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�� 7KH�1XPEHU�RI�7ULSV�IRU�5HXVH�3DFNDJLQJ�6\VWHPV

The number of circulations is calculated on basis of the filling quantity and the number of
new packaging brought into the market. It is dependant on the exit rate and the gross return.
The exit rate results from glass bottles which come back to the filler damaged or marked by
scuffing (scratched bottles).

The exit rate of PET-bottles is caused primarily aromatic contamination at the sniffer
machine and the defects in the finishes of the bottles.

��� 7KH�1XPEHU�RI�&LUFXODWLRQV�IRU�6RIW�'ULQN�%RWWOHV
In the study "Market Situation of the REF-PET-Bottles in Austria" according to
information of the packaging manager for Coca-Cola, it was estimated that there is a gross
return for REF-PET-bottles in the amount of 98%. The TIROLER FRISCHGETRÄNKE
Ltd. stated that the gross return of the REF-PET-bottles may be less than for the glass
bottles, because many consumers introduction of the plastic reuse bottles were confused by
non-returnable bottles which had a similar shape.

��� 7KH�1XPEHUV�RI�&LUFXODWLRQV�IRU�0LQHUDO�:DWHUV
RÖMERQUELLE is a big mineral water filler using REF-PET-bottles along with reuse
glass bottles. Because they have only had experience with the REF-PET-bottles for a
relatively short time, a reliable calculation of their durability can not be made. The number
of circulations for glass bottles is indicated as 32,4. Since 1997 when RÖMERQUELLE
started to change over to PET-reuse and PET one-way bottles, glass bottles are not being
bought anymore.

��� 7KH�1XPEHU�RI�&LUFXODWLRQV�IRU�'DLU\�3URGXFWV
BERGLANDMILCH specifies that the PC milk bottles are filled on the average 36 times.
The technical number of circulations could even be higher reaching up to 80 fillings. The
number of circulations for milk glass bottles is estimated to be between 25-30.

�� 7KH�0DUNLQJ�6\VWHP�IRU�5HXVH�3DFNDJLQJ

The „Food Marking Regulation“ of 1993 (BGBl 1993/72 idF)" as well as the "Regulation
of Reusable Plastic Packaging" foresees no specific markings for reuse packaging.
The bottlers of mineral water print on the labels "reuse deposit bottle". This does not
follow a common agreement nor is it done by  request of the retailers.
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5HSRUW�'HQPDUN

�� $�'HVFULSWLRQ�RI�WKH�6WDWXV�4XR�IRU�5HXVH�3DFNDJLQJ�

In Denmark, reuse systems only exist for beverages other than milk and juices. Milk and
juices are only filled in reuse glass bottles to a very small extent.
The reuse systems for milk had mostly disappeared from the market in the early 70’s when
beverage cartons came onto the market. The same is true for juices and non-carbonated
water. Bottled water is not very popular in Denmark since most of the people there drink
water from the tap.
Other goods such as dry food and non food products are also not actually distributed in
reuse primary packaging in Denmark to any considerable extent.

�� 5HXVH�SULPDU\�SDFNDJLQJ�IRU�EHYHUDJHV

Reuse packaging is used in Denmark in a wide range of products. Mainly for carbonated
softdrinks, but also for beverages without CO2. The main products are:

- Carbonated soft drinks, water, and beer
- Alcoholic drinks
- Wine
- Juices and concentrates
- Milk mix drinks

The total consumption and the consumption per capita is shown in the following table.
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��� &DUERQDWHG�VRIW�GULQNV��ZDWHU�DQG�EHHU
Since 1077, there is a law which requires carbonated drinks to be filled in reuse packaging.
A ban on one-way packaging was supported by the two leading brewing and soft drink
companies as a protective measure to support the reuse system which was under attack by
the smaller number three brewery company which has started filling one-way cans.
Bottled water is uncommon in Denmark. The average consumption per capita is only 11,5
liter. For this reason, it is contained within the report under carbonated soft drinks.

����� 7KH�0DUNHW�6WUXFWXUH
The brewing and soft drinks industry is dominated by the two breweries Carlsberg and
Tuborg, which are strongly associated, and control about 80% of the beer and soft drinks
market. However, some smaller local and regional breweries still do exist.

����� 7KH�0DUNHW�6KDUH�RI�5HXVH�3DFNDJLQJ
The market share of reuse packaging is between 96% and 98 % of the consumption (see
Table DK-2 i.A.), while the remainder is for one-way packaging which gets imported by
private individuals primarily from Germany. The market share of draught beer and
carbonised soft drinks in kegs is very small and comprises a market share of about 9,5 %
and 3 % of soft drink consumption (see Table DK-3 i.A.).

������'LVWULEXWLRQ���5HGLVWULEXWLRQ
Beer and soft drinks are mainly sold via retailers. Only a small portion is sold via HoReC2.
Actual data on door to door delivery is not available.
One special feature of the Danish situation, while differs from their classical strategy, is
that all distributors including ALDI sell beer, carbonised soft drinks, and alcoholic
beverages in reuse packaging - and remarkably, do not have any logistical problems or
economic disadvantage from doing this.

The retake of the reuse packaging for beer and soft drinks in most retailer shops is done by
retake machines;  only in small shops and by one discounter is this done personally.

����� 7\SHV�RI�UHXVH�SDFNDJLQJ�LQ�XVH
Company owned and pool bottles are in use for beer and carbonised soft drinks (see
chapter 1.4.1). Each of them uses individual crates with different labels / colours which
have to go back to the same brewery where they came from. For that reason, even though
they use standardised bottles, the pools have to be considered Type B. Besides the
breweries FDB, the biggest retailer organisation in Denmark, also runs it’s own crates, in
which small contract fillers have to deliver their products in standardised bottles.
This does not influence LCA very much since distances are not as long in Denmark and the
filling plants are located near the main markets. The distribution of small and the medium
sized breweries is mostly regional or local.

������� 7KH�7HFKQLFDO�6WDQGDUG
Two types of standardised glass bottles are in use for beer. As for carbonised soft drinks,
one type of standardised glass bottle, 5 types of standardised PET bottles and several types
of individual PET bottles are in use.
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Standards for glass bottles:
ISO 8164 50cl
DS 53 70 and 35cl
DS 2068 25cl

Only a technical committee at the National Brewer’s Association (10) exists for the use of
the DS-Standard bottles, but there is no contract pool. The whole circulation of the
standard glass bottles is very common (and unique) and does not need very much
organisational support.

The standards for Reuse PET-bottles is held by the „Joint PET-bottles Committee“ a
Committee of the Danish soft drink's association:

3 types PET 50cl
2 types PET 150cl

The private standard for PET-bottles of the „Joint PET-bottles Committee“ can be used by
any company signing a contract and is also open to foreign companies as well . The
standard PET bottle is actually used by a Swedish company which fills mineral water.
The pool contract includes technical requirements, (i.e. each filler who starts to fill a new
flavoured soft drink has to go though a test to determine flavour transfer into the PET-
material) and statistical duties. The pool contract requirements are actually under revision
to update the technical aspects of the PET-technology.

��������� 7KH�1XPEHU�RI�7ULSV�RU�5RWDWLRQV���1XPEHU�RI�)LOOLQJV�SHU�3DFNDJLQJ
/LIH

The average number of trips per bottle have only been analysed for glass bottles by
RENDAN (7), the official information centre on waste. Calculated by the number of
fillings per year and the average age of the bottles in circulation, the average number of
trips per glass bottle life has been determined to be:

beer glass bottles 0,35 cl 34,8 fillings (7)
soft drink glass bottle 0,25 cl 34,9 fillings (7)
soft drink PET-bottles 0,5 and 1,5 litres 20 fillings

The number of trips for reuse PET bottles is based on statistics of the pool organisation,
who balances all standard bottles coming into and leaving the pool and the number of
fillings per year (9).
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��������� 7KH�'HSRVLW
The deposit for beer and soft drink bottles is unique to each of the shops and varies
depending on the volume and material used as follows:

beer bottle 0,35 l 1,25 DKr  = 0,17 ECU
beer bottle 0,5 l  1,50 DKr  = 0,20 ECU
soft drink glass bottle 0,25 l 1,25 DKr  = 0,17 ECU
soft drink PET bottle 0,5 l 2,50 DKr  = 0,34 ECU
soft drink PET bottle 1,5 l 4,50 DKr  = 0,61 ECU

all plastic crates 12,50 DKr  = 1,69 ECU

��������� 7KH�0DUNLQJ
The bottle shapes are so common in Denmark that everybody knows them. No marking is
used but for a few bottles where the letters „RETURFLASKE“ are written which means
returnable bottle.

����� 7KH�8VH�RI�6WDQGDUG�5HXVH�%RWWOHV�IRU�1RQ�&DUERQLVHG�'ULQNV
The glass bottle system which has been described is used as well, but to a lesser extent for
juices, juice concentrates and milk mix drinks. These products are filled in 0,25 l standard
bottles and are distributed mainly by FDB, the cooperative retailer in Denmark. FDB crates
are used for those products which guarantees just a small amount of additional handling
and easier logistics. It gives small fillers the opportunity to deliver their products in reuse
packaging without having to incur high investments for bottles and crates.

��� :LQH��$OFRKROLF�'ULQNV�DQG�6SLULWV

The average consumption of wine per capita is around 26,8 litres. Total consumption in
Denmark was about 141 Mio litres in 1996.
All of the wine consumed in Denmark comes from abroad. The quantity of wine which is
imported by way of private imports is estimated to be 17,4 % of total consumption in 1996.
This quota has been declining steadily and was around 30% in 1989.
The main exporting countries to Denmark are Germany, France, Italy and Spain (for
detailed figures see Chapter 4 of main report).

Total consumption of hard liquor is estimated to be 18,4 Mio litres in 1996, which is about
3,5 liter per capita and year. Alcoholic drinks and hard liquor are levied with high taxes in
Denmark. This would explain why about 20% are imported tax-free by private persons.
This quantity mainly comes from Germany but that doesn´t mean that it is necessarily
produced there. Many alcoholic beverages produced in Denmark are exported to Germany
and re-imported tax-free.
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����� 7KH�0DUNHW�6WUXFWXUH
A high quantity of wine is imported to Denmark in bulk. Importers are independent
wholesalers/importers as well as retailer organisations which do their own imports and
fillings. Most of these bottlers use reuse bottles to a certain extent for their fillings because
of the economic advantage those bottles provide.

The market for hard liquor is international with a high number of foreign brands. There is
not much bottling of imported spirits in Denmark.

����� 7KH�0DUNHW�6KDUH�RI�5HXVH�3DFNDJLQJ
In 1996 about 24,6 Mio. bottles of hard liquor (spirits) and 218,5 Mio wine bottles were
sold all toll. A high share of these hard liquors (imported or from domestic production)
which are bottled in Denmark are filled in reuse glass bottles.

The number of fillings in reused glass bottles is about 66 Mio bottles or 27% of the
consumption. An additional 47,8 Mio of the used bottles have been sold abroad mainly to
be filled in Germany or France.

������'LVWULEXWLRQ���5HGLVWULEXWLRQ
Distribution proceeds along all kinds of retail systems.

Redistribution is very much differentiated. Because there is a high tax on new bottles,
retake systems are launched for economic reasons. Three different redistribution systems
are in place:

- bottles which customer has been paid deposit for
redistribution in plastic crates (same as delivery)

- wine bottles of different shapes which are bought back from customer or taken back for
free

retake at the POS via retake machines or in person

- collection in bottle banks or big plastic cases (HoReCa) mixed up with other glass
bottles

sorting occurs at a sorting facility of the service companies or at the facilities of the
retail organisation

����� 7KH�7\SHV�RI�5HXVH�3DFNDJLQJ�LQ�XVH
Wine bottles come from all around Europe, as well as around the world into Denmark.
Several types of bottles appear which adhere to national standards for wine bottles in the
wine grower’s countries or to the producer’s standards at the bottle factories. Common
European (CEN) standards for wine bottles do not exist.
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This explains why, Danish glass sorting companies must separate up to 60 different bottle
shapes/colours and which they then sell to the fillers. According to bottle bank collection
systems (see chapter 2.2.3), the annual reuse of bottles for wine and hard liquor makes up
about 102 Mio. bottles or 30% of the total use of bottles (see Annex VII).
The total collection rate is about 68% which leaves another 31% of the glass to be used as
cullets in the Danish glass factories.

There are not any organised pool systems for the type A and type E reuse system. The hard
liquor bottles for the domestic spirit’s production are highly standardised. These standards
are not based on DS-standards, but on the economic interest of the bottlers/retailers in
Denmark.

A deposit for wine bottles is only charged at some retailer shops, mainly FDB.
The FDB is a big bottler itself and charges:

2,25 DKr ( 0,34 ECU ) per bottle of the type they fill themselves.
and pays up to
0,25 DKr ( 0,34 ECU ) per bottle for certain shapes which they have not filled

themselves.

The deposit for hard liquor bottles is 1,25 DKr ( 0,1698 ECU ) in all of the retailer shops,
meaning that the incentive to bring back bottles to the retailer’s shop is quite high.

Since the bottle shapes for spirit bottles are very common in Denmark markings are only
used by some fillers/retailers (FDB). For this purpose, a small additional sticker is fixed
onto the cap of bottles.

�� /HJDO�ODZV��FRQFHUQLQJ�5HXVH�3DFNDJLQJ�IRU�%HYHUDJHV

In 1977, the Danish government started to regulate the packaging market with legal laws.
Two components have thus arisen:

1. A ban on one-way packaging for carbonised soft drinks and beer has been set (begun in
1977).

2. A tax on all new beverage packaging was levied for packaging which has appeared for
the first time on the market (started in 1978).

Both of these legal acts have been revised several times. The actual law is as follows:
��� 7KH�%DQ�RQ�2QH�:D\�3DFNDJLQJ�IRU�FDUERQLVHG�%HYHUDJHV�

6WDWXWRU\�RUGHU�1R������RI�$SULO���WK������RQ�SDFNDJLQJ�IRU�EHHU�DQG�VRIW�GULQNV

- This order stipulates that mineral water, beer and carbonised soft drinks may only
be placed on the market in refillable packaging
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- The refill packaging systems have to be approved by the Danish EPA and have to
show proof that they fulfill the following aspects:

- a certain number of fillings is completed per lifetime of the packaging
- the technical requirements of reusability are met
- not too many systems using the same technique and size are on the market

This law is an update of the bekendtgorels No. 124 from February, 27, 1989 which had
been
revised after the decision of the EU-Court of Justice in 1987.

The relatively new expansion of the tax law as it pertains to flexible and rigid paper and
plastic packaging can not be evaluated at this time because it has not had enough time to
have reached a certain level of development in the Danish economy.

The two „old / established“ political instruments, the ban and the tax, also have had a very
effective influence on the market for beverage packaging when applied together.
The ban, which is the feature most discussed on the European level, is very easy to handle
and to control by the government. The well- developed reuse systems, which are also the
most modern, available on the market (PET bottles of the second generation) show, that the
industry can easily run their business within these restrictions.
The tax itself acts as a motor for running reuse systems outside the area of the restrictive
ban. Reuse systems for alcohol and for wine may not work without that incentive. Even
with the normal economic advantage for reuse systems, many retailers only run the reuse
systems because of the additional economic effect the tax has.
As the impressive example of ALDI, the biggest discounter in Europe, shows, the benefit
of the tax compels this company to incorporate reuse systems for alcohol bottles into it's
market even without any statutory orders just because they are interested in the economic
aspect. This same company in Denmark even buys wine from wholesalers who fills the
imported wine into reused glass bottles. They do so because of the economic advantage
they gain from using the cheaper reused glass bottles. Both of these examples are
exceptions though. They are completely unlike the normally very strict basic strategies that
the ALDI company is known for. .It is common knowledge that they are one of the biggest
opponents of reuse systems all around Europe. The repeated statements from ALDI and
other discounters, that they will stop selling beverages as soon as they are forced to use
reuse packaging by law, has been disproven in Denmark (see Annex I). All discounters, sell
beer and carbonised soft drinks with a deposit contained within competitive prices. The
retake of empties and the redistribution does not seem to pose a problem for them in
Denmark.

���� 7KH�7D[�RQ�DOO�QHZ�%HYHUDJH�3DFNDJLQJ
- The following is the announcement of the law for taxes on new packaging and new paper

and plastic bags:
%HNHQGJRUHOV� DI� ORY� RP� DIJLIW� DI� YLVVH� HPEDOODJHU� VDPW� YLVVH� SRVHU� DI� SDSLU
HOOHU�SODVW�P�Y��%HNHQGWJRUHOV�1U�������RIILFLDO�MRXUQDO�SDJH�������������RI��WK

2FWREHU������

This law levies taxes:
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- on new packaging for all beverages, vinegar and oil and denatured spirits which is
made out of beverage carton, and subject to a grading scale starting with a volume
of 0,01 l and finishing with packaging of over 1,6 litre.

packaging
volume

under 0,1 litres 15 ore (0,02 ECU)
> 0,1  to  0,4 litres 30 ore (0,04 ECU)
> 0,4  to 0,6 litres 50 ore (0,07 ECU)
> 0,6  to 1,1 litres 1 DKr (0,13 ECU)
> 1,1  to 1,6 litres 1,50 DKr (0,2 ECU)
> 1,6  to 20 litres 2 DKr (0,26 ECU)

- on new packaging for all beverages, vinegar and oil and denatured spirits made out
of all materials other than beverage carton, and set on a grading scale starting with
a volume of 0,01 l and finishing with packaging of over 1,6 litre.

under 0,1 litres 25 ore  (0,03 ECU)
> 0,1  to  0,4 litres 50 ore  (0,07 ECU)
> 0,4  to 0,6 litres 80 ore  (0,1 ECU)
> 0,6  to 1,1 litres 1,60 DKr  (0,21 ECU)
> 1,1  to 1,6 litres 2,40 DKr  (0,32 ECU)
> 1,6  to  20 litres 3,20 DKr  (0,42 ECU)

- on several types of flexible paper and plastic bags and packages per kg used
packaging material, and put on a grading scale according to packaging type

flexible paper packaging 19,50 DKr (2,65 ECU)/ kg
rigid paper and textile packaging 7,50 DKr (1,02 ECU)/ kg
rigid packaging of recycled paper 6,00 DKr  (0,81 ECU)/ kg
rigid plastic 4,50 up to 7,50  DKr (0,6-1,02 ECU)/ kg
flexible plastic 30,00 DKr  (4 ECU)/ kg
aluminium 11,25 DKr  (1,53 ECU)/ kg
tin plate and other steel 3 to 3,75 DKr  (0,5 ECU)/ kg
glass or ceramics 0,75 DKr  (0,1 ECU)/ kg
laminates 15,00 DKr  (2 ECU)/ kg
wood packaging 6,00 DKr  (0,81 ECU)/ kg

�� 7KH�0DUNLQJ�6\VWHPV�IRU�5HXVH

There is not common marking used for reuse packaging in Denmark. Marking symbols or
written information is not requested by law.
The retake in all of the various Danish retail shops is common, and information on which
bottles are to be retaken are available at the retake counters. Additionally, some companies
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like FDB use customer information leaflets (see Annex II) to show the range of bottles
which they will take back.
However, common markings would be useful as the range of the bottles increases in the
wine sector as well as in new areas of rigid plastic bottles.
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5HSRUW�)LQODQG

�� $�'HVFULSWLRQ�RI�WKH�6WDWXV�4XR�IRU�5HXVH�3DFNDJLQJ

Reuse primary packaging is only used in Finland for beverages and vinegar. Reuse
packaging for non-liquid food and non-food is restricted to only a few refill systems in drug
stores (body shops) or in green shops which are not very common anyway in Finland.

Finland is the EU-champion in drinking milk. Nearly 200 litres of milk are drunk by each
Finnish citizen per year. Drinking juices is also very popular, whereas beer and soft drinks
consumption remains in the average range. Wine consumption, along with the consumption
of bottled water remains minimal. Just like in the other Nordic countries, drinking water
from the tap is very common.

��� 7KH�$FWXDO�0DUNHW�6KDUH�RI�5HXVH�3DFNDJLQJ�IRU�%HYHUDJHV
In Finland there are four breweries which run the beer and soft drinks market which also
handles a very small volume of bottled water. The leading company (HARTWALL)
controls more than 50% of the market share and is a contractor to Coca Cola. The second
company is KOFF which is also a franchise partner of Pepsi Co. The third and forth (PUP
Oy and OLVI) are regional breweries outside of the Helsinki area.
These four companies produce and distribute more or less all of the beverages except wine
and alcoholic drinks which is within the domain of PRIMALCO, the formerly  state-owned
alcohol monopoly. This company produces, imports and bottles foreign and domestic
alcoholic beverages, wine and vinegar.

The actual reuse share for beverages is:

beer 95 %
soft drinks 99 %
alcohol beverages 76 %

Source: Panimoliitto, Primalco
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�� +RZ�5HXVH�GHYHORSHG

��� %HHU
Reusing bottles in breweries started in 1916. Nowadays there are left only four big
breweries left who use the same reuse bottles and crates.
As Table FIN-1 shows, one quarter of the consumed beer is distributed as draught beer.
More than 93% of the bottled beer is distributed in reuse bottles, while cans account for
only 6,7%. One-way glass is rarely used in Finnish shops. Most of the cans are imported.

The overall consumption of beer went up in the last decade very quickly, while the market
shares for bottled beer remained very stable. One-way cans never went higher than 7 % of
the market share.
Much like the other Nordic countries, the high taxes on alcohol are the driving force behind
extensive private importing (smuggling) of alcoholic beverages and a kind of drinking
tourism which occurs primarily on the ferryboats which travels to and from Estonia,
Russia, Germany and Sweden.

��� 6RIW�GULQNV�DQG�PLQHUDO�ZDWHU
Reuse packaging is only used for carbonised soft drinks. Juices are filled into beverage
cartons.
The market share of draught / post mix is actually around 10%  having increased from 6 %
in the early 1990’s.
Cans only account for 1%, since imports of canned soft drinks are not very great. 89% of
the carbonised soft drinks are sold in reuse bottles. Since 1994, the breweries have started
to use REF-PET-bottles and the market share of this part of the reuse system is growing
steadily.

There are also 0,5 one-way PET-bottles, but their share has been under one percent.
Consequently, Hartwall has given up using them.

��� $OFRKROLF�EHYHUDJHV
60 % of the alcoholic beverages sold in bottles originate from domestic production, 40 %
from foreign production. All of the beverages of domestic origin have been packed in reuse
packaging, with the exception of sparkling wine, since the very beginning of the state’s
monopoly on alcohol beginning in 1932. Back then, wine or spirits could only be bought in
ALKO shops if an empty bottle was brought back in exchange.

One third of the imported products are imported in bulk tanks and bottled in Finland in
reuse glass bottles. The other two thirds, mainly wine and sparkling wine, is imported in
bottles.

A minimal quantity of clear vinegar which is produced in Finland is bottled in reuse glass
bottles.
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Year Reuse bottles Draught One-way packaging
1996 71 1 28

Source: Primalco.

��� 3UHYLRXV�5HXVH�SDFNDJLQJ
Reuse bottles were used for milk and cream in Finland beginning in the 50’s until the late
60’s. Still, in the beginning of the 1960’s, 60 % of the consumed milk was sold to
customers using their own bottles or churns, only about 20 % was sold in glass bottles and
another 20% in beverage carton (with wax inside).
There was one bottle for milk (1 litre) and one for cream (3 dl). The dairy products sold in
shops until the 1950´s consisted of butter, a couple of types of cheese, usually one kind of
milk, cream and occasionally sour milk. The one litre bottle weighed 0,5 kg.

It has been said that one reason reuse bottles were given up is because the filling machinery
for the plastic pouches and beverage cartons, which replaced the bottles, were less
expensive.
Other reasons were that consumers were more than willing to profit from lighter packaging,
they were pleased that they wouldn't have anything to return to the shop and their was a
need to raise the level of hygiene. Certainly, there isn't any scientific proof that hygienic
conditions would have been worse with the reuse bottle system, in comparison to plastic
bags. Similarly, there is no evidence that consumers demanded lighter packaging.
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�� /HJDO�/DZV�IRU�5HXVH�3DFNDJLQJ

Taxes for the packaging of beer and soft drinks are included in the taxes for alcohol. Taxes
for the soft drink packaging is included in the excise tax for confectionary and soft drinks.
These taxes are:

7DEOH�),1��� 7D[HV�RQ�SDFNDJLQJ

FMK/l ECU
reusables     0     0
recyclables     1     0,17
other packaging     4     0,69

The Ministry of Environment gives permission for organising a reuse system which is
prerequisite for tax reduction. The following aspects are matter of the permission:

1 Is the packaging meant for reuse or recycling?
2  The amount of deposit.
3 Volume, weight and material used.
4 Estimated number of circulation per packaging and estimate of the amount of  new

packaging brought to market annually.
5 How is the retake and redistribution systems working ?
6  The target for retake (meaning recycling) and the timetable for reaching it.
7 What are the products that will be packed or imported in the packaging.
8 How the retake and recycling is going to be followed up.
9 Other necessary things needed to estimate the functioning of the system

The Ministry of Environment will approve the application if

1) the retake system is organised sufficiently, is effective and covers the area of
distribution, and the packaging is reused or recycled to a adequate extent.
2) the packaging of the soft drinks and alcoholic beverages are usually retaken by the same
retail place where they are sold, with kiosks being the exception to the rule.
3) the retaken packaging is either refilled or, when this is not possible, recycled. The
applicant makes an effort to organise the recovery and proves that it is being done.
4) the deposit is at the minimum of 0,50 FMK ( 0,09 ECU)
5) the recycling system of packaging other than reusable packaging does not weaken the
reuse system of the reusable packaging
6) The reuse or recycling system is regulated and controlled.

The Ministry of Environment can include into it’s terms for decision: a target for the reuse
or recycling rate, a timetable, a deposit etc.

The return rate for alcoholic beverages bottles is set at 80 % and for beer and soft drinks
bottles at 85 %, in some cases, it’s even 95 %. Deposits are compulsory for reusable and
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recyclable drink packaging for which the tax has been reduced. The minimum deposit is set
at 0,50 FMK (0,09 ECU). The following chart shows the deposits in use:

� 7KH�'LVWULEXWLRQ���5HGLVWULEXWLRQ�RI�5HXVH�3DFNDJLQJ

��� 6RIW�GULQNV�DQG�EHHU�
Beverages and beer are distributed by the breweries. There are 4 big breweries and only
about 10 very small ones (pub breweries) in Finland.
The bottles are distributed in reuse crates supplied by the brewery-owned logistics directly
from the breweries to the retail shops and the restaurants/pubs.

The bottles are able to be retaken in about 4.800 retail shops and in 260 ALKO shops. In
60 % of the retail shops (about 3.500 shops) and in almost all of the ALKO shops, there is
an automatic machine for retaking empty bottles. The biggest shops have retake automatic
machines which are also for the crates. In the small shops, the personnel handles the retake.

The breweries transport the bottles to the retailer and back again to the breweries. The
breweries have clearings (5-6 meetings/year) about the purchases, the discards and the
stocks of the reuse packaging.
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A standardised reuse system (Type C) exists for beer, soft drinks and water. There are:
- three glass bottles for beer (0,33 / 0,5 CC and 1,0 l MCA)
- two glass bottles for soft drinks (0,33 / 0,5 CC and 1,0 l MCA (green / clear)
- one REF-PET 1 l light blue bottle for water

All reuse bottles are distributed in unique plastic crates for each type of bottle.
For soft drinks, there are also 1,5 and 1,0 litre REF-PET bottles in use confirming to the
company owned systems of PEPSI and COCA COLA:

Pullopooli (Bottle pool owned by a Finnish beer and bewerage industry) is an open pool.
Pullopooli commands 99 % of the filling capacity of the beer and soft drinks produced in
Finland. Pullopooli has 200 million bottles circulating about five times per year.

The participation fee for Pullopooli is either 100 000 FMK paid once or 20 000 FMK per
year. In addition, the member pays a fee and a deposit according to the number and the
quality of the used packaging.

Members:
- Hartwall, Helsinki
- Olvi Iisalmi
- Pirkanmaan uusi panimo - PUP Oy, Nokia
- Oy Sinebrychoff, Kerava

Pullopooli has just approved or is in the process of approving the membership of
companies, which produce small amounts of usually less than 200.000 litres of beer or soft
drinks. It has not been determined yet whether or not they will all be able to join the pool.

Sahti Mafia (beer factory working), Jalasjärvi
- Mallaskoski (the beer factory will start 1.1.1999), Vesitorninkatu 1
- Laitilan Wirvoitusjuomatehdas, Laitila

The pool system works in two parts:
a) between the breweries and the retailer shops, the breweries transport and pay the retailer
for the handling of the bottles, crates and the pallets. (0,15 - 0,17 FMK/bottle) The costs
are 0,08-0,30 FMK/bottle (1) for the retail shop..

b) clearings between the four breweries: 5-6 meetings/year about the purchases, discards
and stocks
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��� $OFRKROLF�GULQNV�
ALKO has a monopoly in the retail of alcoholic beverages with 260 retail shops covering
90 % of the sales of alcoholic drinks. The 2000 licensed restaurants command  10 % of the
sales. There are 15 wholesalers of alcoholic beverages, 3 of them are dominant operations.
They are allowed to sell only to the restaurants and pubs. All of them, as well as Primalco,
have their own direct transportation to the retail/restaurants. Primalco uses reuse crates.
The other wholesalers use primarily one-way packaging.

Within the PRIMALCO pool system there are twelve glass bottles of different shapes and
colours:

- 3 cork mouth 0,75 l green and clear glass bottles
- 4 MCA 0,75 l green and clear glass bottles
- 2 MCA 0,7 l clear glass bottles
- 1 MCA 0,5 l clear glass bottle
- 2 MCA 0,35 l clear glass bottles
- 1 MCA 0,373 l clear glass bottle

All of the bottles are distributed in two very modern standardised pool crates which can
also be used as store shelves where bottles can be taken right out from the crates while they
are stocked.

The retake of the bottles for alcohol occurs in 260 Alkos shops all over the country. After
being taken by an automatic machine to the backroom of the shops, the personnel then
separates the bottles by colour and size into the reuse crates. From the shops, the bottles are
taken to the A-PULLO separation centre. From there, the bottles are sent to different fillers.
The most important filler, PRIMALCO is just next door to A-PULLO and gets about 80%
of the bottles coming back.

There is no participation fee in the A-PULLOs system, but from each 0,75 litre bottle, the
participant has to pay a deposit of 0,41 FMK plus a service fee for retake in the ALKO-
shops, for the sorting and redistribution to A-PULLO in the amount of 0,74 FMK per
bottle. The deposit is charged to the customers separately and is given back when  retake
occurs. The fee is part of the selling price. For the crates the deposit is 35 FMK.

Bottles and crates for alcohol: 

A-Pullo (joint venture of the Finnish alcohol industry)
Tallberginkatu 2 A
00180 Helsinki

members:
Primalco, Helsinki
Chymos Juomat Oy, Helsinki
Marli Oy, Turku
Ranin Gust. Oy, Kuopio
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In addition, there are some smaller companies that have permission from A-pullo to use
new (pool)bottles and pay a fee to A-pullo instead of having to take the old bottles and
wash them. Examples of those companies are Liggnell & Piispanen (produces liquors and
wines), Sahti Mafia (produces original Finnish-style beer and beer) and some small wine
producers.

A-Pullo is a contract pool (Type C). The members are all alcohol producers in Finland. The
pool has almost 100 % of the filling capacity of the alcoholic beverages produced in
Finland and about 35 % of the alcoholic beverages imported from abroad.

� 7KH�1XPEHU�RI�7ULSV�IRU�5HXVH�3DFNDJLQJ

The return rate for beer and soft drink bottles is 96-98 %.  Glass bottles can last for 40
circles and plastic bottles for 20 circles, while small ones can last for 7-8 years and big
ones can run for 5-6 years. The bottles make about 4-7 circles/year. The amount that has to
be replaced of the packaging/year is about 10 % for the beer and soft drink bottles.
The numbers have been calculated by Panimoliitto by dividing the total sales of soft drinks
and beer with the number of bottles in use.

The return rate for alcohol beverage bottles is 80 %. The reuse bottles are filled 7-8 times
during their lifetime. 20 % of the packaging has to be replaced each year. 1-2 % of the
alcohol bottles end up being thrown into the natural surroundings, 2-3 % are disposed of
into the community waste and 15 % of the reuse bottles are put into the bins for glass
recycling.

Crates (made of plastic):
Crates circulate for 15-20 years, usually being taken from the market only when the bottle
selection is changed. Consequently, the return rate is almost 100 %.

The figures are from A-PULLO and based on total sales and the number of packaging in
the market.

� 0DUNLQJ�V\VWHPV�IRU�UHXVH

There is only one reuse - marking used by A-PULLO on the label of its’ bottles. The
marking has only recently been put into use in order to make it easier for the retail shop
personnel to separate the reuse from the one-way bottles. Reuse marking is not compulsory
by law.
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5HSRUW�)UDQFH

�� $�'HVFULSWLRQ�RI�WKH�6WDWXV�4XR�RQ�5HXVH�3DFNDJLQJ

Reuse primary packaging in France is reduced to a minimum for all beverages except beer.
For all other goods, reuse packagings could not be detected.

The consumption of beverages (see Table F-1) in France is dominated by bottled water
(95,5 l / capita, a) which commands one of the leading positions in Europe. Multiplied by
the 58 millions French people who live, they have the second biggest water market in the
EU.
Milk consumption (94,6 l / capita, a) is average. Since 62,7 litres of wine make up the
leading position France commands the biggest wine market in the European Union.
Soft drinks and juices are also in the middle range, while beer consumption is the smallest
in Europe.

The markets for bottled water, beer and soft drinks are very highly concentrated. In each
market segment a group of 2-3 companies control 80-90% of the market.
The number of market players in juices and milk is higher, while the market for wine is
extremely varied with thousands of producers, bottlers and wholesalers.

Reuse bottles/crates only dominate in the HoReCa channel, but even there their market
share is declining too.

The actual national figures for reuse primary packaging are only available for beer, water
and soft drinks. The reuse of wine bottles or the reuse of standard bottles for cider or
sparkling wine are not registered anywhere. Therefore, only small examples can be
described.

The actual figures for reuse primary packaging are:

There are some small regional producers for cider and juices i.e. Les Celliers Ass.,
Pleudihen (1) use the old standard 1-beer bottles (AFNOR NF H35-057 BVL-bottle). The
juices are sold in the region via wholesalers and retailers in standard reuse plastic crates.

Wine bottles are collected at the retailers and HoReCa by some specialised companies (2),
who sort and clean the bottles and offer them to fillers. In that system, not only wine bottles
are treated but standard bottles for champagne are too, which are used for bottle
fermentation in the cellars. Some of these companies co-operate with wholesalers and
service companies (re-conditioners) in Germany and get French standard bottles in
exchange for German type bottles from there (3).
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�� +RZ�5HXVH�GHYHORSHG

France was one of the first countries in Europe where the old reuse packaging systems were
destroyed when a rapid change in favour of one-way packaging led to their demise. First, it
happened with water in the 70’s, when reuse glass bottles were replaced by PVC bottles and
one-way glass. Even so, detailed figures from that time are not available. In the 80’s and
early 90’s, one-way glass saw a decline as well and PVC got a market share of more than
90% (see Table F-3 i.A.). Within the last three years another basic change toward one-way
PET-bottles has taken place and they now hold a market share of over 80% of water sales
(4). The main reason for this situation does not stem so much from a bad ecological image
on the part of the French, which in fact, isn´t of much concern in France, but because PET
bottles are just so inexpensive.

The beer bottle system also declined in the middle of the 70's, when one-way glass began
it's success story in the supermarkets and big hypermarkets which nowadays are popping
up like mushrooms in France.
The total consumption in the last twenty years remained more or less stable hovering
around 2,2 Billion litres. An import surplus of another 0,2 Billion litres is not registered
according to the type of packaging (5). Most of it may be one_way glass.
Table F-4 i.A. shows the packaging structure for beer brewed and sold in France.
The market share for the reuse beer bottles went down slightly but consistently until 1993.
After a short period of growth, it started to decline again in the following year. Most of the
losses of the reuse system where taken over by one-way glass and only to a smaller extent
by cans (actually 7,1%).

The reuse market share for soft drinks was quite high until the late 80's (around 40%). In
the days when the EU-Packaging Directive 62/94/EC was being discussed in Brussels and
Strasbourg, the final breakdown of the reuse system for soft drinks in France was taking
place. The market share for 1997 was around 3% and forecasts say that in 1998 it further
will decline down to 2,7%. Much like bottled water, the dominant packaging is one-way
PET (62%), while cans account for a share of 11% and one-way glass makes up around
10% (see Table F-5).

A much slower change took place in the wine branch. Here table wine and country wine
which has been bottled for a very long time in reuse bottles changed to one-way glass. In
the last few years, the market share of wine in beverage cartons and plastic bottles has
grown rapidly. However, detailed figures are not available.

�� /HJDO�/DZV�IRU�5HXVH�3DFNDJLQJ

There is no legal setting established to support reuse. Reuse packaging is hardly even a
matter of discussion in France.

The Decret Nr. 92-377 from April 1st 1992(6), which was launched rather rapidly to
indicate the French position in regard to the discussion brought on by the EU-Packaging
Directive at any rate, does not acknowledge the reuse packaging systems. On the contrary,
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The Decret uncovered an inexpensive way to handle packaging waste treatment. In
comparison to the recycling targets which where established in the other EU-member
states, the decree only asks for 75% recovery in 2002 without setting any quantitative
targets for recycling. It did give strong incentives for all of the one-way packaging
producers to get control of the back stream of their products, but without a certain amount
of responsibility for them to achieve a high level of environmental protection.
In some cases. the contracting done by packaging producers directly with the communities
caused the existing reuse systems, the reuse of wine bottles from bottle bank collections, to
be destroyed or prevented. In the contracts between the glass manufacturers and
communities, it was determined that it would not be permitted for good reusable bottles of
the cullets to be sorted for reconditioning (7).
Another incentive which supports the recovery of packaging waste is the reduction of the
VAT Value Added Tax for collection and sorting activities from 20,6 % to 5,5%, which is
to commence in 1999, and which will cause an additional disadvantage to the reuse
packaging systems (8). As long as retake and redistribution is part of the normal activities
for companies, all of the costs within the redistribution chain will be taxed on the higher
level.

�� 'LVWULEXWLRQ���5HGLVWULEXWLRQ�RI�5HXVH�3DFNDJLQJ

The distribution of reuse packaging to HoReCa, the only relevant distribution channel left,
is done by wholesalers. Most of the French wholesalers have actually been taken over by
one of the big breweries or soft drinks producers.
Redistribution leads to distribution and vice versa.

��� 'LVWULEXWLRQ�6\VWHPV�IRU�%HHU
Beer is the only beverage left which is distributed in reuse bottles, not only to HoReCa but
also to some of the other retailer chains. The following standardised glass bottles are used
as primary packaging:

NF H35-054 Glass soft drink and beer bottle „Apollinaris“ 0,25 and 0,33 litre

NF H35-055 Glass bottle 0,75 litre standard type for beer

NF H35-057 Glass soft drink and beer bottle „BVL“ 75 und 100 cl

The market relevance for each of the different bottles are calculated in table 4 (see Annex
III).
Sales of the high volume bottles (0,65 to 1,0 litre) have declined from 33% in 1985 to
12,4% in 1996. n the past these bottles, made up the dominant part of the reuse packaging
system. In that regard, one-way packaging does not have any relevance.
The small volume bottles, 0,25 to 0,5 litres, have increased their market share, while the
share of one-way packaging grew tremendously. One way cans doubled their filling
quantities within the last decade but still only have a market share of < 10% (9).

These bottles circulate in standardised non individual plastic crates of the „Union de
Brasseurs (UB)“. The Union de Brasseurs has not been considered an organised pool
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organisation ever since the Netherland’s brewing tycoon HEINEKENS took over the
companies which were once assembled in that organisation. The unique crates do not bear
any company or brand labels.

��� 'LVWULEXWLRQ�6\VWHPV�IRU�:DWHU
Most of the nationally distributed mineral water sources (Vittel, Evian, Volvic, etc.) offer
their products in reuse packaging to restaurants. Therefore, each company runs its’ own
bottle range (individual bottles with their own brand punt marks). Normally, these
companies use two to three different bottles (0,25 / 0,5 and 1 litre) in brand-owned plastic
crates. Since most of the big brands distribute their water from one source to locations all
over the country, the transport distances for distribution/redistribution are extremely long.

Only one source, the Alcasse, CAROLA, also distributes their reuse bottles to the retail
channel. This only happens though in the region of production. Detailed figures about that
distribution have not been made available.

For the growing convenience market, some sources started to distribute mineral water and
table water in 18,9 litre polycarbonate reuse tanks to offices and canteens (i.e. the Société
des Eaux Miérales Ogue SEMO (10)). As these systems normally use one-way plastic cups
to serve the water, they can only be registered as hybride systems.

From 1969 to 1987, an organisation called Caisse France Plastique existed for the
distribution of water bottles. This organisation which was later joined by
KRONENBOURG, VITTEL, EVIAN and the plastic crates producer ALLIBERT,
established a unique plastic crate for 1-litre bottles, the CFP-crate. However, the
organisation was closed down when the big players reduced their involvement in reuse
packaging and a massive overhang of crates and deposit claims resulted.
The CFP-crates still circulate in the market as a Type E open pool. Anybody can buy the
crates at retailer outlets for a small price. Actually they are mainly used for different types
of wine bottles but they can also be used for one-way bottles for spirits etc.

��� 'LVWULEXWLRQ�V\VWHPV�IRU�VRIW�GULQNV
Standardised reuse systems for carbonised soft drinks no longer exist in France. Only
smaller volume soft drink reuse bottles with the common brand-owned shapes are used
(COCA COLA, ORANGINA etc.).

Regional producers of juices use standard bottles (NF-H35-057) to a certain extent.

��� 'LVWULEXWLRQ�6\VWHPV�IRU�:LQH
Several AFNOR standards for wine bottles exist which can be reused if they fulfill all of
the technical requirements for reuse (see Table F-7). The only deficit is that there are barely
any retake and redistribution structures left, or they hardly ever existed.
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Two ways for the redistribution / reconditioning are being established or were already
established.
1. The retake by retailers consisting of a mix of bottles which have been redistributed to the

service companies who sort and clean the bottles. Those companies do still exist, but
they are confronted with declining interest on the part of the retailer chains.

2. The collection of bottles by bottle banks and the consequent separation of good bottles
from out of the cullets. This system was established in Rungis by ECOBOUTEILLE for
the region of Paris and ran for many years. It was closed down in 1993 and nowadays
only makes the colour separation of the cullets by colour for the glass factories of Saint
Gobain.
An identical system was supposed to be built up in the Alsace region, but was
undermined by the direct contracting of the glass factories to the communities. Now the
collection of glass bottles is subsidised by the ADELFE, but none of the bottles are
allowed to be sorted out from the bottle bank material.

Only one standard 1-litre- bottle is identified with six stars as a „reuse bottle“ (NF H 35-
060). This bottle is used for table and country wine and was very common in French
retailer shops. It's use has been declining very rapid in the past few years, as retailers stop
retaking the reuse bottles.

�� 0DUNLQJ�6\VWHPV�IRU�5HXVH

The only known marking for reuse is the six star symbol used as a punt mark for the reuse
wine bottle (NF H 35-060).
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5HSRUW�*HUPDQ\

�� 6WDWXV�4XR�RQ�5HXVH�3ULPDU\�3DFNDJLQJ

Reuse primary packaging is used in FRGermany for the following products:
- beverages
- dairy products
- detergents / body care

and as refill systems for:
- technical sprays
- paints
- motor oil

All of the reuse packaging systems for non-food products can be considered niche systems
because they do not have a quantitative relevance on the market. This is different with
beverages. Here the dominant market shares are based on reuse primary packaging systems.
For dairy products and wine, well-established systems exist, but both of them only have
minor market shares.

The consumption of industrial bottled beverages has increased in the decades from 1960 to
1990 very rapidly to a level of around 450 litres per capita and year (see Table FRG-1). The
growth of juices is the biggest with 6 times as much being sold, mineral water has three
times as much, while soft drinks and wine doubled their sales quantity. The growth in beer
consumption was not as big, whereas milk is the only beverage which had to face an actual
decline in their sales quantity.

The highest reuse rates actually occur with mineral waters (88%), carbonised soft drinks
(77%) and beer (78%). 36% of non-carbonised soft drinks like juices and iced tea etc. and
28% of the wine are sold in reuse bottles. Milk maintains only 6,3% and yoghurt 9,9% of
the market share in reuse packaging (1).

Reuse packaging systems were faced with a straight decline beginning in the mid 70’s when
one-way packaging entered the market. It was especially milk, non-carbonised soft drinks
and wine which were changed to one-way glass bottles and beverage cartons. Pressure
resistant packaging was able to keep up high reuse rates. Anyway FRGermany is the
biggest of the one-way primary packaging markets for one-way glass and cans in Europe
today (see Tables FRG-2, FRG-3 and FRG-4).

One way packaging for bottled water started to increase beginning in the late 70’s with one-
way glass and plastic bottles. Plastic bottles declined again in the late 80’s when mineral
water started to be offered in cans. The percentages of cans and plastic bottles are actually
under 2% each. The stable position of the reuse system, mainly in the case of mineral
water, is based on a well-developed pool organisation which keeps more than 150
competing companies together (see chapter 5.1 and Annex 1).
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The soft drink market is much more heterogeneous, with carbonised soft drinks being
bottled by mineral water bottlers, breweries and specialised soft drink producers like Coca
Cola etc. The decline of reuse systems here was even faster and reached it’s lowest market
share in the early 1990’s (72%). After there was legal action taken against one-way plastic
bottles in 1989 (2), the introduction of reuse PET bottles brought a new increase to the
reuse market share. The statistical increase which is based on filling quantities does not
show the additional growth which occured with one-way cans and one-way glass bottles’
particularly in small volume packaging, since the new reuse plastic bottles are mainly big
volume bottles 1- 1,5 litres.
For carbonised soft drinks, cans are the leading one-way packaging (13%), followed by
one-way glass (9%). Plastic bottles don´t have a relevance on the market (see Table FRG
3). The latter actual changes were when big bottlers like Coca Cola started with one-way
PET bottles in 1998.

Non-carbonised soft drinks, mainly fruit juices and juice-based drinks, had to face the
change in the packaging mix in the late 60's when one-way glass entered the market with
orange juice. In 1975, 46% of all non-carbonised soft drinks were bottled in one-way glass
(see Table FRG 5). When beverage cartons entered the market in the late 1970's, the
market share of one-way glass declined again. In the late 1980's, a renaissance of reuse
glass bottles took place when wide mouth glass bottles were demanded for consumers for
orange juices as well. Since that time, though, the reuse systems are again declining slowly,
while beverage cartons still make up the dominant type of packaging (47%), followed by
one-way glass and plastic bottles with 12% each.

Like the case with carbonated soft drinks, the beer market, too, faced a steady decline of
reuse bottles until 1995 (see Table FRG-4). In comparison to the constant overall growth of
beer consumption in the 1980's, reuse packaging just could not take advantage of this trend.
While sales of draught beer went down from about 26% in the 80's to 21% in the 1990's
reuse bottles were able to win an additional market share. Since the early 1990's when cans
became an instrument to drive out other competitors, reuse bottles were the losers again.
Actually, 3,4 billion cans or about 18% of bottled/canned beer are being sold. One way
glass makes up another 540 million litres or 6%.

Wine packaging other than glass bottles is not very wellknown in FRGermany. The decline
of reuse bottles took place in the mid 1960's and was caused by two main reasons. On the
one hand, there was an increase in the amount of foreign wine bottled in glass bottles
different than the German standard bottles which subsequently caused problems within the
retailer retake systems and on the wine bottler's filling lines. On the other hand, the glass
industry launched a big promotion-campaign "Ex und Hopp" (see picture 1 in Annex 14) to
show the convenient use of one-way glass. The recycling campaign begun years later
(1972) which included a nationwide collection system that has been in-place since 1977
further promoted and stood up for the legitimacy of one-way glass bottles.

The reuse system for milk and dairy products (yoghurt) was shut down toward the end of
the 1960's, when beverage cartons and plastic jars revolutionised the packaging market.
Beginning in 1986, the reuse glass bottles were able to come back to the market and even
occupied a 9% market share in 1993 (see Table FRG 7). Since then,  it is declining again to
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an actual figure of about 6%. This trend is caused by a decline in the sale prices for bottled
milk and further growth of the market share of UHT milk.

Reuse glass jars for yoghurt and other dairy products came onto the market a little later
than the milk bottles (1991) and still are able to keep a market share of around 9% (see
Table FRG 8).

The basic trend from reuse to one-way packaging is, to a big extent, based on the changes
in the distribution channels for beverages (see Table FRG-9). As an example, in 1980, only
45% of industrial bottled non-alcoholic beverages were sold using retailers; the quota
climbed up to 60% in 1988. The real losers are the HoReCa and home services, both of
whom are basically connected with the reuse system.

�� /HJDO�/DZV�IRU�5HXVH�3DFNDJLQJ

Packaging has been a matter of interest within German politics since the early 70’s. With
the appearance of one-way glass packaging and beverage cartons and the decline of reuse
systems, the public and the government started to observe and to discuss this process.

One of the first activities of the UBA German Environmental Protection Agency which
was established in 1975, was to analyse the ongoing process within the beverage packaging
area. In the first German waste law of 1977 (3), the government was given the right to
intervene into the market by way of government ordinances. Based on that measure, the
government started to get the industries involved in agreeing to a standstill agreement to
keep the reuse packaging systems.
Those agreements were enacted in an informal way in 1978.

In 1979/80, the government started to run a market test where reuse packaging and
different kinds of one-way packaging were tested in a competitive way in relation to their
economic and environmental aspects. This market test conducted in Köln in 1980 was the
start of the life cycle discussion in Germany.

With the change of the government in 1984, all of the activities concerning reuse
packaging seemed to fall asleep for many years. In 1988/89, the discussion about LCA and
reuse packaging started once again because of public pressure when, consumers began
asking for reuse bottles mainly in the milk market.

Based on the revised packaging law (4), in January 1989 (5), the government started once
again to reach agreements with the beverage industry which were later set down in April
1989 (6). Those agreements (6) were established as a final option before legal instruments
could be set into force. The government analysed the developments which followed in the
beverage industry and 6 months later came to the conclusion, that the industry did not keep
their agreement.
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After that statement, the government started to outline the first proposal for a ordinance to
protect reuse packaging systems for beverages (7). This proposal came under pressure from
a very angry lobby of packaging producers and fillers. The outcome was the German
packaging ordinance of 1991 (8). This ordinance covers all kinds of packaging and lays
down recycling targets for primary packaging. As a compromise within the
conservative/liberal government, a constantl quota of 72% to cover all primary beverage
packaging was fixed. If this quota is not upheld by the industry, after one year and, after a
certain second procedure of control, a compulsory deposit on one-way packaging will be
put into force.

The government in 1990 was empowered by the German Bundesrat (second chamber) to
work out an additional proposal for an ordinance for the protection of the reuse systems.
This ordinance, however, never was set into force by the conservative government.

Now in 1998, the reuse quota has fallen under 72% for the first time. Unless it is possible
to revise the packaging ordinance within the remaining 1 ½ years, the following
consequences will have to be owned up to:

The filler who sells beverages in one-way packaging will have to charge a deposit of 0,50
DM for one-way beverage packaging for a volume of up to 1,5 litres and 1,00 DM for
packaging with a volume larger than 1,5 litres independent of the packaging material.
Retailers will then have to take back the one-way packaging and pay a refund. Meanwhile,
they can contract a third company to do the retake in the area surrounding the retailer's
outlet.

Two aspects will certainly influence the decisions of the retailers pro or contra reuse
beverage packaging:

1. Do they want to run two retake systems simultaneously, with all of the consequences for
handling, money flow and logistical control?

2. Who will derive a benefit from the deposits which are not recharged when the retake
quota is less than 100% (which is the normal case)?

The first question will clearly be a resounded no. They will decide to operate only one
retake system. Since it is possible to get rid of that entire retake and redistribution, retailers
will vote for that. Offers to run retake systems for one-way packaging are still on the
negotiating tables of the can producers and the PET-bottle producers.
Their decision will therefore be pro one-way packaging.

The profits resulting from deposits which are not returned is considered additional income.
It will be between 0,05 to 0,10 DM (0,4-0,05 ECU) when the retake quota is between 80
and 90%, which is a typical figure taken from systems existing in Sweden and in the USA.
The additional income which results plus the control of the back stream market for
secondary raw materials will be a very strong incentive to run similar systems. The actual
price for a 1 litre packaging is approximately double the amount of that benefit. It will at
least cover the costs for the retake system.
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�� 0DUNLQJ�V\VWHPV�IRU�UHXVH�SULPDU\�SDFNDJLQJ

Compulsory marking/symbols do not exist for reuse packaging. Within the voluntary
marking system of the "Blue Angel", one symbol for reuse packaging existswhich can be
used after contracting to the German EPA (UBA Berlin). The criteria for contracting are
dictated by a list of obligations demanding:

- a retake system be in place
- no labels with metallic print colours
- Location of bottling (with postal code) must be printed on the label
- Reuse jars for food have to be part of a pool organisation

This label is actually used by some milk and juice fillers and as well for tertiary packaging.

Several reuse labels are owned by pool organisations (see therefore Annexes 2 and 10).
These symbols are not compulsory within the reuse pools and just small amount of public
relations is even done for these labels.

Third party labels are alsol offered and are to be used by contracting companies.
- Stiftung Initaitive Mehrweg
- Welcome Werbeagentur GmbH

These labels are actually only used to a slight extent by individual companies. As these
labels are profit-oriented systems which keep brand-mark ownership. They can cause a
serious problem for common reuse markings in the future.

�� 6WDQGDUGV�RQ�UHXVH�SDFNDJLQJ

There is a great number of public DIN-standards for reuse packaging in addition to DIN-
standards for bottles and jars which are one-way packaging by name but could technically
be fitted to be reused (see Table 5.2.1 in chapter 5.2 of main report). In the past, some of
these standards such as DIN 6198, DIN 6192, DIN 6110, DIN 6194, DIN 6075 have been
used within open loop systems (Type D). Only very few of them are actually used actively
by the pools.
All of the big beverage packaging pools in Germany use their own standard packaging
(bottles plus crates) and in some cases they even use their own pallets. These private
standards are the property of the pool organisations and are protected by registered
brandmarks and registered designs.

In the case of the beer bottle, the change from a public standard (Euro Bottel 0,5 litres DIN
6198) to a private standard bottle (NRW type 0,5 litres) took place within the past ten
years. Small quantities of the 0,33 litre Ale Bottle (DIN 6192) and Steinie Bottle (DIN
6199) are still used in the market. Both bottles are then individualised by using company
owned crates and are sold by just a few companies each, without exchanging the
packaging.

A new standard especially for reuse packaging jars is under consideration (DIN 6110). This
standard does not relate to any pool organisation.
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� 5HXVH�V\VWHPV�IRU�EHYHUDJHV

��� 0LQHUDO�:DWHU�DQG�ERWWOHG�7DEOH�ZDWHU

There are three types of bottled water sold in Germany. There is mineral water with or
without CO2 which stems from natural sources and there is bottled drinking water which is
ultra-filtered and then mixed with minerals. The total number of fillings of bottled water
went up rapidly (see Table FRG-1). Within the last 15 years the total consumption has
doubled and is now about 8,4 billion litres a year (see Table 2).
The average consumption of natural mineral water per person was 93,4 litres (1997).

There are 239 organised producers of natural mineral water who use about 550 sources.
The production of natural mineral water has reached 7.515,4 Mio litres plus there are
2.076,3 Mio litres of soft drinks made from natural mineral water. 79% of the mineral
water fillers are small companies (up to 100. Mio fillings per year), 13% have between 100
and 200 Mio. fillings and only 8% are big companies (> 200 Mio. fillings per year) (9).
The second player on the market is the Coca Cola Company with a group of 3 companies
left who fill their trademark „Bonaqua“ a mineralised table water at 10 filling plants.
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������ 'LVWULEXWLRQ���5HGLVWULEXWLRQ
The density of the geographical allocation of the mineral water sources in Germany is very
high. In total, there were about 250 filling plants at work in 1998. In eastern Germany,
drinking bottled water was not very common before 1990. Within the last eight years, some
new sources have been built up which has mean that distribution from the west to the east
has lost it’s importance.

Most of the natural mineral water is part of the local and regional distribution (average 50-
70 km). Only 10-15 mineral water brands are sold nation-wide. Since they have to be
bottled at the source, the average distribution distance is typically higher for these brands.
An average distribution of up to 250 km has to be calculated.
The export of mineral water from Germany to other EU member states is not very
common. Basically, it is restricted to some of the nearborder markets.
Imports into Germany are somewhat greater in number (see chapter 4.1 Table 4.1.1.1-3 of
main report). This is true especially of France, Belgium and Italy. This seems to have to do
with the large number of restaurants and pubs run by Italian owners and the way in which
the high quality of French mineral water is valued by the restaurants.

All of the distribution channels are used for bottled water in reuse packaging. Only
discounters and "take away" are more or less free of reuse packaging. The distribution is
done to a great degree by way of direct delivery from the sources to the retail shops. Only
very small quantities are distributed via the warehouses of retail organisations.
The retake is done by the retailers. Since all reuse systems circulate in reuse transport
packaging (crate and pallets), this is a well functioning system.
Redistribution follows the same way back.

����� 5HXVH�SDFNDJLQJ�SRROV�IRU�0LQHUDO�:DWHU
There are two big pool organisations on the market. The first is GDB (Genossenschaft
Deutscher Brunnen) (see Annex 1), the second is the Coca Cola company (see chapter 5.3
and Annex 4).
The GDB-pool was started in 1937 when the first standard bottle was launched. In 1953,
there were still 57 different bottle shapes and 250 different wooden crates on the market. In
1969, the actually still used pearl bottle, which is the backbone of today’s glass bottle pool
was started. The pool actually keeps 2,7 billion reuse bottles and 150 million plastic crates.

��� )UXLW�-XLFHV�DQG�)UXLW�1HFWDUV

Fruit juices have to be sterilised within the packaging (hot fill) or may be filled in a cold
aseptic filling facility. Cold aseptic filling is very new and has not yet been installed for
reuse packaging plants to a great extent.

Fruit juices are produced as pure juices or watered down to nectars, or soft drinks
containing fruit. The latter are filled when they are cold and are preserved with CO2. They
often are filled by producers of beer, mineral water or soft drinks.
Juices and nectars are filled by producers, who use fresh fruits as raw material input or by
fillers who mainly handle with bought (imported) juice concentrate. Concentrate imports
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started in the 60’s with orange juice which actually continues to keep a market share of
about 45% (1997). Just a few companies dominate that market while apple juice is still
produced by hundreds of small and mediumsized companies.

����� 7KH�PDUNHW�VKDUH�RI�UHXVH�SDFNDJLQJ
The actual share of reuse sales packaging for juices and nectars (without CO2) is around
37% (1996), the rest is beverage carton and one-way glass. One way glass declined in the
last five years while the share for beverage cartons went up.

Until 1957, the German juice market was dominated by domestic production; mostly for
apple juice and a small quantity of grape juice. Beginning in 1957, imports of orange juice
were started with some degree of success. Practically all juices were more or less bottled in
common reuse bottles, DIN standard bottles of the Vichy type 0,75 litre until 1968. With a
big campaign in the glass industry in 1968, two of the big orange juice importers launched
the start of one-way glass bottles. This „innovation“ led to a rapid boom of one-way
packaging which helped to drive orange juice to surpass domestic juices in the late 70's.

In 1972 (VDF) and 1974 (Dittmeyer) reacted by building up pools for reuse bottles (see
Annex 2+3). These new reuse systems were only accepted for the domestic production. At
aobout the same time, in 1974, beverage cartons entered the market. Within eight years
beverage cartons were able to gain the number one position and send one-way glass to the
number two spot. The main reason for that breakthrough was that discounters appeared in
the late 70's selling juices with reasonable prices and launching a new product (watered
down juices) - "nectars" and "fruit drinks". The one-way boom let to a slump of 25% for
reuse in 1980. Reuse did though even experience a short comeback, when in 1990, a new
widemouth reuse bottle was launched by the big orange juice fillers who were heeding
heavy pressure by the public. That bottle has been part of the VDF pool since 1992.
Afterwards, the reuse quota went up to 39,6 % in 1993 and is now slightly lower at 37,2 %
in 1996.

������ 'LVWULEXWLRQ���5HGLVWULEXWLRQ
There are about 400 producers of bottling juices. 15 companies distribute to the national
and European market. 40 companies serve regional markets with an average distribution
area of 80-100 km. The rest are smaller companies serving local markets mainly in the
south of Germany.

Small producers sell by way of direct sales to private households, caterers and small retail
shops. The big and medium sized companies sell via national retailers with a national or
European distribution. The distribution via discounters is dominated by less than 10
companies
All of the reuse systems use reuse crates which leads to a retake at the point of sale. No
additional retake/collection systems are used. Redistribution goes to distribution and vice
versa.

��� &DUERQLVHG�VRIW�GULQNV
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Carbonised soft drinks are not conserved by heat treatment but with the atmosphere created
by CO2. Therefore, the packaging must be gastight and must withstand the high pressure
inside.

Carbonised soft drinks are produced by a large number of companies within three different
branches; the breweries, the mineral water fillers and the specialised soft drink producers.
46% of soft drink fillers are small companies with less than 20 employees, 30% have 20-99
employees and 24% of the companies have 100 and more employees (10).

������'LVWULEXWLRQ���5HGLVWULEXWLRQ
The distribution of soft drinks uses all of the distribution channels. Since there are so many
different producers (mineral water sources, breweries, juice producers and specialised soft
drink producers), the distribution is widely differentiated. Unlike most other European
countries, the role of beverage wholesalers is still important.

The geographical density of carbonised soft drink fillers is very high. The market leader for
cola beverages (Coca Cola) concentrated its’ filling plants very rapidly in the last ten years.
In 1987 when the legal quarrel about packaging in Germany begun, Coca Cola ran 68
filling plants in West Germany. Actually, now there are only about twenty plants left even
though the market has expanded greatly in East Germany.

There is a little distribution across the borders. Most soft drinks are sold locally or
regionally. Only very few brands of cans are sold nationwide and reach average distribution
distances of more than 300 km.

Most of the reuse bottles are sold in crates for consumption at home. Crates and single
bottles are handled in big retail shops with retake machines or by hand.
The sorting of the crates which come from different brands is done by the wholesalers. The
sorting of the bottles to specific crates is done by the retail outlets. Crates with a mixture of
different types of bottles are sorted at the filler’s plant.

����� 7\SHV�RI�UHXVH�SDFNDJLQJ�LQ�XVH
Actually four big pools exist on the market. These are:

- the Coca-Cola pool  (see Annex 4)
- the AMG pool  (see Annex 5)
- the GDB pool  (see Annex 1)
- the NRW pool  (see Annex 6)

Along with these pools, some companyowned reuse bottle systems are on the market. The
market share of these systems totals under 15%.

��� %HHU

Beer is a selffermenting product, which can be bottled as a fresh product with a storage
time of about three months or it can be pasteurised within the bottle which extends the
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potential time for storage up to one year. Beer is brewed in Germany in about 1.260
breweries while about 800 of them bottle beer for sale. 21% of beer production is sold as
draught beer for HoReCa. 1.200 of these breweries have less than 100 Mio fillings per year
and serve the local or regional market. 18 breweries are mediumsized and 33 produce more
than 100 Mio. litres per year (9).
60% of the total production is bottled in reuse glass bottles while 19% is sold in one-way
glass and metal cans. The rest is draught beer (see Table 4). Consumption per capita is very
high with a quantity of around 130 litres being the average.

������ 'LVWULEXWLRQ���5HGLVWULEXWLRQ
In Germany, there isn't a „town“, which doesn't have a brewery. The distribution range of
most of the beer is under 50 km. The national distribution of brandname beers (TV beers)
causes very long distribution distances of up to 400 km on average.

All of the retail systems are used, but the small breweries often run their own distribution
system, which makes it possible for them to run individual reuse systems. When the
distribution is run via wholesalers the sorting of the crates is also done by them.

����� 7\SHV�RI�UHXVH�SDFNDJLQJ�LQ�XVH
Until 1989, there was more or less a unique pool of standard bottles and crates within
Germany. Both followed DIN-standards. Crates had the same shape but were different
colours and some even had company names printed on them. In 1989, some companies
started to launch new individual crates (individual shape, new measures). Up until 1997
most of the breweries followed this trend.
In reality, two standardised bottles 0,5 (NRW) and 0,33 l (Ale DIN) cover about 90% of the
reuse market but all of them, with the exeption of a small pool (UNICA), are distributed in
individual crates. In that situation, the logistics for most of the reuse packaging is based on
individual (Type A) systems with a slight advantage that the sorting of bottles is minimised
to a certain degree.

��� :LQH

Wine consumption in Germany is very constant and is on a level of 1.800 Mio litres per
year or about 26 litres per capita. 640 Mio litres are domestic wine, and 1.160 Mio litres
are imported wine. About half of the imported wine is bottled in Germany.

In 1997, 42.170 wine growers in Germany organised themselves in 290 cooperatives with
170 of them running their own central filling facilities (11).
The number of importing companies is also very high, but is not registered anywhere. The
number of companies importing bulkware and running filling plants in Germany is
estimated to be 100 companies. Many importers use contract filling at domestic
cooperatives.
Some foreign (French) filling plants are located directly at the border and only fill wine for
export to Germany and the East.

������ 'LVWULEXWLRQ���5HGLVWULEXWLRQ
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The geographic allocation of wine growers is concentrated in the Rhein valley, the
Mosel/Ahr area and Neckar and Main area in the southwest of Germany.
Importers are also located in the growers’ areas with some exceptions in northern Germany
(Bremen, and Hamburg).

Most domestic wine is consumed in the area of production. In the wine growing areas, a lot
of wine is sold by direct sales to the consumer or HoReCa. Along with that, all distribution
channels are used. Reuse bottles are basically used for direct sales. In southern Germany
(south of the Main river), reuse bottles for wine are welltraded by retailers.
Among discounters, in particular, imported wine is sold without differentiating where it
was filled, but selling it in one-way bottles and beverage cartons.

����� 5HWDNH���&ROOHFWLRQ�RI�HPSWLHV
Using direct sales and his own logistics, retake redistribution is controlled by the wine
grower/filler himself. In southern Germany, many co-operatives distribute reuse bottles in
standardised plastic crates, in which case, redistribution runs parallel to distribution. Most
of the wine is delivered by fillers to the central warehouses of the retailers who then
distribute it using their own logistics.
In some areas, retake is organised in Type F systems with collection done by separate bottle
banks/containers. This mixture of bottles is sorted and cleaned and offered to both
domestic and foreign (France) fillers.

����� 5HXVH�SDFNDJLQJ�LQ�XVH
Traditionally, there are two shapes of wine bottles used in Germany (Schlegel, Rheinwein)
and some regional shapes restricted to a certain wine growing area (Bocksbeutel etc.). Most
of these traditional bottles are used with wooden crates or with plastic crates.

����� 7\SH�)�FROOHFWLRQ�V\VWHP�IRU�UHXVDEOH�ZLQH�ERWWOHV
In areas, mainly in the north of Germany, where retailers do not take back wine bottles at
all some regions (Bielelfeld, Herford) have independent collection schemes for wine
bottles. The extent of these collection systems is not that large but it does cover a wide
range of bottles, which are used for foreign wine bottled in Germany and/or imported in
bottles.

Since Type F systems can not control retake, they must handle „all“ of the bottles on the
market. To obtain an economic benefit, the goal is to select and trade as many types of
bottles as possible. This is why about 40 types of bottles which follow the technical
standards of the big packaging glass producers comprise the main mass flow. Additionally,
along with that low price mass flow, a certain range of high value glass bottles are selected
in smaller quantities.

��� 'ULQNLQJ�PLON

1997 milk consumption in Germany totalled 5,5 billion kg, which means there was an
average consumption of 67 kg per capita and year. 4,96 billion kg are packed in sales
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packaging. Only 30,56% (1.517 Mio kg) is fresh, pasteurised milk, the rest is UHT milk.
Sterilised milk comprises a very small quantity in the market.
The markets for one-way packaged milk and milk bottled in reuse packaging are divided.
UHT milk and pasteurised milk in pouches are sold with very little profit and are even hit
with price dumping by the retailers. They are one of those products which are used for
competitive daily advertisements by most retailers.
Consumer prices of 0,69 DM to 0,99 DM for UHT milk are common while producer prices
for milk direct from the farm cost 0,60 to 0,64 DM per kg. Pasteurised milk in beverage
cartons, which is also rapidly declining, is sold for 0,99 DM to 1,29 DM per litre. Milk in
reuse bottles is sold as first quality milk in the range of 1,29 DM and 1,99 DM per litre.

As in most other European countries, the number of companies which process milk is
declining very rapidly. The number of fillers using reuse bottles and/or jars is actually 32.
The former (39) reuse filling plants in eastern Germany were been closed down after 1990.
Only 4 new plants have been built since then.

The import and export of bottled milk in reuse packaging is not very great. It is restricted to
some very small quantities of special products (green goods) in an exchange which occurs
near the national borders.

����� 0DUNHW�VKDUH�RI�UHXVH�SDFNDJLQJ
Reuse packaging is used on the market mainly for pasteurised/fresh milk of „high quality“
and only a little for UHT milk.

In relation to the total amount of drinking milk consumed (5.503 million kg), only 6,3 %
(0,314 million kg) is packed in reuse bottles (see Table 7). The official quotas which are
dealt with in the German packaging ordinance are only based on the production quantity of
pasteurised/fresh milk and is therefore calculated with 20,8 %.

������ 'LVWULEXWLRQ���5HGLVWULEXWLRQ
The geographic allocation of reuse filling plants is shown in map 4. Most of the filling
capacity is located in south Germany (estimated to be around 75%). Distribution of most
(20) plants is regional. 5 plants distribute nationally. Very small quantities are exported in
reuse bottles to northern Italy and Austria.

Distribution actually follows the big retail chains. The quantity of milk which is delivered
directly from the dairy to the retail outlet has been declining since the big retail companies
built up their own capacities of cold-storage depots and van fleets equipped with
refrigerated coolers. The distribution distance is therefore increasing greatly.

�������7\SHV�RI�UHXVH�SDFNDJLQJ�LQ�XVH
Actually three contract pools and some small companyowned closed pools exist;. one pool
for UHT milk and two for fresh, pasteurised milk. In 1986, only one open pool (MVR,
Köln - Type C) was started whereas five companyowned closed pools (Type A) Südmilch,
Stuttgart / CEMA, Augsburg / Milchwerke Bückeburg / Scheitz, Andechs / Hansano,
Hamburg tried to establish their own standard on the market. This senseless action which
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was highly supported by the glass industry caused a high additional lost of investment
which led to the demise of two of the dairies involved.
When Südmilch Stuttgart was put under pressure in 1990, it opened up it's own company
owned pool to an open pool (known today as MMP). The other four were given up or
changed over to the MMP pool. The MMP pool is now the standard in south and east
Germany, while the MVR pool is the standard in west and north Germany.

Along with the reuse bottle systems (Type A/C), some dairies started selling via „steel
cows“. The Type E system uses refillable tanks of 10 to 500 litres or 20 litre one-way
pouches which are used to refill consumer owned bottles in retail shops (see Annex 12).

���5HXVH�SDFNDJLQJ�IRU�IRRG

��� 3URGXFWV�ILOOHG�LQ�UHXVH�SULPDU\�SDFNDJLQJ
Yoghurt and some other dairy fresh products (cream, pudding, deserts, fresh cheese etc.)
are filled in reuse packaging. Most of them are filled in MMP jars and 0,5 l bottles (see
Annex 10). All of these types of packaging are sold via the classic retail chain except for
the discounters.
Dairy products are filled by a group of about 10 MMP pool contractors. Many brands are
filled by contract fillers of the same group.

Domestic honey (Deutscher Honig) is produced by a few thousand small apiarists
organised in a national organisation. Most of them use brand glass jars from that national
organisation.

Hot meals (menus) are delivered by mobile catering services to private people and
companies. As an alternative to the one-way aluminium and plastic packaging, reuse
packaging systems have been launched in the market.
In 1997, 140.000 tons were used in reuse jars which was a slight increase (see Table 8).
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���1RQ�IRRG

Reuse systems for non food articles are not very common. Some companies (pioneers)
established different reuse systems for the following goods:

- cleaning and washing detergents / body care
- all kind of technical sprays
- paints
- motor oil

Many reuse packaging systems have been tested on the market, but only those which have
had success and still on the market shall be described here.

��� &OHDQLQJ�DQG�ZDVKLQJ�DJHQWV���ERG\�FDUH

The total range of cleaning and washing agents and body care products are predestined for
filling in reuse packaging. Since there is a very high variety of different packaging
consisting primarily of plastic bottles, retake, sorting and reconditioning is very difficult.
Another problem is that the aromatic contents can move in the plastic packaging material
and back into the product filled in secondly.
Some solutions may be:

1. closed loop systems for each product or use of consumer owned packaging where
consumers are responsible for selection of product/aromatics

2. use of products with little or the same aromatics
3. use of glass packaging which would not be very convenient.

All three strategies have been tested and developed to a certain extent.

����� 7\SH�(�UHILOO�V\VWHPV�IRU�FRQVXPHU�UHXVH�SDFNDJLQJ
Cosmetics and body care products are offered in dispensers for refill in retail shops
especially by hair dressers and specialist retailers / drug stores.
Several dispenser systems are on the market usually in combination with a delivery
contract of high quality cosmetics. Products are delivered in reuse bulk packaging (tanks,
buckets) The consumer reuse packaging is of high quality and durability.
The address of one such supplier:

Sulamith - Mußler, Blocmatt 7, Baden-Baden

����� 7\SH�$�(�V\VWHPV�IRU�QRQ�DURPDWLF�QHXWUDO�FOHDQLQJ�DQG�ZDVKLQJ�DJHQWV
Washing and cleaning agents do not have to have aromatics as one of their ingredients. A
wide range of 25 products are offered as bulkware combined with dispensers for self-
service refilling of the consumer reuse packaging. Products are typically „environmentally
friendly“ and cheaper in price than one-way packed products of the same quality. Often
concentrated products are sold in these systems which keeps the packaging amount down.
A address of a supplier e.a.:

- Klar, Dr. Stewer&Co., Rheinstr. 57, 47799 Krefeld

����� 7\SH�(�JODVV�SDFNDJLQJ�IRU�UHILOO�LQ�UHWDLOHU
V�VKRSV
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Hair shampoos with very different aromas are offered in dispensers which can than be
filled in glass bottles, which can be cleaned easily by customers themselves. Therefore, it is
possible to change aromas.
A address of one supplier:

- LOGONA, Zur Kräuterwiese, 31020 Salzhemmendorf

���� 7HFKQLFDO�VSUD\V

Different kinds of technical sprays are sold in one-way cans which are filled with aerosoles.
The emission of environmentally harmful gases and the problem of residues within the
cans (on average about 10-20%) cause many problems in addition to the high amount of
waste created by these convenience products. Furthermore, the prices are very high.
All three problems can be solved when bulkware is filled in reuse spray cans at the users
own workshop or at the retailer's outlet.

����� 2UJDQLVDWLRQDO�VWUXFWXUH
In most cases these reuse systems are individually organised. The facilities are installed at
the user's place. The customer has the control over the use.
Some addresses of suppliers:

- ECON AIR, Daimler Str. 12, 32312 Lübbecke
- System Tec, Werner von Siemens Str.3, 68649 Groß-Rohrheim
- BiB, NL-Roermond

����� 7HFKQLFDO�VWDQGDUG
Bulkware is delivered in reuse barrels or reuse IBCs. A filling facility is installed and
owned by the user. Pressed air is normally use as pressure input in the cans. When there are
corossive products, gases like Co2 or NO2 may be used.

����� /RJLVWLFV�RI�UHGLVWULEXWLRQ
The redistribution of bulk packaging follows distribution and vice versa.

����� 1XPEHU�RI�ILOOLQJV�SHU�SDFNDJLQJ�OLIH
The number of fillings is very high because the cans are constructed for industrial use and
must fulfill the requirements for pressure tanks. Some parts which are less durable like
spray heads can be changed very easily.



44

��� 3DLQWV

Wall paint is commonly sold as ready-mixed dispensation paints. The plastic buckets
which are commonly used are reusable but are used as one-way packaging because of a
lack of redistribution and reconditioning facilities.
An address of one such supplier: Conti Petrol GmbH, Hammerstein 13, 45479 Mühlheim

They are running a company owned reuse system Type A . Reconditioning is done at the
filling plant.

����� 7HFKQLFDO�VWDQGDUG
Common plastic buckets with closures are used.

����� 5HWDNH���&ROOHFWLRQ�RI�HPSWLHV
Emptied buckets are taken back in exchange at delivery. Most of Conti Lack's customers
are companies.

����� 1XPEHU�RI�ILOOLQJV�SHU�SDFNDJLQJ�OLIH
Plastic buckets can be used 5-10 times. The numbers for the retake rate is not available.

��� 0RWRU�RLO

����� 2UJDQLVDWLRQDO�VWUXFWXUH
Motor oil is normally sold in one-way plastic bottles and small plastic tanks. Emptied
packaging causes problems because there are residues left inside and a great deal of plastic
is used for the rigid packaging.
A new dispenser system is located at service stations, where different types of motor oil
can be obtained (self service), filled in the consumer owned bottles/tanks or filled in reuse
bottles which can be left at the dispensers after use.
An address of one supplier: DEA Mineralöl AG, Hansastr. 3, 47058 Duisburg

����� 7HFKQLFDO�VWDQGDUG
As there is no circulation of a certain type of reuse packaging, there is no need for
standardisation.

����� 1XPEHU�RI�ILOOLQJV�SHU�SDFNDJLQJ�OLIH

3ODVWLF�ERWWOHV�IRU�VHOI�VHUYLFH�DW�WKH�VHUYLFH�VWDWLRQ�FDQ�EH�XVHG�5HXVH�RI
SULPDU\�SDFNDJLQJ
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'UDIW�ILQDO�UHSRUW

3DUW�,,,�����$QQH[HV

6WXG\�FRQWUDFW
%�����������������0$5�(�

$EIDOOEHUDWXQJ
0�OOYHUPHLGXQJ�	�5HF\FOLQJ

$QGUHDV�*ROGLQJ
'��������7�ELQJHQ

hundreds of times. The oil is delivered in standardised barrels / bulk tanks to the service
station.
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5HSRUW�*UHHFH

�� 'HVFULSWLRQ�RI�VWDWXV�TXR�RQ�UHXVH�SDFNDJLQJ

Reuse packaging for non beverages has not been detected in the Greek market.

In Greece, the average consumption of bottled ready-to-drink beverages is the lowest in the
EU. With only about 240 litres per capita and year, it is nearly half as much as in the
northern EU-member states. One reason for this is that in Greece, people drink mostly tab
water and rarely drink bottled water. Beer, milk and juice consumption is also not very
large; all three of which rank at the end of the European ranking list. Soft drinks, though,
cover about 50% of total average consumption with around 115 litres.

Reuse primary packaging only exists in the beer, soft drinks and wine market.
The five working breweries in Greece bottle about 73% of their total production in reuse
glass bottles (see Table GR-1 i.A.). Another 6 % come into the market as draught beer in
casks. One way packaging consists of 5% one-way glass and 16% cans. They are used for
the distribution of 80 Mio. litres of the domestic beer production. Another 15,4 Mio litres
of beer which is produced in the other EU-member states is imported while packed in
primary packaging (of this amount 8,8 Mio. litres in cans) into the Greece market (see
Table 4.1.6.1 -4 of the main report).
The reuse market share declined slightly while one-way bottles increased somewhat within
the last 7 years.

Quantitative data on reuse market shares in the wine markets are not available. Reuse
bottles are commonly still used for table and country wines. Most of the sales to HoReCa
are in reuse bottles or bulk.

Soft drinks, the biggest single beverage market are actually dominated by plastic one-way
bottles (see Table GR-2 i.A.). For carbonised and non-carbonised soft drinks, 42% are
filled in PET one-way bottles and 13% in PVC bottles. Cans hold a market share of 19%,
while beverage cartons account for another 13%. Glass reuse bottles are hardly used for
carbonised soft drinks anymore and have a market share of only around 9%. Most of the
reuse sales are restricted to HoReCa distribution.

The decline of the reuse packaging system began in the 80’s, when plastic bottles entered
the market and started to occupy the market shares. Until 1991, the reuse system held more
than 40% of the soft drink’s market. The final decline took place in 1992 when some of the
big bottlers closed down their systems.
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�� /HJDO�ODZV�IRU�UHXVH�SDFNDJLQJ

There isn’t any national legislation which governs reuse packaging. Legislation which is in
line with the EU packaging directive has fixed targets for recovery of 25% and was
subsequently set into force at the end of 1997.

�� 0DUNLQJ�V\VWHPV�IRU�UHXVH

There aren’t any common markings for reuse bottles. In some cases writing is affixed to the
labels i.e. on beer bottles, indicating that the bottles are reusable.

�� 6WDQGDUGV�RQ�UHXVH�SDFNDJLQJ

Greek standards for reuse packaging are not available.
In the wine market, all different types of standard bottles are used which are typically
available throughout Europe. Many wine bottles are imported so that they can be filled in
Greece.
One of the reuse beer bottles in use in Greece is like one of the EURO beer bottles, but it
does not follow the registered ISO, ÖNorm or DIN standards (see therefore Table 5.2.2.5
of main report).
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5HSRUW�,UODQG

�� 'HVFULSWLRQ�RI�VWDWXV�TXR�RQ�UHXVH�SDFNDJLQJ

Reuse packaging for markets other than  the beverage market has not been detected in
Ireland. Most likely there are some refill systems in green shops but they do not have any
relevance in the market.

The most relevant beverages in Ireland are milk and beer. Ranking just behind Finland,
Irish people drink the most milk in Europe, on the average it was 178 litres per capita in
1997. Beer is the second most important ready-to-drink beverage with an average
consumption of more than 112 litres per capita and year. Lemonade which, too, has more
than 100 litres per capita and year is the third big market (see Table 1.2 of the main report).
Juices, water and wine do not make up a relevant amount of the quantitative consumption
of beverages.

The actual reliable figures of the packaging mix were not made available with the
exception of beer. The beer market is highly dominated by the Irish pubs. More than 80%
of all beer is consumed in HoReCa. In no other country is the beer consumption share in
pubs higher (see Table IRE-1 i.A.).

In 1997, the most dominating primary packaging for beer was the cans (60%) followed by
one way glass bottles (22,%). Only 17% are in reuse bottles with a big share of them going
to HoReCa as well. The market share of beer in primary packaging declined in the 1980‘s
to under 14%. With the introduction of the cans in 1988 – 92, the market share of beer in
primary packaging went up rapidly. The share of one way glass bottles has somehow
remained stable for many years, staying around 22 - 25%.

The situation is totally different in the soft drinks market. Only 6-10% are consumed in
HoReCa. Most of the soft drinks, lemonade, is sold for home consumption. The
dominating packaging here is the one way PET bottle, covering 60% of the market. Cans
are next with about 20%, while one way glass takes about a 5% market share (see Table
IRE-2 i.A.).
Reuse glass bottles have only a small market share, restricted to sales in HoReCa.
The decline of the reuse system took place in the early 80`s when PET bottles for
carbonated soft drinks rose from 7,3 Mio litres in 1981 to 80,2 Mio. litres in 1986 (1)

Reuse systems for bottled water and wine do not exist. Detailed figures about the
packaging mix of these beverages were not available. Most of the packaging seems to be
one way glass for wine and plastic one way bottles for water. Data on the packaging mix
for milk also has not made available by the Irish dairy board.
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�� /HJDO�EDVLV�FRQFHUQLQJ�UHXVH�SDFNDJLQJ

National legislation dealing with reuse packaging does not exist. Legislation according to
the EU packaging directive has fixed targets for recovery a share of 55% and was set into
force in June 1997 (2).
In 1992, the Irish government discussed a legal proposal to stop the rise in beverage cans.
Back then, a ban or even a relevant tax was under discussion (3). After the industry
promised to build up a national recycling scheme, the government decided to wait for the
EU-Packaging Directive which was started at the time.

�� 'LVWULEXWLRQ���UHGLVWULEXWLRQ�RI�UHXVH�SDFNDJLQJ

Distribution within the retail channel is characterised by small scale shops and a lack of
discounters in the Irish market. The average turnover per work force is 87.000 ECU per
year which is the second smallest in the EU (4). The average expenditure for food and
beverages in Ireland is the highest in the EU. In Ireland, on average, 33,6% of private
households budgets was spent for food and beverages while the average quota in the EU
was only 21,9% in 1992 (4).

This retail structure is normally prefect for reuse packaging distribution and retake.

�� 6WDQGDUGV�RQ�UHXVH�SDFNDJLQJ

National standardisation work in the field of packaging does not exist in Ireland.

6RXUFHV�

(1)  Coca Cola Press release, Mailand, 1989.

(2)  FEVE, Glass Gazette, 9-1997.

(3)  David Perchard Ass.: Packaging Legislation in Europe, 6/1992.

(4)  Eurostat: Der Einzelhandel im Europäischen Wirtschaftsraum 1996, Luxembourg,
1997
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5HSRUW�,WDO\

�� 'HVFULSWLRQ�RI�VWDWXV�TXR�RQ�UHXVH�SDFNDJLQJ

The situation concerning reusable containers in Italy is quite clear, as they are seldom used.
The present situation can be summed up as follows:

• primary packaging: available only for beverages, mainly water, soft drinks and beer; all
three of these beverages are packed in glass; beer is also packed in casks.

• secondary packaging: available only for some food products (mozzarella, fish), packed in
polystyrene boxes.

Refilling is basically unknown in Italy. Due to some old health provisions, a skilled person
(chemist) is needed wherever refilling is practised, such as for  food products or personal
hygiene articles. Therefore, refilling looms as a complex, and rather expensive system,
because every shop would have to assign theses tasks to an employee. Even a big
international chain as “Body Shop”, which performs refilling in many countries around the
world, is not able to implement this system in Italy. Refilling has therefore been confined
to some big retailer outlets (hypermarkets), where they were tested.

��� &RQVXPSWLRQ�RI�EHYHUDJHV

The market for beverages is divided into two main categories: soft drinks (water, fruit
juices, carbonated and flat drinks) and alcoholic drinks (beer, wine, spirits).
The consumption of beverages in 1995 is summed up in Table I-1 (1) :

7DEOH�,��� 1DWLRQDO�FRQVXPSWLRQ�RI�EHYHUDJHV�������

%(9(5$*(6
62)7�'5,1.6 (hectolitres)
Water 78,000,000
Juices 5,600,000
Other soft drinks 33,600,000
$/&2+2/,&�'5,1.6
Beer 14,500,000
Wine 32,000,000
Spirits 132,000
727$/ �����������

Data processed by Ecobilancio Italia.

The consumption of water, other than soft drinks and wine accounts for 47%, 20% and
19% of overall consumption respectively (2).
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Within the last 10 years, the consumption of wine went down while the consumption of
soft drinks and bottled water went up. The consumption of beer and juices has remained
stable during this period.

7DEOH�,��� (VWLPDWH�RI�FRQVXPSWLRQ�RI�SDFNDJLQJ�IRU�EHYHUDJHV�������

%(9(5$*(6
*ODVV 3ODVWLF $OXPLQLXP 3RO\�VDQGZLFK 727$/

62)7�'5,1.6 �WRQV� �WRQV� �WRQV� �WRQV� �WRQV�
Water 1,058,941 258,278 14,464 1,331,683
Juices 240,800 2,195 242,995
Other soft drinks 201,600 117,600 10,886 330,086
$/&2+2/,&
'5,1.6

(tons) (tons) (tons) (tons) (tons)

Beer 485,750 8,613 494,363
Wine 1,408,000 10,752 1,418,752
Spirits 6,600 6,600
727$/ 3,401,691 375,878 19,499 27,411 3,824,479

Data processed by Ecobilancio Italia.

In 1995, packaging waste from beverages, namely 3,824,479 tons, accounted for 36% of
the overall production of waste.
Glass made up 88% of the overall consumption of packaging for beverages, while plastic
accounted for 9% of it. As far as the types of beverages are concerned, the packaging for
water and wine made up 71% of the packaging waste (2).

The distribution channels for reuse primary packaging are shown in Table I-4

7DEOH�,��� 5HFODLPHG�UHXVDEOH�FRQWDLQHUV��������+R5H&D�FKDQQHO�

BEVERAGES REUSABLE
CONTAINERS
(tons)

Water 11,650
Juices 0
Other soft drinks 594
Beer 12,818
Wine 0
Spirits 0
TOTAL 25,062

Estimate by Ecobilancio Italia
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�� 5HXVH�SDFNDJLQJ�V\VWHPV�IRU�EHYHUDJHV

��� 5HXVH�SDFNDJLQJ�IRU�PLQHUDO�ZDWHU
As far as “home” consumption is concerned, reusable containers are related mainly to the
distribution of mineral water, through a “door-to-door” system.
Approximately 1.000 distributors serve about 3 million Italian families, located mainly  in
northern Italy.
Home consumption of water amounts to about 6 billion litres a year (71% of overall
consumption of water). However, only about 1 Billion, three hundred thousand litres are
packed in glass. Reusable bottles make up 1 billion, one hundred thousand, which is about
16% of the overall mineral water market (3).
The market share of reuse glass bottles declined in the late 80`s and up until 1994 (see
Table I-4). While the consumption of bottled water has risen since 1994 from 3,5 billion
litres to 4,6 billion litres the market share of reuse bottles changed from 70-80% in 1984 to
about 16% in 1997. Between 1984 and 1994 when one way plastic bottles (PVC and PET)
appeared and now cover around 70% of the water packaging.

��� 5HXVH�SDFNDJLQJ�IRU�EHHU
Italy produces 12 million hectolitres of beer and imports 3 million more hectolitres.
Reusable packaging accounts for 28.3% of the quantity produced. Of that amount, 16.3% is
in reusable casks which are used for draught beer; 12% is packed in reusable bottles. One
way bottles and cans account for 62.5% and 9.2% respectively (see Table I-5 i.A.).
Starting in the late 70`s the reuse system for beer broke down in Italy. The initial change
from reuse glass bottles in a first step to one way glass and later in a second smaller
quantity to cans now restricts reuse bottles to use in HoReCa and small retail shops. Reuse
bottles are no longer used by the big retailers.

The trend towards reusable casks kept stable until 1996, while in 1997 it proved to be
slightly more favourable (+0.3%). Packaging in reusable glass bottles dropped slightly, as it
was replaced with non-reusable containers, which, in 1997, seemed to be preferred to cans.
The attempt to impose the use of reusable glass bottles for distributing beer within the
HoReCa channel, thus doing away with cans, failed. Aluminium manufacturers took action
immediately and, putting pressure on the Ministry of the Environment, caused the project
to be stopped.

��� 5HXVH�SDFNDJLQJ�IRU�VRIW�GULQNV
The data base for soft drinks packaging is very poor. As in most other EU-member states,
the soft drinks industry tries to lessen the discussion about packaging by keeping the
packaging data secret. The available data from the years 1986 to 1993 shows that reuse
didn't come down to a level similar to that of the beer and water markets. The big change in
the soft drinks packaging took place in the early 80`s. As figures from Coca Cola Italy
show, the reuse share in 1982 in CCs distribution was 50,7%. Six years later, it had
declined to 11% (4).

��� 5HXVH�SDFNDJLQJ�IRU�RWKHU�EHYHUDJHV



54

Over the past few years, milk has also been made available in reusable glass bottles. At
present, it is basically packed in beverage cartons, except for a few manufacturers who use
non-reusable glass bottles.
As far as wine packed in reusable containers is concerned, it should be emphasised that
there are just a few brands involved and they are used for promotional purposes. However,
no detailed estimates are available.

�� /HJDO�EDVLV�FRQFHUQLQJ�UHXVH�SDFNDJLQJ

Law Decree 22/97 thoroughly deals with waste management and, consequently, with the
packaging as well. The objectives set out under this act focus strictly on packaging
recovery.

It should be pointed out that Law Decree 22/97, called “Ronchi Decree”, issued in
compliance with European Directives 156/91/EEC, 689/91/EEC and 62/94/EEC, has
fully involved reorganising waste management and, consequently, packaging in Italy.

Under the Ronchi Decree the following targets for recovery and reuse are set with respect
to waste packaging:

• within three years of the effective date of the Decree, the recycling rate of each type of
packaging shall reach a 10% minimum;

• by June 2001, the recycling rate of each type of packaging shall be at a minimum of
15%.

The decree does not include any clauses about the reuse of packaging as such, with the
intention of boosting reusable containers. The reuse of packaging is considered to be the
main instrument that the relevant authorities are supposed to rely on to reduce waste
disposal, followed by any other form of recovery the establishment of which derives raw
materials from waste, economic steps under which reclaimed materials must be used and,
finally, the conversion of waste into energy (art. 4).

While the above decree was being drawn up, the World Wildlife Fund urged the Ministry
of the Environment to include deposits and reusable containers in that provision. The
ministry did not agree to such a request, stating that retail distributors would not be able to
manage the system, while wholesale distributors were not interested in implementing it. As
a result, under the above decree law, they have missed an opportunity to restart a system
which had been introduced into every type of distribution and currently involves only retail
distribution.

�� 'LVWULEXWLRQ���UHGLVWULEXWLRQ�RI�UHXVH�SDFNDJLQJ

Beverages are distributed through two main channels:
1. the food or “home” consumption channel;
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2. the HoReCa or “out of house” consumption channel (hotels, restaurants, self-
service cafés...).

7DEOH��� 'LVWULEXWLRQ�RI�QDWLRQDO�FRQVXPSWLRQ�RI�EHYHUDJHV���KRPH�DQG�+R5H&D�
������'DWD�SURFHVVHG�E\�(FRELODQFLR�,WDOLD�����

%(9(5$*(6 +20( +25(&$
62)7�'5,1.6 �KHFWROLWUHV� �KHFWROLWUHV�
Water 56,940,000 21,060,000

Juices 3,920,000 1,680,000

Other soft drinks 23,520,000 10,080,000

$/&2+2/,&
'5,1.6

(hectolitres) (hectolitres)

Beer 8,265,000 6,235,000

Wine 22,400,000 9,600,000

Spirits 52,800 79,200

727$/ 115,097,800 48,734,200

Trentino-Alto Adige is the only Italian region where reusable containers still are part of a
real project. The following products are still available in supermarkets:
• 2 or 3 brands of mineral water;
• one brand of beer;
• some table wines and some wines with authenticated trademarks;
• α few beverages (Casara of Levico and Coca-Cola);
• fruit juices;
• family-size yoghurt (Landliebe).

In the shops in Alto Adige you can also find fresh milk in reusable containers.
An informal survey showed that over 85% of the products involved are returned (6).

Attention should also be focused on such sparkling wines as Prosecco and Pinot
Chardonnay, produced by the Canella winery. In March 1995, the Canella winery started to
bottle its wine in reusable glass bottles with printed labels. Such packaging was called
“Ecoverre”.

As the distribution of reusable containers within the “home” channel is connected mainly
with mineral water, it is based on “door-to-door” services. Many companies producing
mineral water (Norda, Frisia etc.) supply consumers with this type of service nationwide,
relying on local distributors, who collect empty containers, which are either put in plastic
12-bottle crates or 6-bottle baskets and delivered to bottlers, where they are refilled.
As far as the few shops where reusable containers are still available are concerned, it is
important to emphasise that there, like everywhere else, mineral water is the main product
involved. In such a system, usually one brand is made available in each shop. All of the
distributors charge deposits on the empty bottles, ranging from 50 lire to 200 lire ( 0,03
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ECU to 0,1 ECU) per bottle. The money is usually returned through receipts issued
whenever any empty bottles are returned.
Within the HoReCa channel, beer is distributed by wholesalers, who deal in several brands.
Deposits are charged on empty bottles, according to the market value of the product.
Empty bottles are collected and refilled bottles are delivered on the basis of quarterly
rotations – in their case, this doesn't happen very often if compared to other members of the
European Union, because of the remarkably low beer consumption in Italy, estimated to be
25 litres per capita annually. By comparison, European beer consumption is, on average, 85
litres per capita annually.
With an average of 3.5 rotations a year this means that a glass bottle has a mean life of
40/45 rotations.

�� 6WDQGDUGV�RQ�UHXVH�SDFNDJLQJ

As it has already been emphasised, in Italy there aren't any pools which deal with reusable
packaging specifically. Although some projects for managing packaging may be drawn up
between the pools involved in the various types of packaging, they basically result from the
determination of individual businesses (such as the above-mentioned Canella winery)
rather than from strategies concerted within any pools who might be committed to any
particular type of packaging. Whereas if reusable containers are synonymous with standard
practice, though to a small extent.

�� &RQVWUDLQWV�DQG�VXSSRUW�IRU�UHXVH�SDFNDJLQJ

To assess the resistance to reusable containers, a distinction should be made between
arguments within the industry area, among dealers and, finally, by consumers.
Industry opposes reusable containers quite tenaciously. This attitude clearly results from
their determination to handle the collection of waste packaging without bearing the costs
which arise from it, or shifting the costs onto consumers. Such a philosophy clearly clashes
with any attempt to focus on reusable containers.
Choosing plastic for packaging beverages is also of paramount importance. Such containers
were deliberately introduced by wholesale distributors of mineral water and soft drinks in
unison, through a campaign aimed at persuading consumers that plastic packaging is
exceptionally practical. The decision made for an organised wholesale distribution resulted
from remarks about glass handling costs, which are much higher than those for plastic.
The present situation needs to be examined if the dealers’ resistance to reusable containers
is to be understood. Dealers do not feel that they have any responsibility for managing the
packaging waste produced in their shops. Recycling has become “bricks and mortar” reality
in just a few Italian towns, mainly in the north. Where packaging is recycled, home waste
collection has been arranged; where packaging is not recycled, all waste products are put in
one bag.
A study conducted in the Milan province in 1998 helps one to understand the dealers’ and
consumers’ viewpoints (8). The sample used for this study consisted of 1,027 consumers
and 27 sales points. The managers of both small and big shops oppose reusable containers
because sorting and keeping empty containers causes problems. They fear that storing
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empty containers and spending the time to return them and collect any relevant deposits, a
task which should – at least partially – be assigned to one employee, would result in
organisation-related and logistic problems, thus in the end not bringing them any benefits.
Paradoxically enough, reusable containers are popular mainly among medium and small
sized sales points, whereas they play just a marginal role among bigger shops. However,
suppliers are often blamed when reusable containers are not used.
It should be emphasised that according to part of the sample (namely, over one third of it),
reusable containers constitute a useful system for reducing waste; therefore, they would be
willing to reintroduce them.
The consumers’ viewpoint appears quite controversial. The above study suggests that
consumers are familiar with the system and used it in the past, although they hardly find it
now in any of the shops (49.3% of the interviewees). Twenty-seven percent of the
interviewees consider the system complicated and costly in time, while according to just
7% of them it means a more expensive system. Finally, some interviewees are not
interested in it at all (8%).
Instead, the main reason why consumers may make use of reusable containers is that they
believe that glass is more hygienic than other materials (44%). Due to a growing sensitivity
toward a environmental issues, 30% of the interviewees rely on the system because it helps
to reduce waste products. Finally, 24% of the interviewees use the system because it is
practical (this is the case with home delivery).
It should be pointed out that Federazione Italiana Grossisti Distributori di Bevande
(Italgrob) has taken action with the intention of boosting reusable containers. Under it's
plan, any products consumed within the HoReCa channel must be packed in reusable
containers. The dense national distribution network, which is comprised of 4.000
companies (distributed as shown in table 9) is believed to be in the position to be able to
immediately start transporting reusable products from the factories to retailer outlets and
back, without incurring any high charges.

7DEOH��� 1XPEHU�RI�GLVWULEXWRUV�SHU�DUHD�������
'DWD�VXSSOLHG�E\�,WDOJURE�

$5($ 180%(5� 2)
',675,%87256

Northern Italy 1,870

Central Italy 775

Southern Italy 820

Italian Islands 535

727$/ 4,000

The project “Vuoto a Vincere”, promoted by Italgrob in tandem with the F.I.P.E.
(Federazione Italiana Pubblici Esercizi), Legambiente and Assobirra, under the patronage
of the Ministry of the Environment, has been drawn up with the aim of making both dealers
and users sensitive to reuse packaging. This campaign will be carried out in eleven Italian
cities (Udine, Milan, Padua, Florence, Rome, Naples, Bari, Reggio Calabria, Palermo,
Cagliari, Pescara) from October 15, 1998 to the end of December, 1998. Any dealer who
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joins in will be granted a discount of 10% on any brands and sizes of reusable beer bottles
bought; in addition, they will receive some promotional material testifying to their
commitment.
This project will end with a meeting in front of the national press, during which the results
achieved in the various Italian cities will be presented.

/LVW�RI�FRQWDFWV

A.I.P.E. - Associazione Italiana Polistirolo Espanso
Via M.A. Colonna, 43
20149 MILANO
Tel. ++39 2 33002101
Fax ++39 2 39210531
CONTACT: Mr Piana

ASSOLEGNO
Viale Sarca, 183
20183 MILANO
Tel. ++39 2 806041
CONTACT: Mr Sebastiano Cerullo

ASSOBIRRA - Associazione Industriali Birra e Malto
Via Valfiorita, 90
00100 ROMA
Tel. ++39 6 54393201
Fax ++39 6 5912910
CONTACT: Mr Rossi

ITALGROB - Federazione Italiana Grossisti e Distributori di Bevande
Via Idrovore della Magliana, 49
00148 ROMA
Tel. ++39 6 65748720
Fax ++39 6 65748701
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5HSRUW�/X[HPEXUJ

�� 'HVFULSWLRQ�RI�VWDWXV�TXR�RQ�UHXVH�SDFNDJLQJ

Reuse primary packaging are only available for beverages in Luxembourg.

��� 5HXVH�V\VWHP�IRU�EHYHUDJHV�
The following data originates from a statistical investigation from 1995, which was carried
out for the „Confederation du Commerce du Luxembourgeois“

Table Lux-1:Volume of Beverages sold on the Luxembourg market
(estimates) (1)

����� 5HXVH�V\VWHP�IRU�EHHU
The quantitative relationship between reuse and one way for beer is comparable to the
other Benelux countries. The trends are comparable. The total capacity of canned beer is
still relatively small, however, the quantity of fillings increases by two-digit percentages
each year (2).

A few years ago the breweries ran a PR campaign promoting reuse. However, this hardly
had any effect because one way does not cost enough (2).
The 0,33 l-bottle dominates the beer market. This bottle has become a kind of 'standard
bottle'. It is exchangeable between the different producers.

����� 5HXVH�V\VWHP�IRU�VRIW�GULQNV�DQG�ZDWHU
The share of reuse within the group of soft drinks and water is a little higher than in
Belgium. Almost all of the reuse packaging offered in Luxembourg is glass reuse bottles.

REF-PET is  not on the market yet. Gerolsteiner (D) plans a PR campaign for the market
launch of reuse-PET to the Luxembourg market.
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An experimental introduction of reuse-PET some years ago by the Belgian SPA failed,
among other things the deposit of 8 BFR (0.205 ECU) was not accepted in the market.

A mineral water producer who has a market shareof about 50% in Luxembourg is Rosport.
Rosport puts 95% of it’s water (carbonated), into reuse, 5% into one way glass bottles
(mainly flat water). They do so above all, for ecological reasons.
The 1-l-bottle of Rosport makes up to a total of 35 trips (4,6 trips per year during an
average lifetime for the bottles of 7,6 years).
The 0,5 l bottle reaches even more circulations.
Rosport states that their own company will proceed, within the next 5 years in the direction
of REF-PET. The required modifications of the filling line are not very great. The ’sniffer’
which will test the bottles for impurities might require the greatest investment.
There may be a development too in the direction of recycling of packaging waste. The
trend toward one way, even at Rosport, turns up every where. Since January 1, 1998, the
shareholder majority of Rosport is owned by the Coka-Cola Company what will certainly
affect the packaging structure.

����� 5HXVH�V\VWHP�IRU�PLON
The classical food retailers do not offer reuse packaging for dairy products. Green shops
offer eco-milk in 1-l-glass-bottles, but this is very small and occurs in a closed market. The
organisation which trades all of the products is Biogros Luxembourg.

Another interesting initiative is the which is taking place at the supermarket Cactus where
milk is being offered from dispensers. Cactus is a family-owned company, whose profile
shows that it is concerned with ecological topics. At the beginning of the campaign, tapped
milk made up about 30% of the total sales at Cactus. The actual information available
about Cactus shows, that sales have declined slightly (4).

The milk is supplied by the dairy, in two kinds of bulk containers:
1. 140 l reuse tank, metal;
2. 20 l one way plastic bag (Bag-in-Reuse-Box-System).

The consumer taps the milk and puts it into a 1-l-glass-bottle, with a resealable cap which
they have bought along. The tapped milk is about 1 FR (0,03 ECU) cheaper than the one
which can be bought in one way beverage cartons. Hygiene problems are rare, and the
consumers complain rarely. Of course, during the  summer, „if the customer does not go
home immediately after shopping and goes to have a cup of coffee and chat, then the milk
if left in the hot car might turn sour" (4).

Even considering those activities exist, the market share of milk in reuse packaging is
estimated to be around 5%.

����� 5HXVH�V\VWHP�IRU�ZLQH�DQG�MXLFHV
It is noticeable that there are a lot of wine and fruit juices in reuse. This deviates strongly
from the other Benelux countries. In this case it is probably the trade relations to German
wholesalers which are the deciding factor. Valuable data for that market sector in the
Luxembourg market has not been found.



62



63

�� /HJDO�EDVLV�FRQFHUQLQJ�UHXVH�SDFNDJLQJ

One remark should be stated before beginning: Waste prevention does not seem not to have
a high importance in the Luxembourg Ministry of Environment. The environmental
department did not cooperate very much during this research. Bills which have been
promised were not sent, and the author was referred to the Mouvement Ecologique (!),
departments were inaccessible and so on.

In Luxembourg, the EU packaging directive was more or less made part of the national
laws word for word. After it was signed by the Grand Duke, the law was set into force on
January 1, 1999. This regulation takes the place of former ’agreements’ which were made
with industry and trade. The proposals for eco-taxes and reuse quotas which were part of
the discussion within the agreement are now completely gone(5).
Therefore, the legal situation is now comparable with the one in Belgium. More severe
legal instruments (eco taxes) and ecological advanced targets (support of reuse systems)
have been replaced by recovery systems promoting recycling and incineration (FOST
PLUS, Valorlux). Now there isn’t much pressure on one-way packaging at all.

As a reason for the refusal of the eco-taxes for packaging, it was argued that it would be
difficult to calculate the eco-tax and it was eliminated out of the index fixing of the wages
and salaries.

�� 'LVWULEXWLRQ���5HGLVWULEXWLRQ�RI�UHXVH�SDFNDJLQJ

In Luxembourg, the share of ’home service’ delivery is still relatively high (Depositair).
They are mainly supported by small breweries. The market share is unknown (6).

Current research on Rosport which examined the ’facing’ in supermarkets (facing: how one
can recognise reuse from the shelves) came to the following conclusion:

- 43% water in reuse (CACTUS and MATCH);
- 17% water in reuse (AUCHAMPS).

Especially the French producers and retail companies like AUCHAMPS are highly fixed
on one way (3).
When referring to all supermarkets in Luxembourg, (106 references) the following
allotments occur:

- 43 % glass reuse;
- 48 % one way PET
- 5 % glass one way
- 4 % cans.

The precise sales quantities in the different sales channels of all drinks and the
corresponding redistribution of empties is not known for Luxembourg. The redistribution
for empties of reuse bottles for mineral water are (3):
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- 40% of the empties is redistributed by wholesalers;
- 40% comes from Coca Cola owned distribution ;
- 20% is picked up directly at the retailers by ROSPORT.

� &RQVWUDLQWV�DQG�VXSSRUW�IRU�UHXVH�SDFNDJLQJ

��� &RQVWUDLQWV
The following are some short remarks, quotations and key terms for the problems and
appraisals in regard to reuse packaging:

- The displacement of ’corner shops’ (neighbourhood shops) and the increasing influence
of supermarkets which have a well-known effect on  reuse can also be seen clearly in
Luxembourg.

- The influence of tourism: almost every source considered this aspect to be especially
important. Tourists, even those who are just passing in transit cause a great deal of one-
way packaging waste especially during the summer. Although statistical data is missing,
the influence of tourism is estimated to be very high.
Especially the role of petrol stations has become larger and larger. Because they have
lower gasoline prices, the "tank tourism" from the three neighbour countries is very big.
Luxembourg’s service stations have the world’s biggest sales. Service stations in
Luxembourg, as in many other countries prefer one way packaging.

��� 6XSSRUW
Support for reuse packaging mainly comes from the service oriented home services, as well
as through individual initiatives from environmentally oriented retailers.

Some interesting and  successful ideas are:

- The introduction of a beverage drive in shops (CACTUS). The customer can drive
in with his car and load the reuse crates directly into the trunk.
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5HSRUW�1HWKHUODQGV

�� 3URGXFWV�LQ�UHXVH�SDFNDJLQJ

��� 5HPDUNV�DERXW�WKH�VXUYH\
1. The different types of reuse packaging (sizes, forms) were not further examined. In the

case of soft drinks and water, there is the biggest variety of packaging types and shapes.
For  vegetable preserves, the glass jar is only one size (720 millilitres).

2. The lightweight glass bottle for milk and dairy products (1 litre) has almost been
completely replaced by the 1-litre polycarbonate (PC) bottle in the Netherlands. The
introduction of this bottle started at the beginning of 1996. The first producer was
Campina Melkunie in Woerden, which was immediately followed by other companies
immediately. In addition to pasteurised milk, other dairy products are also offered in the
PC-bottle: buttermilk, yoghurt and the typical Dutch vla (with chocolate and vanilla
taste).

The glass bottle is still needed as an exception, e.g., for fruit yoghurts with fruit pulp
(14). A small amount of sterilised milk is being sold in an old-fashioned 1 litre long neck
crown cork glass bottle. This bottle only was offered in small scale milk shops.
Only in the green food shops are dairy products sold along with one way packaged
goods. There are 1-litre (light weight)- and 0,5-litre (old type, heavy glass) glass bottle
and different glass jars with a twist-off cap for curd, yoghurt and so forth.
In the usual retail food shops, ecological dairy products are sold almost exclusively in
one-way packaging

3. In the Netherlands, there is a limited number of vegetable and apple purée preserves
packed in reuse packaging. However their market share has further decreased because
these relatively small companies actually begun to change to one way packaging (see
chapter 1.3).

4. Reuse packaging for coffee - in the form of 3 kg tin-plated cans with deposit and
resealable plastic closures and 5 kg tinplate bucket without deposit. The latter is only
distributed to HoReCa. For both of these packaging, a deposit is charged.

5. Ever since the beginning of the 90` it has been possible to refill packaging for fluid
washing agents and detergents into 1-litre bottles in some of the green shops. (Ecover-
products). The consumer generally does so in self-service. Sometimes the bottles can be
given back and the shopkeeper will refill the bottles. This system was also introduced as
part of an experiment some years ago in some Dutch supermarkets. Since it was not
successful, it was closed down again.

6.In Holland, there are some providers/suppliers of reuse dispenser systems for soft drinks,
fruit juices and dairy products for use in HoReCa. For this product range one way
dispenser systems are the usual, so-called one way bag-in-box-system.
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��� 'LVWULEXWLRQ�RI�UHXVH�SDFNDJLQJ
The statistical data which have been found is generally limited because it is not available or
secret. The missing information also caused a considerable problem by the monitoring of
the results of the Convenant Verpakkingen I (7).

����� %HHU
In beer packaging a slight increase of one way packaging can be seen. This tendency is
even today not lamented by the Produktschap, (see ’’Netherlands reuse oriented country,
with room for one way“, in annual report 1997, page 21). In addition there is also no longer
any obligation to the Produktschap to keep the standstill agreement which once existed was
laid down in the first packaging covenant. Taking this into account, one way might even
increase in the future.

Sales data on one-way packaging has not been made available, "because we don't like any
discussions about that anymore“ (van Reijn). In an interview, Mr. van Reijn stated that the
6,1% figure for one way packaging (1995) include one-way glass as well as beverage cans
(see Table NL-1 i.A.).

����� 6RIW�GULQNV
Unfortunately, the Dutch secrecy about their beverage packaging statistics could not be
lifted. It was not possible to get full statistical data. NFI even maintains that this data might
not exist because has never been examined ( 5).

The following qualitative picture results based on the appraisals of the participants: Reuse
gradually became less and was somewhere between 80-90% in 1998. According of the
Dutch environmental ministry, it is possibly a little less than 90% (2). Other sources
estimate a reuse rate of around 80%, similar to Coca Cola in Holland (4).

In order to see what else concerns the current production and consumption data of soft
drinks, Kerngegevens 1998. NFI. Vereniging Nederlandse Frisdranken industry will have
to be looked at.

����� 0LQHUDO���6SULQJ��DQG�7DEOH�ZDWHU
The same, "non-information" situation also applies to the water market. Detailed
information about the  reuse / one way is also not available from these industries. One is
left with he impression that one-way for water is less than for soft drinks in the
convenience market. The reuse share may just be over 90%.
Source:
Production and consumption data: Kerngegevens 1998. This data differs slightly from
those by Gisem-Unesem

����� 0LON�DQG�GDLU\�SURGXFWV
Trustworthy statistical data in regard to the market share of reuse and one way packaging is
also not available. The data was collected since ten years ago. Actually „nobody asks for
these data anymore“ ( 10 ).
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From the information obtained from different producers, there is a qualitative appraisal:
The polycarbonate reuse bottle led to average sales for fresh dairy products of 15% by the
end of 1997. With some milk producers (Coberco in Zutphen, Campina Melkunie in
Zaltbommel/Woerden) the market share of PC reuse bottles is even greater than 20% (16).
In the case of Campina Melkunie, the share of glass reuse bottles in 1994 was only about
3,5%. Specifications for different reuse packaging for milk, yoghurt, Vla and so forth do
not exist. The market share of reuse packaging for dairy products other than milk seems to
be much lower.

The milk industry did not expect that the market share of reuse would increase above 15%.
Some sources say that 20% will be a limit. The additional cost of 25-40 cent per litre (9) is
therefore of utmost importance.

����� 2WKHU�SURGXFWV
In the case of all other product ranges called for under 1.1, there are no other detailed
statistical figures available. This is the reason why appraisals can not be given. The reuse
rates are approximately  10%. For fruit juices, vegetable preserves, wine and fluid washing
agents and detergents the reuse rate shall be between 0-5%.

��� 3UHYLRXV�UHXVH�SDFNDJLQJ�V\VWHPV
Some reuse packaging systems which disappeared recently or will disappear in the near
future are described. The changes among dairy products from the old-fashioned glass bottle
to the lightweight glass bottle and to the refillable PC-bottle will not however be discussed
here.
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����� 9HJHWDEOHV�SUHVHUYHV
The disappearance of the reuse glass jars (720 millilitres) is the most important evolution.
In Holland, three small producers pack vegetable and apple purée in reuse packaging glass.
The exact market share of reuse is unknown; it is small (see 1.2.5) but plays a certain role
for apple purée. The producers are:
- Koolen in Mierlo, offers different products and uses only reuse packaging. The use of

reuse packaging was closed down at January 1, 1999.

- Aar Koeleman in Ter : previously he filled different products in reuse glass. Now he uses
reuse glass only for apple purée, cucumbers and silver onions. He slightly replaces reuse
packaging by one way glass.

- Geurts in Dodewaard (very small company) with a  relatively small product range in
reuse packaging.

There isn't a pool agreement or criteria for the use and handling of the reuse glass between
these producers. They all use the same type of glass which can be handled on each of their
filling lines.

Reuse at Koolen will be closed down beginning January 1, 1999. From this date on the old
reuse glass will be used as one-way packaging and discarded after use.
Some data about  Koolen:

- 8.000.000 reusable glasses are in circulation;
- > 80% comes back via retailers;
- precise number of circulations is unknown. After the third circulation, the glass is

sorted out.
- annual losses are approximately 0,5% (glass break in the filling line)

The decline in the reuse glass system coincides with the increasing collection rate of one-
way glass in bottle banks. Koolen is clearly frustrated to have to close down the reuse
system. Reuse provides him with the opportunity to distinguish himself from the other
producers. The following reasons are given for the adaptation to one-way:

- Other producers have already changed to one-way glass of the same shape. This
means that more and more one-way (light glass) jars are given back in the retail
markets, mixed in with the reuse glass. This causes a much greater loss.

- The glass quality has declined. Glass producers provide market with lightweight
glass with a reduced weight of about 25 g. The packaging tare weight has be
reduced by 9-14% (for environmental reasons). This amounts to a total savings of
812.000 kg for all glass packaging (13). The disadvantage is that there is a greater
risk of the reuse glass breaking. 
Koolen considers the "breaking loss" to be too great. Koolen didn't even comission
the glass industry to develop a stronger reuse glass jar. This shows once more, that
reuse systems, which do not have a strong pool organisation with clear and
achievable rights in their own glass brand, can be destroyed depending on the
interests of the glass manufacturers (see chapter 5.1).
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- The increasing personnel costs in the retake shops;

- Increasing pressure of the supermarkets to change to one-way. Even those
supermarkets which had a lot of reuse in the past (e.g.Dirk van der Broek, Jan
Linders).

- The retake costs of the retailers might be too high, about 10 cent (0,04 ECU) per
glass (however, it might only be 0,01 ECU).

����� 5HWXUQDEOH�ERWWOHV�IRU�FRIIHH�FUHDP
There are still reuse bottles for coffee cream in Holland, e.g. from Becel, Nutroma and
Friesche Vlag. The old-fashioned returnable bottle was even renewed in 1996 by the
Friesche Vlag company (with a modern form, and an easier screw-top cap. Information:
Friesland food services, Naarden.

It must be stated that a clear decline of this reuse system occurred in recent years. The
bottles with a small volume, are hardly available in the market; in 1997, the last 15 cl bottle
was taken off the market by Becel (4). The other bottles of differing volumes are also under
pressure, especially in the supermarkets where these packagings are "listed out" rapidly.
They are being substituted by one-way glass and beverage cartons.

����� )UXLW�MXLFHV�DW�WKH�XVXDO�IRRG�UHWDLOHU
For fruit juices, the trend is comparable to that of coffee milk. Historically, the reuse
systems for fruit juices play a minor role in Holland. The only supplier that has offered
juices in reuse packaging for the retail channel is Procter & Gamble (Punica, Dittmeyer’s,
Valencina). P&G uses an 1-litre bottle (Euro-Juice bottle see chapter Report Germany)
with a screw cap, charging 50 cent (0,23 ECU) deposit.
Punica/Valencina was also listed by name in retailer channels, while Dittmeyer’s is almost
exclusively is sold to HoReCa. The bottles are filled in Germany.

Most fruit juices sold in green shops are packed in reuse bottles (predominantly 0,7 and 1,0
l with screw cap, 50 cent deposit). The same is true of the soft drink concentrates (0,5 litre).

�� 'LVWULEXWLRQ�DQG�5HGLVWULEXWLRQ�RI�UHXVH�SDFNDJLQJ

��� 0DUNHWV�DQG�GLVWULEXWLRQ�FKDQQHOV
The reuse packaging mentioned in chapters 1.1 and 2.1 are distributed all over the country.
At the most, there may be some small differences since some supermarket chains are not
represented in all districts.

In the following overview, the products packed in reuse packaging are specified which are
distributed via different retail channels. Statistical figures for the different channels of
distribution could not be found. The relative importance is indicated.:
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7DEOH�1/��� 'LVWULEXWLRQ�FKDQQHOV�IRU�UHXVH�SULPDU\�SDFNDJLQJ

Food
retailers

HoReCa Others

%HHU
     Draught - ++ -
     Glass bottles 0,33l + + -

6RIW�'ULQNV
    PET-Reuse bottle + + -
     Glass bottles + + -

:DWHU
     PET bottles + 0 -
     Glass bottles + + -

)UXLW�-XLFHV
     Glass bottles + + +

0LON�DQG�'LDU\�3URG.
     PC bottles + 0 -
     Glass bottle o - +

9HJHWDEOHV
     Glass jars + - -

:LQH
     Glass bottles + - +
     Refill in shop - - +

&RIIHH
     Tin cans - + -

�� �LPSRUWDQW
�� �OLPLWHG
��� �XQLPSRUWDQW
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��� 'LVWULEXWLRQ�RI�EHYHUDJHV�WR�WKH�UHWDLOHUV�RXWOHWV
A short description of the distribution of beverages to the retailer’s outlets follows:

3 kg tin cans (with deposit) in wood boxes and 5 kg bucket (without deposit) are taken
back by the wholesalers or through the coffee roasting companies.

�� 3RRO�PDQDJHPHQW�DQG�QXPEHU�RI�FLUFXODWLRQV

In the description of primary reuse packaging (chapter 1) the figures for circulations were
mentioned. Most of these figures are estimated averages. In the following, the pool
organisations and their management tools are described along with the statistical basis for
the calculation of the circulation figures.

%HHU
Glass bottle 30-50 cl, number of circulations: 40-60; range of variation is dependent on
many factors (14).
These standard packagings are exchangeable between all fillers of the pool. There is no
particular managing organisation. Everything which has to do with the use of that bottle is
dealt with within the national brewers association. However, a central quality inspection
which does carried out by TNO exist

5HIUHVKPHQW�GULQNV�DQG�ZDWHU
PET-bottle, 1 and 1,5 l, number of circulations is: 12-25 (J. Hommes). For bottled water
the average number of circulations is around 10.
Since the PET-bottles can easily be filled with other liquids, the risk of impurities and
contamination is serious.
The administrative pool manager for the green REF-PET-bottles is PPN (5)
For the 1-lREF PET-bottle, it is: Stichting BBM (5)

0LON�DQG�GDLU\�SURGXFWV
1 litre PC-bottle, the number of circulations mentioned in the literature varies greatly. This
could have to do with the fact that this package has only been on the market for a relatively
short time. Circulation rates found in different sources:

- about 30 circulations (food management, 18.10 1996)
- 40-60 (food management, 21.4.1995)
- about 50 (Volkskrant, 26.4.1997)

There is no pool organisation. There are only two enterprises running the pool. The
replacement of damaged packages is done by the two companies on demand (Kleibeuker,
Campina Melkunie).

9HJHWDEOH�SUHVHUYHV
Glass 720 millilitres, with screw cap
Number of circulations: 3
No pool management (1).
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:LQH
Glass bottle, 0,75 l and 1 l
Number of circulations: 4
No pool management (11).

&RIIHH
Tin cans, 3 kg
Number of circulations: 80
No pool management (12).

�� 3URV�DQG�FRQVWUDLQWV�WR�UHXVH

In this chapter, the most important considerations and trends are discussed, both those
occurring on the market and those governed by legal settings.
The references which are mentioned, the presumptions and the appraisals pro and con are a
conclusion of the telephone interviews which were given by different organisations and
decision makers. Information from written sources and branches is also included.

In almost every market segment, the share of reuse packaging decreases to differing
degrees. The traditionally strong reuse systems (soft drink, beer), have seen a slightly
negative trend.
In the case of several small systems with a reuse part <10%, the decline is more perceptible
(fruit juices) or they are completely closed down and subsidised by one-way (glass jars).

One exception has been the unexpectedly successful Polycarbonate-bottle for pasteurised
fresh dairy products. It adheres to a differing packaging concept which the consumers are
demanding, not so much because of the positive environmental aspects but because of the
convenience:

- the contents are easily visible,
- the light packaging is easy to carry
- there is a resealable closure
- it’s easier to handle and store in the refrigerator

Still a greater market share is not to be expected because of the higher prices in comparison
to one-way packaging.

The tendency away from reuse is mainly influenced by three aspects:

1. Industry and retailers in particular put a lot of pressure onto reuse. Above all, the large-
scale food retailers (especially Albert Heijn), were named by almost all of the interview
partners.

2. Between Convenant Verpakkingen I. (1991) and Convenant II. (1997), the role of the
Netherlands (above all Ministerie VROM) has changed. The attitude up until Covenant I
was: to guarantee a stand-still-principle and to support reuse wherever possible. The
attitude now is: to continue to maintain the strong reuse systems, but change to one-way
is made possible.
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3. Consumer and environmental organisations had an important "correcting" role in the
decision making process to the Convenant on supporting reuse. In the last few years,
packaging has not been in the public interest anymore; which means the public pressure
is lower. This would partly explain shifts to one-way.

�� /HJDO�EDVLV�FRQFHUQLQJ�UHXVH�SDFNDJLQJ

��� 3DFNDJLQJ�ODZ�DQG�SXEOLF�DJUHHPHQW
On August 1st 1998, the law on packaging came into force in Holland. It is a Dutch
’translation’ of the EU directive 94/62/EG. In this regulation, targets and measures with
regard to prevention, recycling and recovery are fixed. Those responsible are the producers
and importers of the packed products.

The fulfilment of these targets/regulation on an individual basis costs a lot of time and
money. Therefore, everyone in the packaging sector is given the opportunity to join the
Covenant in which the state and the enterprises declare how the obligations will be carried
out. Individual obligations are then no longer valid.
The contractors resolve to guarantee that the total amount of packaging waste in 2001 will
be a  maximum of 940.000 tons. That is 400.000 tons less than in 1995. This target shall be
realised through 10%  waste prevention and through an increase in recovery to a minimum
level of 65% (recycling = composting, combustion by recovery and recycling).

��� 3XEOLF�DJUHHPHQW��&RYHQDQW��DQG�UHXVH�SDFNDJLQJ
Legal demands and public agreement are, above all arranged to reach the general goal of
the 940 thousand tons and to promote recycling. They are not interpreted as a stimulant for
reuse packaging.

Even in the detailed agreement for producers/importers (Article 5, product reuse), an
obligation is stated that one-way packaging may not take the place of reuse packaging,
unless, the criteria recorded under the "product reuse" is fulfilled.
In this document, however, only reuse packaging for beer, soft drinks and water are
protected from being substituted by one-way packaging. However, new one-way packages
can be introduced if:
1. It can be proven, that this one-way packaging has "a smaller or at the most not a greater

impact on the environment than the existing reuse packaging does". This will be possible
as long as there are any old fashioned reuse packagings on the market.

2. If with the introduction of a certain one-way package, the overall capacity of reuse does
not decline more than 2%.

��� 7KH�����5HJXODWLRQ
According to the opinions of the consumer and environmental organisations, this
calculation scheme which was determined in the public agreement, is a concrete threat to
reuse systems (4, 3).
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The outcome currently applies to one-way PET-bottles (0,5 l) in the so-called "grey sale
channel’s": Service stations, sport and company canteens, newspaper and chip stalls.

��� +\JLHQH�UXOHV���+$&&3
On December 14th, 1995, the state’s regulation dealing with the ’hygiene of foods’ and
adhering to the Dutch food law came into force. This regulation serves the food industry
and HoReCa-enterprises. It stipulates that every enterprise which produces or deals with
foods should have a control system
This system must be base on Hazard Analysis and Critical control Points (HACCP) or a
similar system.
The implementation of these systems promotes the use of much more one-way packaging
in canteens because many people think that one-way packaging is more hygienic.

6RXUFHV�

� - C. Carlier von Koeleman

��- C. Clement, Ministerie VROM

� - J. L. de Ridder, Consumentenbond

� - H. Blauwgeers, Stichting natuur en Milieu

� - J. Hommes, Vereniging Nederlandse Frisdrankenindustrie

� - Koolen, Produzent von Gemüsekonserven, Mierlo, Tel: 0492-661949

� - personal information C. Adema, SVM.Pact).

� - personal information, Procter & Gamble

� - personal information Kleibeuker, Campina Melkunie und C. Clement, Ministerie
VROM

�� - personal information Produktschap Zuivel

�� - Natuproducts, Harderwijk, in PMA, Milieuhandleiding Catering, 1997

�� - Santas Koffie, Schiedam, in PMA, Milieuhandleiding Catering, 1977

���- Stichting verpakkingen en Milieu, Packaging developments 1997. Implementation of
the Packaging Covenant, illustrated

�� - van Reijn, Produktschap voor Bier)

�����Verpakkingsmanagement 10/97, Seite 8
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�� - Verpakkingsmanagement, 1/98, Seite 13-14

���- VMT 9.10.1997

�� - Windervanck, J., van Lierop, J., Inspectie Gezondheidsbescherming Utrecht, Geur- en
smaakklachten over frisdranken, verpakt in hervulbare PET-flessen (1996)
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* European Commission, Notification. Ontheffing PET-flesjes grijze kanaal 1998.

* Ministerie van VROM, Informatieblad. De regeling verpakkingen en verpakkingsafval
en het Convenant Verpakkingen II. August 1998.

* NFI. Vereniging Nederlandse Frisdranken Industrie, Kerngegevens 1998.

* Produktschap voor Bier, Jahresbericht 1997

* Stichting SVM-PACT, Minsterie van VROM, Convenant Verpakkingen II, zoals
overeengekomen en ondertekend te Den Haag op 15 december 1997. Daraus: Anlage
II des Teilconvenanten Produzenten/Importeure.



77

5HSRUW�3RUWXJDO



78

�� 'HVFULSWLRQ�RI�VWDWXV�TXR

In Portugal, reuse primary packaging systems have been detected for the following goods:

Beverages:
Beer
Mineral Water
Wine
Soft drinks
Milk

Reuse primary packaging for food and non food have not been detected.

����'HVFULSWLRQ�RI�UHXVH�V\VWHPV�IRU�EHHU
Beer consumption per capita doubled in the decade from 1980 to 1990, reaching up to 70
litres. Since that time it has gone down slightly to a current stable quantity of around 62
litres per capita. About 40-50% of the beer is consumed in HoReCa, while 30% of the total
beer is draught beer. 56% of total beer consumption is bottled in reuse glass bottles (see
Table P-1 i.A.).

Beer packaging which was nearly 100% reuse until the middle of the 80’s, declined to a rate
of around 80% in the early 90’s where it has actually stabilised (see table 3 and 4 in Annex
II). As there are only two brewing companies in Portugal and very little imports they have
managed to keep their reuse oriented policy even when up against the interests of the big
retailer organisations.

For home consumption, one type of a brown glass 1-litre bottle with MCA finish is used by
both breweries. Two types of 0,33 litre and one 0,2 litre brown galls bottles with CC finish
are used for sale in HoReCa as well as in the retail channel. These bottles are also part of
the common brewery’s pool.

Beside these typical beer bottles, each brewery runs a small range of individual reuse
bottles for special brands, such as foreign brands  which are brewed by license in Portugal.

As a reaction to the packaging law which forces retailers to offer beverages in reuse
packaging, LIDL imports German beer in German standard reuse bottles (in individual
reuse crates) then which are driven back to Germany. This behaviour misuses the idea of
environmental protection by causing reuse packaging to have an adverse effect.
Transporting beer in reuse glass bottles over a distance of more than 3.000 km and then
carting the empty bottles back from Portugal to Dortmund is a case of environmental
destruction at it’s best.

����'HVFULSWLRQ�RI�UHXVH�V\VWHPV�IRU�ZLQH
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Just behind milk and beer, wine is still the third in regard to consumption of bottled
beverages in Portugal. With 58 litres of wine per capita, Portugal takes the spot in the EU
top three with Italy and France.
Most of the wine consumed in Portugal is table wine. there isn’t much quality wine (AOC)
consumed. With a production quantity of 952 Mio litres, about 39% of the production is
exported.

For domestic consumption of table wine, the actual quota of reuse bottles is somewhere
around 70%. Realistic data has not been available because data support and evaluation at
the Ministry for Environment were not finalised as of December 1998.

The typical reuse packaging for wine is 2 and 5 litre glass bottles, (in plastic baskets) as
well as 1 litre clear glass bottles wearing the five stars symbol. In some areas, too, the
distribution to bars and restaurants is done in 30 litre wooden barrels.
The 2 and 5 litre glass bottles are unique and are based on glass producers private
standards. Because they are filled by hand, small differences in measures occur, but they
are not so important.
The distribution to HoReCa is done by means of a continuous relationship between the
producers/wholesalers and HoReCa. Consequently, a weekly exchange of packaging is not
a problem.
They also deliver to the small retailer shops (corner shops) where the five litre bottles are
sold to private customers.

The 1 litre glass bottle is based on the Spanish Standard UNE 126206. It is the only reuse
wine packaging which is offered through the big retailer chains. A standardised plastic
crate, which is individualised by colours and print, is used for transporting the bottles.

Reuse systems for "quality wine" bottles do not exist. As in most countries of the EU the
glass producers started to build up bottle banks in Portugal in 1983 and reached coverage in
1989. It could not be determined whether or not a retake system of these types of bottles
via retailers ever existed before that time.

The variations in the wine bottles on the shelves of Portuguese retailer shops is not very
high even with a large number of domestic quality wines (imports are very little). A non
representative check showed that division of wine bottle shapes approximately as follows:

30%  Bordeaux Allegé and Tradition
30%  Bourgogne
20%  Flute
20%  Rhine wine bottles

The share of individual bottle shapes is extremely small. The grade of standardisation
(same types within one of the above called groups) is very high. This range of bottles is
ideal for reuse.

����'HVFULSWLRQ�RI�UHXVH�V\VWHPV�IRU�PLQHUDO�ZDWHU
The average consumption of bottled waters in 1997 was 41,9 litres per capita. 9,1 litres of
those were carbonised natural mineral water.
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The reuse quotas for mineral water and soft drinks reached 10,5%, and 20,3%, respectively,
in 1997 (see Table P-2 i.A.). This is a typical quota for countries where reuse packaging
has successfully been banned by retailer organisations.

Mainly mineral water with Co2 is offered in reuse bottles. Ten of 26 registered water
bottlers use reuse bottles for distribution.
Therefore, two domestic systems are offered. One is the old fashioned 1-litre clear glass
bottle with CC finish from the source Aqua de Luso, which is owned by one of the brewers
companies. The other reuse systems consist of one 0,25 litre green glass bottle with CC
finish and one 1 litre green glass bottle with MCA finish. Both bottles are used by a group
of mineral water sources as a common standard. The small bottle is distributed preferably
to HoReCa while the big bottle is offered mostly in retailer chains.

As the pressure of the big retailers is very great, some mineral water fillers opt to sell the 1
liter reuse bottles, marked as one-way (green dot), without a deposit.
The same situation is true of the discounters (LIDL) where Spanish reuse bottles (in reuse
crates) are sold as one-way bottles without a deposit and even though there is no chance
that the empties will be brought back.

In some areas, flat water is sold in 5 litre wine bottles in baskets for HoReCa (Empresa das
Aguas do Vimeiro Lda.). This is useful when mineral water sources deliver their product
directly to HoReCa.

����'HVFULSWLRQ�RI�UHXVH�V\VWHPV�IRU�VRIW�GULQNV
Soft drinks (including carbonised and non carbonised) consumption in Portugal is the
smallest in EU with an average per capita consumption of 52,3 litres in 1997. The quantity
has been increasing by 14% annually during the last two years. For carbonised soft drinks
sales, statistics published by ANIRSF show a split of 72% in the retailer channel and 28%
in HoReCa (5). Absolute sales in HoReCa have been stable (around 110 Mio litres), while
home consumption sales by the retailers have jumped from 257 litres in 1992 to 394 Mio
litres in 1997. This market growth took place only in the retailer shops.

The actual reuse quota for all soft drinks (carbonised and non carbonised) was 20,3 % in
1997. 10 years ago the quota was around 88%, but it has been declining very fast since
1991 (see Table P.3 i.A.).

Most soft drinks in reuse packaging are sold in small 0,2 to 0,33 litre bottles with a lot of
individual shapes.
The reuse 0,25 litre bottle from the mineral water branch (see above) is also used for soft
drinks, but only those delivered to HoReCa.

����'HVFULSWLRQ�RI�UHXVH�V\VWHPV�IRU�PLON
Reuse bottles for milk disappeared from the market in the late 80’s. A 0,25 litre clear glass
bottle of a very old-fashioned technical style is still available on the market, but it is only
sold to cafés. The bottle is filled by Lacticinos VIGOR LDA. Odrinhas/Sintsa.
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�� +RZ�UHXVH�GHYHORSHG

In all branches except the beer market, reuse systems have been reduced to a minimum
level of 10 to 20 %; the market share of HoReCa. Still even, there one-way packaging is on
the rise.

Ten years ago, more or less all beverages were sold in reuse bottles. Two reasons for this
were:

1. The cheaper prices for reuse packaging; as Portugal is one of the poorer countries
in the EU, most people did not have money to spend on bottled beverages.

2. The very conservative retail system which had with a very high work force
demand.

Big hypermarkets and discount stores are very new in Portugal and were the most
important push for one-way packaging.
The immense growth figures for soft drinks bottled water and beer, reflect the growing
average income.
Similar to other EU-member states, the change in the consumption pattern lead to a change
from fresh milk to UHT milk, which is packed in one-way beverage cartons.

�� 'LVWULEXWLRQ���UHGLVWULEXWLRQ�RI�UHXVH�SDFNDJLQJ

The Portuguese market for beverages has characteristic aspects which distinguish it from
those in central European markets:

1. There are still many small retailer shops (neighbourhood stores). Discounters came onto
the Portuguese market very late, as late as within the last five years in the form of foreign
companies such as DIA (Spain) and LIDL (Germany).

2. There are a very large number of cafés and small restaurants which sell about 28% of
beverages. This rate is declining, while the total consumption of mineral water and soft
drink is growing rapidly. In real figures, the quantity which was drunk in HoReCa has
remained stable.

HoReCa is still a domain of reuse packaging even if it's share of reuse packaging for soft
drinks declined from 85% in 1991 to only 58% in 1997.
During the same period, the reuse quota for soft drinks in retailer shops or hypermarkets
came down from 42% in 1992 to 6% in 1997 (5).

One very destructive influence was the appearance and rise of discounter shops and
„modern“ hypermarkets which were not known in Portugal just 10 years ago. The radical
push to one-way packaging and stark price competition has had it's effect.
The prices for 0,33 litre soft drink cans of 45 ESC (0,23 ECU) is one of these outcomes.
This is a price which is just above the producing costs at the bottling line. If it is taken into
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consideration that this can may have been filled for LIDL in Germany, there is really no
way to earn money on these prices. Pressure on the domestic markets is, therefore, very
high. Reuse is not supported by these retail systems (see chapter 5.1 of main report).

Distribution and redistribution of reuse packaging is not a problem of the wholesale
business in Portugal. Many fillers run their own redistribution systems (own logistics) so as
a result, there is very little demand for sorting of the packaging streams.

Retake in the different shops is done without machines. On the one hand, there are a large
number of small shops where retake machines are not profitable, whereas and on the other
hand, most of the big hypermarkets and discounters do not support reuse so they ban the
retake of the empties to the back of the store which the customer might consider to be a
rather tedious and boring adventure indeed.

�� /HJDO�EDVLV�FRQFHUQLQJ�UHXVH�SDFNDJLQJ

Legal laws concerning packaging and packaging waste were started in Portugal in the year
1992. The 1985 EU-Directive on reuse packaging never lead to a national law in Portugal.
In 1992 a national program for waste which included packaging waste was started.

After the 1995 elections the new socialist government enacted the first national waste
program which should lead to a complete close down of all uncontrolled „wild“ dump sides
by 2000. Following the outline of that plan, the government set into force the first law
dealing with waste (1) which was very quickly followed by a specific packaging law (2).
The main goal of this law, which is more or less a one to one transition of the EU-Directive
62/94 EC, is to increase the recycling and recovery of packaging waste.

In January 1998, a state ordinance focusing on reuse beverage packaging was to follow (3).
It's intention is to support reuse packaging on the market in two ways:

1. A ban on one-way packaging for soft drinks, beer, table wine and mineral water when
used in HoReCa

2. Targets for reuse quotas for soft drinks, beer, table wine and mineral water for the years
1997 to 1999.

7DUJHWV�IRU�UHXVH�TXRWDV�LQ��
���� ���� ����

6RIW�GULQNV 15 20 30
%HHU 70 75 80
%RWWOHG�ZLQH 5 8 10
7DEOH�ZLQH 55 60 65

3. Listing beverages in reuse packaging in retailer shops is made compulsory for those
beverages which are sold in one-way packaging.
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Producers have to deliver data showing the fulfilment of these targets. Their own statistical
data collected by the state or collected from independent third parties is not available.

This very ambitious set of political instruments led to much indignation. The reactions of
the beverage fillers and packaging producers has been tremendous and has lead to a very
tough lobby campaign against the ministry of environment.
The immediate reaction was for the ban on one-way packaging in HoReCa to be lifted.
Eventually, it was substituted by a clause calling for the branches to participate in dual
systems which have been built up formally in Portugal in 1996.
The interpretation of the reuse targets has been undermined/perverted in their fundamental
settings:

- The basis for calculation of reuse quota was restricted to only those companies
which fill reuse packaging. Other companies who only fill one-way packaging
(most of the mineral water and soft drink fillers) are no longer obligated to fill
reuse packaging.

- The reuse quotas are only calculated for beverages sold via retailers and home
services. HoReCa, the most important market for beer and soft drinks in Portugal
is, therefore, taken out of the quota as well.

The reuse quota basis is now about 10-20% of the market for the beverages mentioned
above. Targets for milk and quality wine have not been set. It was stated that there aren’t
any reuse systems for milk (which is wrong). Likewise in the case of quality wines, it had
been said that reuse bottles are technically suitable for reuse, which in fact is absolute
nonsense.

Because of a lack of aggregated data, as well as missing data by some industries, it can not
be determined if the targets have been fulfilled by industry and trade.

The compulsory listing/offer of beverages packed in reuse packaging in retailer shops is
misrepresented too:

- most of the shops offer only one type and volume of a group of beverages (
i.e.mineral water)

- prices for beverages in reuse packaging ( i.e. mineral water, soft drinks) is up to
four times higher than the competitive product in one-way packaging of the same
filling volume.

- reuse packaging is placed somewhere on the back shelves collecting dust and dirt.

A shop check by the „Inspeccao General do Ambiente“, the public prosecutor for
environment in Portugal, in the most important retail chains came to the conclusion, that
many retailers do not fulfil that law or may even be trying to undermine the idea of the
legal instructions to offer beverages in reuse packaging. The results of that study had not
been published as of the beginning of December 1998.

A working group of CAGER, the monitoring group to the packaging was given the job of
monitoring and discussing the outcomes of the law. Two years later, in November 1998,
CAGER then started to discuss the recycling issues and the interpretation of the law.



84

�� 0DUNLQJ�V\VWHPV�IRU�UHXVH

There are no labels or markings related to the reuse of primary packaging on the
Portuguese market. Only very few reuse bottles are inscripted with the word
„reutilizáveis“.

There has been no action on the part of the government to establish a common reuse
marking. „Portugal waits for the EU-directive on marking“ (Mr. Prof. Lobado de Faria,
INR).

�� 6WDQGDUGV�RQ�UHXVH�SDFNDJLQJ

The only public Portuguese PN-standards which are upheld by IPQ Instituto Portugueseper
Qualidade for reuse primary packaging are some basic quality related standards and a list of
standards for bottle finishes.

For the production of wine glass bottles, only foreign standards such as the Spanish
AENOR and French AFNOR standards are used. To protect the market from imports, wine
bottles in Portugal are produced with finishes different from those in other EU-countries
(see specific discussion in chapter 5.2).
The standardisation of glass bottles for beer and carbonised soft drinks and mineral water is
very high too. As there are only two big brewery groups on the market, standardisation is
easy. Basically, all beer is in reuse bottles; three different 0,22 l brown glass bottles and
one 1-l glass bottle.



85

/LVW�RI�FRQWDFWV

AICP Portuguese Brewers Ass.,

ANIRSF, Mr. Furtardo Mendonca

APDCOB, Associacao Potuguesa dos Distribidores de Cervejas e outras Bebidas, Mr. Dr.
Alfonso de Barros-Queiroz

CNE Centro Nacional de Embalagem, Ms. Paula Lopes

DGA Direccao General Ambiente, S.E. Ambiente / Reursos Naturales Ms. Paula Gama

Instituto dos Residuos (INR), Ms. Isabell Andrata, Mr. Prof. Lobado de Faria Presidente

IPQ, Instituto Portugues da Qualidade (IPQ), Mr Waldemar Lopes, 1199 Lisboa

Lacticinos VIGOR LDA, Odrinhas - Sintra

Quercus, Mr. Rui Berkemeier

6RXUFHV

1. Decreto Lei N° 239/97 of September 9th 1997, Diario da Republica - I série A,
Número 208/97, Lisboa, 1998.

2. Decreto Lei N° 366/97 of December 20th 1997, Diario da Republica - I- série A,
Número 293/97, Lisboa, 1998.

3. Portaria N° 29-B/98 of January 15th 1998, Diario da Republica - supplemento I-B
serie, Número 12/98, Lisboa, 1998.

4. Quercus: Reutilizacao: onde estao as embalagens rétornavais nos setabelecimentos
comer ciais?

5. ANIRSF: Águas Refrigerantes e Sumos, ANO IV N° 18 and N° 16, Lisboa, 1998
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5HSRUW�6SDLQ

�� 6WDWXV�TXR�RQ�UHXVH�SDFNDJLQJ

After having considered the different types of reusable primary
packaging that exist in Spain, the main type of reusable packaging is
the glass bottle. The only products sold in this reusable packaging
are liquids; mainly water, beer and soft drinks. Tertiary or transport
packaging may be used to facilitate the manipulation of any product
or material, not necessarily in the food sector.

�� 5HXVH�SDFNDJLQJ�IRU�EHYHUDJHV

The following reuse packaging systems are still being used in Spain:

Beer sector:
Glass bottles of 20, 33 and 100 cl.
Non-alcoholic  beer in glass bottles of 20 and 33 cl.

Soft drinks sector.
Glass bottles of 180 and 200 cl

Mineral Water sector
Glass bottles of 0, 25 / 0,33 / 0,50 /  0,75  and 1,0 litres

According to some sources, some wine bottles, cider bottles and
Cava bottles (Spanish champagne) are washed and reused by the
makers. In the case of the wine this only happens with small local
wine producers. In the case of cider and Cava, the companies have
not admitted that such practices are done because they believe that
their image would be tarnished if they said they use the same bottles.

��� 5HXVH�SDFNDJLQJ�IRU�PLQHUDO�ZDWHU

 The table bellow indicates the volume in litres of returnable bottled
water.
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Data on the consumption and the packaging mix for bottled water is
shown in Annex I. The reuse glass bottle held a market share of
more than 50% but has had to face a constant decline since that time.
The actual quota has reached nearly 10%, while plastic bottles have
become the most dominant packaging for water. Reuse is mainly
used for HoReCa in  the small volume bottles.

��� 5HXVH�SDFNDJLQJ�IRU�EHHU
Annex II shows the situation of the consumption and packaging mix
for beer. Total consumption of beer in Spain sank within the last
nine years about 20%. Most of that decline took place in HoReCa.

Home consumption was much more stable during that time. In that
market, an enormous jump occurred from returnable bottles to one-
way glass bottles, and in a smaller quantity, to cans.
The market share of reuse bottles is actually around 47% of home
consumption, but it is still going down constantly. The massive
growth in the number of discounter shops and the resulting
increasing pressure on reuse packaging gives one little hope that
these trends cab be stopped.

��� 5HXVH�SDFNDJLQJ�IRU�VRIW�GULQNV
The decline of the reuse system for soft drinks has been taking place
even faster (see Annex III). Whereas in the middle of the 80’s the
reuse quota was 80% the current situation is a reuse system which is
mainly restricted to HoReCa and keeps a market share of about 12%.
This enormous braking down of the reuse system even took place
during the four years the EU-Packaging Directive was being
discussed.

��� 2WKHU�EHYHUDJHV
Actual data on the use of reuse packaging in other sectors like wine
juices, vermouth and milk are not available. Older figures (see
Annex III) show that only glass reuse bottles for wine had a
considerable market share.

�� /HJDO�EDVLV�FRQFHUQLQJ�UHXVH�SDFNDJLQJ

All of the regulations related to packaging are established in the
packaging Law 11/1997, whose regulations were later developed in

the Decree R. D. 782/1998 of 30
th

 April 1998. In this Law, Artº. 4
describes the measures to promote reuse and recycling and contains
the following:
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1º The public administrations may establish subsidies, within
their budgetary possibilities, to promote research activities
and to develop investment destined for the transformation or
improvement of bottling plants that will be necessary for the
use of  reusable containers, for the use of raw materials
derived from recycling in the manufacturing of new
containers, or for putting into place activities that favour
reuse and recycling.

2º Those promotion activities which were previously stated can
be applied to actions by local authorities or by autonomous
regions.

3º Independent from the previous measures, economic
instruments may be applied, including taxes, that would
encourage investments with the same objectives and aims as
those expressed in point 1º.

At the same time when this Decree was published, an order was
published on April 27, 1998 which established the individual
quantities to be applied regard to a deposit and the indicative symbol
to be used for packaging placed on the market through the system of
deposit and return as regulated by Law 11/1997.

The actual packaging law in Spain is somewhat uncertain and leaves
all of the decisions about the  use of reuse packaging up to the power
of competition. In that instance, reuse does not stand any chance
against the interest of retailers who want to sell everything in one-
way packaging.

�� 'LVWULEXWLRQ���5HGLVWULEXWLRQ�RI�UHXVH�SDFNDJLQJ

The distribution of products packed in reuse packaging takes place
around the country by way of strategically placed distributors. From
each of these central points, distribution takes place within a radius,
which oscillates, from a few kilometres to a whole autonomous
region of Spain.

With regard to the map of the distribution centres of companies like
Coca –Cola or PepsiCo, information was requested from the
companies several times, but has not yet been made available. This
information will be forwarded as soon as it arrives.

The major form for the distribution of reusable containers to the
consumer takes place through restaurants, pub cafeterias and some
small retail shops although the latter only makes up a minority. In
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larger supermarkets and hypermarkets, reusable containers are not
commercialised anymore. It is mainly in the catering sector where
these products are commercialised.

The Association of Restaurant Businesses and the Association of
Food Retailers do not have any statistics regarding the use of
reusable packaging by their members.

Related to the description of the logistics of distribution to the food
retailers and restaurants, it is necessary to take into consideration
that these primary products in reusable containers are liquids which
are distributed by companies each of them has it’s own logistic.
Secondly, the retailers are not associated or organised amongst
themselves for distribution purposes.

Small retailers, restaurants, pubs etc. make their individual contracts
with the large distribution companies who are then responsible for
the distribution of their products when it is required by the customer.

The collection and redistribution is made through the same channels
of distribution. Empty reuse packaging is stored by the retailer,
restaurant, pub etc. until the delivery truck arrives and an exchange
of empty and full containers has taken place. The empty containers
are returned to the bottling plant to be washed and refilled.

�� 0DUNLQJ�V\VWHPV�IRU�UHXVH

In reference to the question whether or not it is mandatory to print
the word  “reusable” on the packaging or label, it should be
answered that legal regulations that make this obligatory. The new
packaging l, on the other hand, does prohibit the word non-
returnable.

In relation to the general regulations for labelling, presentation and
publicity, this is governed by the Decree R.D. 1122/ from
November 28, 1988.

�� 6WDQGDUGV�RQ�UHXVH�SDFNDJLQJ

There is no evidence that reuse packaging pools exist. On the
contrary, in the case of recycling and integrated waste management,
a society ECOEMBALAJES, S.A. has been formed where both
manufacturing enterprises and distribution companies are
represented. They have reached agreements on the costs of managing
packaging waste and on an amount for the “Green Point” system that
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will shortly come into force in Spain, once Ecoembalajes reaches an
agreement with the different autonomous regional governments.

�� 1XPEHU�RI�WULSV�IRU�UHXVH�SDFNDJLQJ

On the average, the number of trips per year, or the average age of a
reusable container depends on the whole cycle from when the
container is filled to its collection and redistribution. The estimations
made by the associations of water, beer and soft drinks are the
following.

- Bottled Water Sector.

Average number of rotations per bottle: 20 returns.
· Source. ANEABE (1997).

- Soft Drinks Sector.

Data on the average number of trips  per bottle has not been
delivered by the Spanish soft drinks industry.

�� &RQVWUDLQWV�DQG�VXSSRUW�IRU�UHXVH�SDFNDJLQJ

Among all the possible reasons that would explain the reduction in
the use of returnable packaging, such as the concentration of filling
plants, longer transports, high costs for filling facilities, etc.; some
manufacturers have substituted reusable packaging simply to
increase the convenience for the consumer because the new one-way
packaging is lighter and the consumer has changed his/her habits of
consumption.

Equally it can be said that some manufacturers hold the large
supermarkets responsible for the reduction because they do not want
to organise the collection of returnable bottles. For this reason, they
justify their argument that these products can only be sold in small
food retail shops, restaurants, pubs etc.
ANFABRA in contrary to that stated, that the majority of soft drink
packaging was returnable but this quantity has continuously
decreased every year due to the conditions imposed by large stores
and distribution channels.

In a survey made by Friends of the Earth 3 years ago with shoppers
in the large supermarkets, more than 70% of customers said that they
would be willing to use returnable bottles if the supermarkets make
them available.
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�� &RQFOXVLRQV

In conclusion, it must be said that on the part of all the sectors
connected to the management of packaging and packaging waste,
from the manufacturers of the packaging to the large retailers, they
are campaigning with the objective of decreasing the market share of
returnable packaging. All of this is supported by a much too
permissive legislation that in effect, does not stimulate reuse. As for
the glass enterprises, their goal is to put a greater quantity of
packaging onto the market every year, which further causing the
number of reusable bottles to diminish. The large retailers, who are
anxious to maximise their benefits, put pressure on the companies to
change the kinds of packaging so that they can save on retake and
storage in their supermarkets. Of course, at the forefront is the
consumer, who has become more aware of the surrounding
environment. If he/she was really informed with the adequate
detailed information, he/she would use returnable packaging. The
possibility of this occurring in Spain is practically zero at this time.
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5HSRUW�6ZHGHQ

�� 5HXVH�3DFNDJLQJ�LQ�6ZHGHQ

The main products offered in reuse packaging are beverages. Beer, soft drinks, cider,
mineral water etc.
Other products that are offered to the consumers in reuse packaging are jam, canned
vegetables, and cooking fat. Typical for those products is that they are produced by small
manufacturers, distributed by small wholesalers and sold in health shops, ”green shops” or
in home service-systems.
Health shops and ”green shops” provide refill packaging for different kinds of detergents.
The customer brings his own packaging or buys a bottle in the shop. Some home selling
companies sell their ”big packs” of detergents in returnable buckets and bottles.

Some small wholesalers of health foods, and canned and fresh vegetables return cardboard
boxes from the retailers. Generally, there are no specially designed boxes in these rather
informal systems. The Swedish environmental protection agency relates one example of a
small manufacturer of plastic bottles who distributes his products in special returnable
folding boxes to the retailers.  58 tons of corrugated cardboard are reused in a year's time
and every box makes 3,5 trips. There might be more examples like this, but they are not
many in number, so there are no official statistics on reused cardboard packaging.

Wooden crates/baskets are used  by wholesalers for vegetables  to deliver food to retailers.
There are no official statistics on the reusing of wooden packaging.

��� %HYHUDJHV�FRQVXPSWLRQ�SDWWHUQ

Sweden is one of the top five country in milk drinking in the EU (see table 1.2 of general
report). Each Swedish citizen drink more than 150 litres of milk per year. Soft drinks are
the second most frequently drunk beverage, along with a very small quantity of bottled
water (only around 11 litres per capita and year).
The beer consumption of 54 litres per year is in the middle of the European consumption
range, while wine is only around 13 litres, one of the smallest quantities in the EU.

�� +RZ�UHXVH�GHYHORSHG

The actual reuse quotas for beverages are shown in Table S-1. Draught as a packaging for
HoReCa is very small compared to the other member states. Even draught beer accounts
for only 12,3%.
Reuse packaging still plays a certain role. Strong cider is sold by almost exclusively (96%)
by Systembolaget along with bottled water (85%) which has a very small market capacity
anyhow.
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Reuse systems for beer have reached a marginal market position (27%). Soft drinks
(mainly carbonised) still hold a market share of 60%. The latter is predominantly filled in
REF-PET-Bottles of 1,5 litres, which may be responsible for the high market share as it is
based on the filled quantity and not by the number of the packagings. This means that
because their beverage packaging often have a small volume, one-way dominates the soft
drink market today.
The very high share of REF-PET bottles for soft drinks and water is different from the
situation in the other non Scandinavian member states.

7DEOH�6���

Market shares in percent of bottled (mainly carbonised) beverages (beer,
soft drinks, water) sold and produced by members of the Swedish
Brewers Association. (99 % of the market). 1997

Packaging Beer Strong cider Soft drinks Bottled water Total
Draught  12,3          2,1       10,5          -     10,1
Reuse glass   26,9        95,9       27,1       60,1     30,9
Reuse PET bottles     0,2           -       32,8       25,2     18,6
One way-glass     0,5          1,6         3,5         0,4       1,9
Cans   60,1          0,4         9,0         6,4     29,4
PET
bottles

       -           -       12,1         7,9       6,7

Bev. carton        -           -         5,0         0,1       2,4

The decline of the reuse system for beer started in the middle of the 70’s when cans came
into the market. In 1979 the reuse glass bottles accounted for a market share of 46 % (see
Table S-2 i.A.) which declined since then to 31%.

Long term figures for soft drinks are not available but glass reuse systems declined until
1991 to a market share of around 40% (see Table S-3 i.A.). After the introduction of the
REF-PET bottles in the beginning of the 90’s the share went up again to around 60%. As
REF-PET in Sweden is restricted to the high volume bottles and 0,5 litre PET-bottles are
one-way, the market share for reuse will certainly not cross the 60% level anytime in the
near future.

For bottled water, there has been a decline of the glass reuse system even though it has not
been as radical as for beer and soft drinks. The prospering REF-PET bottle in the water
sector may end up stabilising the market share.
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�� 'HVFULSWLRQ�RI�UHXVH�V\VWHPV

��� 5HXVH�V\VWHPV�IRU�EHHU��VRIW�GULQNV�DQG�ZDWHU

Approximately 99 % of products from Swedish breweries are produced by members of the
Swedish Brewers Association. The association was formed  in 1885 in order to create a
common packaging system for beer. The association still exists and most of their members
are connected to the system. The system includes both glass bottles, plastic bottles,
aluminium cans and plastic crates.

3.1.1 The glass reuse system
There are two types of returnable glass bottles, the 33 cl glass bottle that weighs 305 grams
and a 50 cl bottle that weighs 356 grams. The smaller bottle is a standard, agreed to in
1886, today’s SIS standard SS 845 220 (see Chapter 5.1 of the general report). The bottle
has changed a little since then, but the basic shape is the same.

)DFWV�DERXW�WKH����FO�V\VWHP�IURP�WKH�%UHZHUV�$VVRFLDWLRQ

One billion refillable bottles are sold in Sweden every year.
Some 285 million bottles circulate in the system.
The bottles are transported in 13.7 million red crates.
The deposit on bottles is 60 Sw öre.
The level of returning is 98 %.
The system started in 1885.
The system is steadily losing market shares.

)DFWV�DERXW�WKH����FO�V\VWHP

90 million refillable bottles are sold in Sweden every year.
Some 30 million bottles circulate in the system.
The bottles are transported in 1.8 million blue crates.
The deposit on bottles is 1 Sw. crown.
The level of returning is 90 %.
The system started in 1994.

Some breweries had their own 50 cl return bottles which were withdrawn when the
standardised 50 cl bottle was introduced in 1994.

Two companies, Svensk Returglas 33 cl AB and Svensk Returglas 50 cl AB, are
responsible for the system of reusable glass bottles.

Some members of the Brewers Association have their own reuse packaging system. The
most important glass bottle is Coca Cola. The bottle with the typical profile is distributed
mainly to restaurants. The returnable bottle is sold in very few shops. (No statistics from
Coca  Cola).
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In 1999, a new returnable bottle for Fanta and Sprite is introduced in Sweden. The
company has recently changed all glass bottles from 25 cl bottles to 33 cl bottles. The
glass bottle needs a special crate. The Swedish Food Workers Union has issued a warning
about the new crate. A full crate of 24 bottles weighs 20,1 kg which is really too heavy to
carry. The union wants to stop the crate from being established - so far the warehouse
workers and the drivers have got new lifting restrictions.

Some smaller breweries have their own  returnable glass bottles. I.e. Kooparberg delivers a
special ”long neck bottle” to restaurants. The bottle is also sold at Systembolaget and is
returnable there. But as Systembolaget only takes it back if it is delivered in crates - and
customers very rarely buy these beverages in crates  -  there is practically no common
reusing of these bottles.

One way glass bottles have very small market shares. Out of the beverages produced in
Sweden by members of the Brewers Association only 1,9 % were filled in one-way glass
bottles. The total consumption is higher, though, as there are imports of beer in glass
bottles and  small breweries often have their own one-way glass bottles.  There is no
widespread common one-way system for glass bottles. The most typical one-way glass
bottle is a ”profile bottle”, like the  Swedish soft drink ”Festis” or the Czechian beer
”Urquel”.

3.1.2 REF-PET- Bottle System
There are common systems both for recycling and reusing of PET bottles.
Svenska Retur PET AB is the company which is responsible for the system of refillable
plastic bottles.

)DFWV�DERXW�WKH�����FO�5()�3(7�V\VWHP�

- 134 million refillable bottles are sold in Sweden every year.
- There are four rather similar looking bottles approved on the market, different

goods can be filled into them.
- The bottles are transported in 3.6 million yellow crates, 570 000 red ¼ pallet re-

trays and 320.000 silver-grey ½ pallet re-trays.
- The deposit for the bottle is 4 Sw. crowns.
- Level of reusing is 98 %.
- The PET return system started in 1991 and since then the volume is steadily

increasing.

3.1.3 Other products in reuse packaging
There are very small quantities of articles (food) other than beverages being offered in
reuse packaging also they have not been seen in any official statistic.

One manufacturer of cooking oil, soya sauce and other liquids is using the common 33 cl
returnable glass bottle for his products.
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Some small manufacturers of jam  and canned vegetables use returnable glass jars in two
sizes. The customers pay a deposit and return the jars to the shop. The wholesaler collect
the jars - and cardboard boxes - from retailers and directly from customers (backdoor
delivery). This is a small business - a local wholesaler says he is handling about 25-50 jars
a week and that he finds his customers more and more interested in the system.

��� 3UHYLRXV�UHXVH�SDFNDJLQJ�V\VWHPV

3.2.1 Reuse of wine and spirit bottles
In 1996, wine and spirits were sold in 32.699 tons of reused glass bottles. Before the reuse
system of Systembolaget was given up, there existed four types of reuse bottles for wine
and spirits:

- 375 ml and 750 ml white and green glass for wine and
- 350 ml and 700 ml for spirits.

They were easily recognizable by the bunt mark ”return bottle” on the bottom.
In Sweden wines and spirits, strong beers and strong cider are only sold in speciality
shops, the Systembolaget (400 shops). There is an old tradition in Sweden of returning
bottles to Systembolaget. Many school children have made good pocket change from
collecting bottles.

In 1998, the biggest supplier of wines and spirits Vin & Sprit AB gave up their reuse
packaging system.  When the system was given up the returnable bottles lost market shares
rapidly. In 1992 their market share was 80 %, in 1996 it was only 35 %.

One reason for this was the change in the tax system in 1992. The tax on alcohol was
changed so it was no longer based on the price of the bottle of wine, but on the volume of
alcohol.  This lowered the price differences between imported and national wines.

This is one aspect, but the main reason from V&S's point of view was that the monopoly
for importing alcohol ended in 1995. Up until then, V&S had a monopoly on importing
alcohol. In 1997, there were suddenly 250 different importers of wine and spirits. None of
them, except for V&S, were offering return bottles. V&S asked the other importers to go
into the system but this was met with very little interest. Of course, this is the official
statement, it is not known how serious those offers were.

Consumers choice is another reason. Consumers make their choices from a showcase in
shops or in self-service shops (not many too many in number). The consumers prefere
bottles with profiles rather than standard bottles which can get scratched after reusing.

In the law from 1994 which outlined the producer's responsibility, the goal for the reusing
of glass bottles for wine and spirits filled in Sweden was to reach 90 % by 1/1 1997. By
January 1997, the reusing level was just 80 %. However, the official level for 1997 was 88
%. By this time, only a very small portion of the bottles were reusable, but still the system
did not reach the goal until it was closed down. The recovery level will probably remain



102

high as the bottles are taken care of in the recycling system. Bottle banks are nowadays
often strategically placed outside Systembolaget. Even if deposit is paid for all old return
bottles until the end of 1999 all of the bottles are handled as one-way bottles.

Of course, you can ask why the system stopped when there was a law about the producer’s
responsibility including goals specially for reusing of bottles for wine and spirits. But there
is nothing in the law that bind the producers to keep their systems. And there are no
sanctions like pecuniary penalties for the producers who do not fulfil the goals.

The reason why the return bottles lost shares and why Vin & Sprit gave up the system  are
many - and have been discussed. The loss of the monopoly on selling alcohol to
Systembolaget is one reason, consumers changed buying and drinking habits another -
”consumers want nice bottles”. The critic says that Vin & Sprit did not work very hard to
keep the system - their main interest was to keep the market share. Among the critical
voices are environmental organisations, leading politicians, the Environmental Protection
Agency and  Systembolaget who officially will state that they would prefer a common
reuse packaging system for the EU.

3.2.2 Reuse system for milk
The reuse packaging system for milk was given up in the 60's. But since then there have
been some small scale experiments. One of these was the ”steel cow” in some
supermarkets,  a milk tank shaped like a cow from which the customers could fill their
milk into bottles. The cow was given up because of ”too much work” and ”customers were
not really interested”.

For a while, a private dairy, producing eco-milk, delivered 20 litre tanks to retailers
(especially ”green shops”). Customers could either bring their own bottles or buy a special
bottle in the shop.

�� 'LVWULEXWLRQ���UHGLVWULEXWLRQ�RI�UHXVH�SDFNDJLQJ

Reuse packaging is on the market all over the country - but of course there could be
differences in the small scale projects and experiments. I.e. most of the back door
delivering is a rather small business or very informal and remains distant from official
statistics.
Returnable plastic crates are used all over the food stuff producing, wholesaling and
retailing area. There are no geographical differences in the system. The crates are
distributed to retail shops, to restaurants and other kinds of catering service business.

��� 'LVWULEXWLRQ�RI�EHYHUDJHV

There are about 50 depot places for beverages all around Sweden. Their numbers are
decreasing, i. e. the largest Swedish brewery Pripps has gone from 18 to 5 depots; Malmö,
Växjö, Örebro, Sundsvall and Luleå. The two breweries are situated in Göteborg and
Stockholm. Pripps has introduced a new system where an order is put together in special
”cupboards”  at the brewery and transported with long haul trucks to 14 different
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”breaking points” about 300 km from the breweries. Here the ”cupboards” are put on other
trucks for delivery to the customer.
Coca Cola cooperate with Falcon on distribution (a 100 year old Swedish brewery, which
nowadays is more Danish than Swedish since Carlsberg possesses 60 % of the shares). The
company DDAB has 17 depots around the country.

Even rather small breweries such as Zeunerts with 7 % market shares have their own
distribution system. This includes distant and regional transportation and depots in six
different places in south and central Sweden.

Many small breweries run their own distribution to in a small areas.

Breweries without or with a limited self run distribution distribute their merchandise via
food wholesalers.

What they all have in common - big or small - is that the same people, and the same trucks
are handling both the filled bottles and crates and the returned bottles from the retailers
and other customers.  It does not matter if the bottles are delivered from the brewery or
from a depot - the empty bottles are taken back from the retailer by the same truck. Both
crates and bottles are taken back to the brewery where they are sorted and washed before
reusing

But even when are different companies are running the distribution, the members of the
Brewers Association co-operate to minimise the transport costs. One example:

Pripps trucks pick up all ”their own” return bottles form the retailers and take them back to
a depot nearby. From there the Falcon trucks collect the bottles and take them to the
Falcon brewery in Falkenberg (the biggest brewery in the south of Sweden). In the
brewery, the bottles are sorted. The green bottles are kept in the brewery, but the white
bottles are sent to Ramlösa mineral water brewery which is fairly nearby. The same system
is used all over the country.

This optimum redistribution system is possible because of the very high level of
standardisation in crates and bottles. Only three crates and two palette-trays (plus Coca
Cola systems) cover most of the reuse systems.

�� 1XPEHU�RI�WULSV�IRU�UHXVH�SDFNDJLQJ

The average use of a 33 cl return glass bottle is 40 times. (Brewers Association).

There is no comparable data on the 50 cl bottle as it has not been in use long enough.

One 33 cl bottle crate is making 3,5 trips/year on average.
One 50 cl bottle crate is making 2,9 trips/year on average.

One returnable PET bottle is making 3,5 trips a year
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One PET bottle crate is making 3,2 trips/year.

�� 0DUNLQJ�V\VWHPV�IRU�UHXVH

The EAN-code labels of the REF-PET-bottles shows that the bottle is connected to the
Swedish system. The producer has paid his fees to the system and the customer will get his
deposit for the packaging.

The customer cannot recognise if the EAN-code is right or not but the retailer and the
retake machine can.

Breweries and importers of beverages in PET-bottles need certain permission from the
government. To get this permission, the bottle must be connected to a system for reusing
or recycling. That means the producer/importer must make an agreement with the official
recovery company, Returpack PET AB. The company has constructed a manual and a
specification for both the label and the bottle.

On the standardised 33 cl glass bottle, there are no reuse-markings on the labels, but the
letters "33 cl" are minted in the glass near the bottom of the bottle. The bottle has been
well known by consumers for more than 100 years.

There seems to be more problems with the 50 cl bottle even if there are letters in the
bottom and often markings on the label. Consumers have not really got used to the bottle
yet and there are a couple of one way bottles which are quite similar to the return bottle.
Some consumers say: you have to look twice at the bottle to understand how to handle it.

�� /HJDO�EDVLV�FRQFHUQLQJ�UHXVH�SDFNDJLQJ

In the regulation about the producer’s responsibility for packaging, (1994:1235) there are
goals for recycling and reusing. The goals for reusing include return bottles for beer and
soft drinks, return bottles for wine and spirits, and return PET bottles.

���*RDO ��5HVXOW�'HF�����
5HWXUQ�ERWWOHV�EHHU�	�VRGD     97 %       97 %
5HWXUQ�ERWWOHV�ZLQH�	�VSLULWV     90 %       88 %
5HWXUQ�3(7     90 %       98 %

In 1997, the regulations were changed and the goals were set up so that they should be
reached by end of June 2001. The recovery levels are not much higher, which is supposed
to be an adjustment to the EU regulations. The great difference is that the new regulations
only include recycling and energy recovery of material (this includes incineration). But the
regulations and goals do not include reusing.
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Both the regulation from 1994 and the one which was changed emphasise the importance
of reusing, but there is no formal official support for reuse packaging. There are no reward
systems like tax reductions, etc. The Swedish Environmental Protection Agency has
underlined this in a report from November 1998. If the government really wants to keep
the reuse packaging systems, there must be possibilities for both producers and consumers
to gain advantages out of the system.

/LVW�RI�FRQWDFWV

(1) Svenska Bryggareförenigingen, Stockholm, 1998.
Svensk Returglas 33 cl AB
Svensk returglass 50 cl AB
Svenska Retur PET AB

(2) Vin och Spiritcentralen V&S

(3) Swedish Cental Agency of Statistics, Stockholm, 1998.

(4) Swedish Environmental protection Agency, Erik Westin, Stockholm.

(5) Swedish Food Workers Union, Gerald Lindberg.

6RXUFHV

Annual Report 1997, Swedish Brewers Ass., Stockholm, 1998

Swedish Brewers Association, web report „Packaging“

Swedish Environmental Protection Agency, Report 4748, Stockholm, 1996

Swedish Environmental Protection Agency, Report 4892, Stockholm, 1997

Mal och Medel, Swedish Food Workers Union, several issues, 1983-1998
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The research in the United Kingdom was carried out by:
Jan McHarry, London
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�� 'HVFULSWLRQ�RI�VWDWXV�TXR�RQ�UHXVH�SDFNDJLQJ

��� %HYHUDJHV�	�GULQNV

Milk – fresh & sterilised in returnable glass bottles
Soft drinks in returnable glass packaging e.g. lemonade, colas, fruit juice and
bottled Water in returnable glass bottles
Water coolers for use in offices etc (returnable plastic)
Beer bottles
Cider bottles

����� 0LON
The UK is one of the last countries in the world to use the returnable bottle on a
widespread basis for milk. Formerly, the sole container was glass packaging. The rapid
appearance of the milk carton, followed by the plastic polybottle, have swiftly displaced
glass packaging sales. Plastic pouches only have a minor market share of under 1%. UK
consumers do not accept pouches for milk. The following table presents information on
milk purchasing patterns.

7DEOH�8.��� 3DFNDJLQJ�PL[�IRU�GULQN�PLON�SULPDU\�SDFNDJLQJ�LQ�8�.�

Year Glass reuse
bottles

Beverage
Cartons

Plastic
bottles/pouches

1975 94 6  -
1980 88 12  -
1985 80 20  -
1988 72 25 3
1991 65 19 16
1994 32 23 45

Sources: Various. Quoted in Goddard 1995 p. 61  (1)

The drink milk business in the UK is highly fragmented with as many as 300 small and
medium sized processors, although only 50 are significant producers. There are 22
businesses processing more than 100 million litres of milk a year. 27 filling plants run
reuse bottle lines.

This regional distribution is „almost entirely the result of the traditional doorstep milk
delivery system which enabled small companies to survive. Doorstep milk delivery
accounted for nearly 75% of all the milk sales 10 years ago, but today it is down to under
35% and is expected to fall to little more than 25% in the next 2-3 years as supermarkets
continue to increase their milk sales. This will inevitably mean there'll be a concentration
of business, as the big dairy companies are overwhelmingly the major supermarket
suppliers.“ (4).
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At present, Northern Foods (Express) has a 23% market share of the total UK liquid milk
business, Unigate 13%, MD Foods just over 12%, Avonmore/Waterford about 11%, Dairy
Crest and Robert Wiseman about 9% and ACC about 6%. Thus, between them, the top 7
have 83% of the total market share and this proportion is growing (up from 60% in 1996).
It is expected that a number of medium-sized dairies will be bought out by the major
players or go out of business in the next few years (4).

The decline of doorstep milk sales has been one reason for the growth in plastic
containers. The dairy company, Unigate forecast that doorstep deliveries will account for
only 25% of the market by 1998. The convenience of the lightweight plastic bottle means
that more than three quarters of all fresh milk is now sold in plastic bottles.

7DEOH�8.��� )RUPV�RI�SDFNDJLQJ�XVHG�LQ�UHWDLO�PLON�VDOHV���SHUFHQWDJH�RI�WRWDO�VROG
LQ�\HDU�

Pack type 1984 1989 1993 1994

Beverage carton 61 60 38 34
Glass Bottle 27 12 4 2
Plastic Bottle 12 28 58 12

Source: Leatherhead Food Research Association 1995 in Goddard 1997, p.113 (3)

Doorstep delivery can no longer compete with the prices of supermarkets or local stores.
In 1996, the average UK supermarket price was £0.26 per pint compared with £0.42 per
pint for doorstep delivery (3). These prices remained true in 1998.

Retail outlets in Britain held nearly 60% of the 6 billion litre fresh milk market in 1997
and thus retailers have been able to strongly influence the processor as far as customer
preference is concerned. Research undertaken for Tesco, a large UK supermarket chain, in
1995 showed that consumers preferred plastic bottles to cartons for fresh milk. This led the
company to switch containers leaving only some niche products e.g. organic milk in
cartons. This move has not been followed by other retailers who still retain cartons for 1
litre sizes or less, and plastic bottles for the large sizes, because this is the most economic
packaging mix. (2). The one pint polybottle has proven to be extremely successful due to
factors such as convenience of packaging size, easy opening, resealability, easy pouring
and the practicality of fitting well in the refrigerator.

7DEOH�8.��� ,QFUHDVH�RI�UHWDLOHU�PLON�VDOHV

Year Doorstep
delivery

Retailers

1987 80 20
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1990 72 28
1993 53 47
1996 30 70

Source: (3)
����� 6RIW�'ULQNV
Overall, total consumption was over 10 billion litres in 1997. Average soft drinks
consumption is around 118 litres (see Table 1.2 of main report).

Soft drink consumption has increased 50% over the last 10 years and is now close to 0.5-
litre/person/day. Fruit juices and nectars is at 20 litres per head. 94% of juices and nectars
are sold for home consumption while only 6 % are sold via HoReCa.

Carbonated beverages with colas and other fizzy drinks dominate the market with over
50% of the market share, but the major growth area has been bottled water which has been
increasing from 2% consumption in 1988 to 9% of the total in 1997. (5). As volumes
increase, larger pack sizes (2-3 litre) become usual. However, considering increased
consumer mobility, there has been a move away from a family size PET container to a
single serve, 50cl re-sealable contoured bottle, which then competes with can then threaten
cans. Glass packaging (non-returnable) has been used for the upsized 33cl contour glass
bottle from Coca Cola and a black sculptured bottle for the pub trade.

In just 10 years, from 1977 to 1987 reusable soft drink containers declined from 60% to
3% of the UK market (see Table 4 in Annex). Today, only the pubs are delivered with
reusable bottles.

The top five companies are Coca-Cola Schweppes (26.5%), Britvic (14.1%), Princes
(9.8%), Cott (9.3%) and Gerber (5%) (6).

����� %RWWOHG�:DWHU
Currently only 36% of households buy bottled water. Bottled water, with approximately
626 million litres in the UK, is the fastest growing sector in the entire soft drinks market.
Zenith International (6) reports consumption at just under 900 million litres in 1998. The
two types of waters, flat and carbonated, have different markets, and it is the non-
carbonated type which is perceived as having the greatest growth potential. Carbonated
waters are seen as beverages and are consumed at the table or during social drinking. Still
waters are purchased for more general uses, often by consumers who are unhappy with the
perceived quality of tap water. (3)

Most packaging is in one way PET, although Perrier and a few UK brands use one way
glass. Reuse glass bottles are restricted to one regional source in North England where
they hold a minor market share (detailed figures are not available).

Much of the growth in this sector has been attributed to the installation of water coolers in
offices and institutions – these now account for 14% of all bottled water volume. They are
packed in reuse containers (polycarbonate) and served mainly in one way plastic cups.
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����� %HHU
Typical for beer consumption in United Kingdom is the big market share of draught beer
consumed in public houses, pubs and restaurants. Packaged beer accounted for 35% of the
beer market in 1996, up from 28% in 1989. This mainly reflects the trend towards the
take-home trade and away from public house drinking, but the changes in packaging are no
longer straightforward (see Table 5 in Annex).

In the UK brewing industry there was a significant shift away from the use of refillable
bottles to non-returnable bottles in the late 1970‘s. Refillable bottles are now
predominantly used in bars and restaurants. Currently cans are the dominating primary
packaging for beer. Over 2,8 Billion beer cans were sold and discarded in 1997 in the
United Kingdom. One way glass increased rapidly from 12% or 214 Million litres to 27,8
% or 600 Million litres in 1997.

Even though there are more than 150 brewing companies operating, 4 companies have
93% of the market share in the UK beer market: Bass (38%), Scottish Newcastle (33%),
Witbread (16%) and Guinness 6%. In addition, about 90 pubs brew their own beer. (7). In
recent years, there has been considerable growth in the number of small regional breweries
supplying mainly traditional draught beer to their own associated outlets and/or to the free
trade.

����� 1RQ�)RRG�SDFNDJLQJ

- Washing and cleaning detergents
- Gas cylinders

Unofficial re-use practices: Reusability – unofficial refilling already exists through bulk
buying units, wholefood and green store outlets run refill schemes for customers e.g. liquid
detergents such as Ecover. However, such schemes are not widespread. In-store refill on a
small scale still exists but the practice is not widespread.

�� 'LVWULEXWLRQ���UHGLVWULEXWLRQ�RI�UHXVH�SDFNDJLQJ

According to a trade survey (8), over two thirds of distribution companies believe that a
take back liability has implications for their businesses; still part of this work to the
advantage of the sector by creating new business opportunities.
As far as can be determined from data which is available, the geographical spread of re-use
packaging is broad, but patchy. There is a considerable state of flux in all aspects of the
drinks industry. Consolidation, mergers, acquisitions and retailer influence on the supply
chain all work against returnable systems.

��� 7\SLFDO�ZD\V�IRU�GLVWULEXWLRQ�RI�UHXVH�SDFNDJLQJ�WR�WKH�FRQVXPHU�
„It is however in the environmental area that most pressure has been exerted on retailers,
especially as they effectively control the crucial decisions about returnable containers.
Overall the collective view of UK retailers on this has remained unchanged for decades.
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They see no compatibility between their traditional role of facilitating the movement of
clean foods in one direction (from manufacturer to customer) and any reverse operation
involving dirty, contaminated materials which have to be handled, stored, segregated,
sorted and returned to many different companies of origin.„ (1) Goddard 1995 p54)

One of the biggest changes in UK retailing has been the concentration of distribution to
fewer and bigger stores. Combined with production concentration changes, this has led to
increased distances between the producer and the retailer and the consumer. In turn, this
has affected refilling systems.

Other changes in retailing include: transnational retailing stores, discount stores,
convenience stores, add-on retailing, cash & carry discount stores, vending systems,
loose/self serve, factory outlets.

����� 'RRUVWHS�GHOLYHU\
Major dairies such as Dairy Crest Ltd, Express Dairies, Unigate and M&D Foods still
distribute fresh milk in the individual 0.568-litre clear glass reuse bottle with a standard
disposable aluminium foil closure. Deliveries are made to households, cafes, restaurants,
companies, institutions, and schools as well as small food retailers using the dairies’ own
reusable milk crates and electric milk floats. Sterilised milk and flavoured milks are also
available.

Refilling tends to be more important for the smaller companies in the fresh milk market
even though some of these are owned by the major dairies dominating the market.

According to the National Dairy Council, doorstep delivery was once the mainstay of the
reuse milk bottle in the UK, but this is now in sharp decline with sales being lost to the
multiple supermarket chains (see chapter 1.1.1). Bottled milk sales through the multiples
declined by over 50% between 1987 – 1992 (see Table UK-3). According to Unigate, in
1995 their doorstep sales were falling at a rate of 12,2% a year. As a result, the company
reduced it's glass bottling capacity which results in plant closures.

Doorstep deliveries have declined as multiple grocers and supermarket chains (who can
buy fresh and sterilised milk in larger quantities and thus benefit from economies of scale)
sell milk at lower prices than the dairies. They do this by using milk as a ‘loss leader’.
Smaller dairies cannot compete economically. The deregulation of the milk market in
1994, following the dissolution of the Milk Marketing Board, also had a destabilising
influence on the dairies - higher prices, redundancies, factory closures and eroded margins
being some of the effects.

Other reasons for the decline in doorstep delivery and successful returnable systems
include: complacency by dairies when they had a bigger share of the market; less than
acceptable standards of service; late deliveries; poor receipts and record-keeping and a
restricted range of products. Overall, the result has been a large drop in the use of a
returnable glass bottle and a huge increase in the use of alternative materials such as one-
trip paperboard cartons and HDPE plastic ‘jugs’ and bottles.
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There are some signs that the decline in doorstep delivery is slowing down. In addition, a
National Opinion Poll conducted in 1994 found that 72% of ‘doorstep’ customers still
prefer glass bottles for their milk deliveries. There are opportunities for the delivery of
other food products. For example, cream used to be widely distributed in refillable glass
pots.

Now that soft drinks have become a recognised product for sale on the remaining milk
rounds, companies such as Barrs Soft Drinks believe one of the most appropriate packs is
the returnable glass bottle. As a leading producer of this type of packaging, Barrs Soft
Drinks aims to help increase the profitability for the dairies & delivery staff as well as help
to retain household deliveries. Some top favourites are Irn Bru, Tizer and Origina joined
by Pepsi, all of which is sold in a returnable 750 ml glass bottle. Barrs also has a range of
dilutable squash drinks and with their strong growth in the packaged water sector have
added Finley's Natural Mineral Water to their range (packaged in 500 ml PET or 1.5 Litre
non-returnable PET.)

Abbey Well brand (Northumberland based) is an example of a brand offering to the dairy
industry a full range of returnable and non-returnable mineral water and soft drinks. The
company does not supply supermarkets therefore in addition to supplying ‘on-
trade’(licensed premises for the sale/consumption of alcohol) it also offers a premium
brand to the dairy industry. The packaging is a distinctively shaped 1-litre clear glass
returnable bottle for both still and sparkling water, bottled exclusively for the dairy trade.

Purity Soft Drinks (based in the West Midlands) has a license to manufacture and
distribute Virgin Cola in returnable bottles thereby giving the dairy trade an opportunity to
develop incremental volume sales by offering customers their high profile brand. The
company is over 100 years old.

The distribution of reuse packaging also occurs through the growing trend of doorstep
delivery of organic vegetable boxes which can also contain products from whole food
stores e.g. fruit juice, drinks, Ecover detergents etc. There are no official statistics
available.

����� 6PDOO�VWRUHV
Many small retailers such as corner shops and grocers still sell some fresh and sterilised
milk in refillable bottles, often alongside milk in cartons and plastic supplied by the same
dairy. This variety probably exists because smaller stores are not fixed into achieving the
highest turnover figures per square metre of floor space as are the multiples. They can also
accept deliveries by milk float more easily, who serve a local clientele who can return the
no-deposit empty bottles more easily.

��� &KDQJHV�LQ�UHWDLO�GLVWULEXWLRQ
The volume of food and drink and non-food products distributed through large
supermarkets is increasing. Therefore these companies have a tremendous influence on the
packaging market, including its material usage, it's pricing and it's designs. The growth of
the major multiples show the top 12 companies increasing their combined share of the
grocery market from 55.3% in 1987 to 64.9% in 1994. (The concentration of power is
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even greater than these figures indicate, as the top five multiples accounted for 43.5% of
the grocery market in 1994).

����� 6XSHUPDUNHW�LQIOXHQFH�WKURXJK�EUDQG�RZQHUVKLS
The key factor that has driven the UK food retail industry over the last 20 or more years –
and that differentiates it from the progress in other countries – has been the strong
development in their own labels. The extent to which having their own label has
progressed varies from one company to another, ranging from a 100% share for M&S, to
about 60% for Sainsbury and Tesco, to about 40% for Asda. Within the "own label"
market this means that the retailer, rather than the packer/filler, is the brand owner and is
automatically the specifier of the supplier, the product, it's packaging and design, and
sometimes even its production process.

With brand ownership comes more influence on packaging development, quality, price
and sourcing of packaging. The change in brand ownership away from the exclusive
privilege of the manufacturer (packer/filler) to a state which includes the retailer is not
restricted to food; and a similar situation is developing in some other industries (DIY is
one example). Retailer brand ownership is part of this power shift.

Own label products now account for 36% of total sales in multiple supermarket chains.
Own label brands from the top 12 companies alone now account for over 23% of the total
grocery market.

����� 'LVWULEXWLRQ���5HGLVWULEXWLRQ
Retail ownership or control of the distribution chain is the other prime factor affecting the
retailer's influence on primary packaging. The retailer’s requirements include: lowest
packaging cost; lowest goods production cost; minimising impact on distribution chain
costs; cost effective display space utilisation and the minimisation of retail labour costs in
handling and display.

The collection of returnable packaging is on a relatively smallscale due to the fragmented
and declining state of the returnable bottle. Systems tend to be based on local company
collection, either at the point of sale or from wholesalers. There is no organised pattern or
formal pool structure.

Whilst the number of trips made by a returnable container (number of circulations) is a
crucial factor in determining the resource requirements for this type of container, it is
extremely difficult to determine number of circulations with any precision given wide
variations in practices. The average figures used in 1989 were milk bottles – 20 trips; beer
& cider-15 trips ; soft drinks 200 ml; carbonated soft drinks (1 litre size)-10 trips and other
carbonated soft drinks 3 trips. The dairy industry is credited as holding the most
comprehensive information on number of circulations rates. Most dairies record number of
circulations rates of over 15 per year and note distances travelled.

�� /HJDO�EDVLV�FRQFHUQLQJ�UHXVH�SDFNDJLQJ
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Environmental factors are becoming increasingly important in terms of their impact on the
bottom line. Cost factors and regulatory pressures remain the primary reasons why
reuse/reclamation/recycling proposals will become increasingly attractive in the future.
The key forces for change include:
- Rising waste disposal charges and landfill tax
- Increased raw material costs
- Tightening regulatory framework
- Producer Responsibility Obligations & EC Packaging Directive
- Enhanced consumer pressure

The two pieces of legislation are the 3URGXFHU�5HVSRQVLELOLW\�2EOLJDWLRQV� �3DFNDJLQJ
:DVWH��5HJXODWLRQV� ����� �6�,�� ��������� (9) which came into effect in 1997; and WKH
3DFNDJLQJ��(VVHQWLDO�5HTXLUHPHQWV��5HJXODWLRQV��������6�,������������ (10) – the full
impact of which may be felt when deliberations on European standards for recyclable,
recoverable and reusable packaging are complete.

��� 3URGXFHU�5HVSRQVLELOLW\�IRU�3DFNDJLQJ
The UK chose the legislative rather than the voluntary route to ensure that there were no
‘free riders’ gaining a competitive advantage by opting out of voluntary schemes and
because of the uncertainty as to whether a voluntary scheme would raise the level of
recovery and recycling significantly.

Reductions in packaging waste are forecast to be one of the key trends in the market over
the period 1997-2001 as the UK implements legislation to meet the EU Packaging and
Packaging Waste Directive. Under the UK’s shared producer responsibility obligations,
the responsibility for recovery and recycling is allocated to different sectors of the supply
chain as follows: retailers (47%); packers/fillers (36%), converters (11%) and raw material
producers (6%).

To meet the targets: in 1998 and 1999, the overall packaging waste recovery rate is 38%,
rising to 43% in 2001 and to 52% in 2001. In 1996 about 30% of packaging materials were
recovered. An estimated further 2 million tons will have to be recovered to meet the final
target (12).(Environmental Technology Best Practice Programme, 1998)

In 1999, a business is obligated to comply if it handled more than 50 tons of packaging
(excluding exports) in the previous year and had a turnover of more than £5 million in the
last financial year for which audited accounts are available. Obligated businesses must
register no later than April 1, 1999 and subsequently prove material recovery and
recycling.

The 3DFNDJLQJ� 5HJXODWLRQV� �WKH� 3URGXFHU� 5HVSRQVLELOLW\� 2EOLJDWLRQV� �3DFNDJLQJ
:DVWH��5HJXODWLRQV������ are designed to implement the recovery and recycling targets
in the (&�'LUHFWLYH�RQ�3DFNDJLQJ�DQG 3DFNDJLQJ�:DVWH��������(&�� and to make UK
waste management more sustainable. They will ensure that there will be a measurable
increase in the level of packaging waste that is recycled in the UK. The regulations also
provide a cost incentive for producers of packaging to reduce the amount of packaging.
They require businesses to recover and recycle specified tonnages of packaging waste
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based on the amount of packaging they handle. If a business reduces the amount of
packaging it handles, it reduces the obligation and therefore the cost of compliance.
The regulations encourage businesses to reuse packaging by allowing them to omit the
tonnage of packaging that they are reusing from the calculation of their tonnage obligation,
keeping the costs of compliance down (D.E.T.R. Consultation Paper 1998) (11)

For the purposes of the regulations, reuse does not constitute recycling. Reusable
packaging is designed to accomplish within its lifecycle a minimum number of trips. It is
worth noting that after its first rotation, the packaging in question does not attract any
further obligation.
Recycling is the reprocessing of waste materials for the same purpose or for new purposes.
An example given by Valpak, the largest compliance scheme, is that of a business which
washes out milk bottles in order to refill them. These bottles would therefore not bear any
further obligation after their initial trip. A business whose bottles are subsequently melted
down to become new glass is deemed to be engaging in recycling.

��� 3DFNDJLQJ��(VVHQWLDO�5HTXLUHPHQWV��5HJXODWLRQV
The� 3DFNDJLQJ� �(VVHQWLDO� 5HTXLUHPHQWV�� 5HJXODWLRQV�� issued by the� Department of
Trade and Industry, is the translation of Annex I of the EU-Packaging Directive
(94/62/EC) which gives no further incentive for reuse.

��� /DQGILOO�7D[
Landfill is the most widely-used method of waste management in the UK. 70% of
controlled waste goes to the landfill and according to evidence given by the Environment
Minister, Michael Meacher to the House of Commons Environment Committee (1998)
(13), landfills account for 85% of household waste disposal. Approximately 27 million
tons of household waste are produced each year; about 1 ton for every household.

The landfill tax (introduced on October 1, 1996) applies to waste disposed of in landfill
sites licensed under environmental law. There are two rates of tax, a standard rate of 8,6
ECU per ton for active wastes, and a lower rate of 2,5 ECU per ton for inactive wastes
listed in a Treasury Order, for example, rocks, uncontaminated soil, glass and concrete.
Four categories of waste are exempt from the tax and there are tax credits available for
landfill site operators who support approved environmental projects.

During it’s first year in operation, the landfill tax was expected to raise 550 Million ECU.
Revenue from the tax is used to cut the employer’s national insurance contributions. The
8,6 ECU per ton tax rate rose to £12,3 ECU per tonne in April 1999, whereas the 2,5 ECU
per ton figure remains the same. A progressive rise in the tax in subsequent years is
expected.

The tax is administered through HM Customs & Excise and a review of the operation and
the level of the tax was undertaken in 1997, with a final report completed in March 1998.
The rise in the standard tax to £10 per ton beginning on April 1, 1999 was one of the
outcomes.
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The landfill tax, coupled with rising waste disposal charges has focused industry attention
on measures to reduce and divert recyclable materials away from disposal. The
Environmental Bodies scheme which allows site operators to claim tax credits for
contributions they make to approved bodies for specific projects has also spurred research
and development into sustainable waste practices, including re-use and recycling. Site
operators are not allowed to benefit directly from projects but the application of funds for
purposes  which benefit landfill operators in general are permitted.

However, the landfill tax has no direct effect on primary packaging waste, because
councils do not base their waste collection charges for a household and small businesses
on the amount of waste that the household produces. There is no real incentive for
householders to reduce their waste or rethink their purchasing patterns.

��� 2WKHU�HFRQRPLF�LQVWUXPHQWV
There is currently no tax on incineration (unlike landfill), and this is a situation that people
who have a stake in it feel ought to be rectified to encourage waste reduction and
recycling. The House of Commons Committee (1998) recommended that „the government
should consult on the likely effectiveness and impact of an incineration tax with a view to
introducing the tax before the end of this parliament.“

There is continued debate on the subject of green taxation. The use of economic
instruments to change behaviour is likely as the government formulates it's revised
national waste strategy. The Environment Minister, Michael Meacher, is keen on their use
to encourage „innovation“ and make the polluter pay, but stresses that „they must be
viewed as part of a package of measures including regulation, voluntary action and
tradable permits.“(Industrial Environmental Management 1998). A tax on the use of virgin
materials and an aggregated tax have been hinted at previously but significant design and
implementation problems would have to be overcome. Some issues include
competitiveness, imports and GATT, and barriers to trade.

A Private Member’s Bill (Drink Container Bill) calling for a 0.5pence deposit to be paid
by all consumers on bottles and cans was launched in June 1998 by Christopher Leslie MP
to coincide with final the stage of the EU packaging regulations. The move was welcomed
by environmental campaigners as a means of raising awareness on the issues.. Christopher
Shipley MP believed that returning to a system of deposits would give people a financial
incentive to take action. Leslie also maintains that the amount of litter and landfill
generated by this waste is putting enormous strain on council budgets, arguing that the „
deposit system has been going in Denmark for some time now and has had tremendous
results. There is a small expense involved in setting up the system, but once it’s in place, it
becomes self financing.„
The government has no plans to back the bill. The Department of the Environment,
Transport and the Regions (DETR) states that there are no plans to introduce a mandatory
deposit system for beverage containers in the UK, and it would need to look carefully at
whether such a measure would contravene European law (Official Record, written answer
Col.346, 16 November 1998).
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